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Extreme versatility of installation, high sustained accuracy and low 
maintenance have built Brodie BiRotor Meter acceptance in every field of 
petroleum measurement. 

From the smallest job to the largest, there’s a BiRotor built to handle the 
required capacity and pressure —with counters, controls, strainers and air 
eliminators to provide fully integrated systems. 

Whatever your metering needs, check first on the exclusive advantages of 
Brodie BiRotors. 
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Engineers are shown with a portable dynamometer recently developed at Ethyl’s 
Detroit laboratories. it is being used for in-the-field checks of tractor power output. 


This lab team “revs up’”’ 
farm gasoline sales 


The farmer is demanding more and more 
power in his tractor today. He wants it to be 
able to handle any of his tilling jobs . . . as well 
as run a countless variety of auxiliary equip- 
ment that requires economical, versatile power. 

The Ethyl Research team you see above is 
working to bring farmers the power they want 
and need. How? By helping tractor manufac- 
turers develop more efficient engines. 

This contributes to a better use of the anti- 
knock quality of gasoline, which in turn gives 


the farmer the power and economy he demands. 
So this research work pays off for you in an ex- 
panding gasoline market—and in more satisfied 
farm customers. 

Many of the projects now under way in Ethyl’s 
Research Laboratories, like the work in the agri- 
cultural field, were undertaken because of po- 
tential sales benefits to oil companies. We be- 
lieve this fact quickly points out how Ethyl 
continually works to provide its customers with 
complete creative services. 


ETHYL CORPORATION 


100 Park Avenue « New York 17, N. Y. 
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SHOULD FIRE STRIKE a fusible link (which 
melts out at 160° F.), a liquid cooled internal 
spring, and a weighted lever, aided by flow 
pressure, automatically and safely snap valve 
shut, keeping more gasoline from escaping. 





SHOULD DISPENSER BE OVERTURNED a highly 
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weighted lever, allowing the valve to close 
tightly, preventing leakage. 


EW SAFETY SHUT-OFF VALV 
No. 10 


for multiple service station pedes- 

tals of remote pumping systems or 

installations where elevated tanks 
keep pressure on dispenser 





The all new OPW No, 10 Safety Shut-Off 
Valve features simplicity of design, 
foolproof mechanism and instantaneous 
action. The body is made of durable cad- 
mium plated semi-steel. Inner parts are 
precision engineered of wear-resistant ma- 
terials. A compensator plate backs up disc 
holder assuring tight, permanent seating. 


OPW’s No. 10 when installed below the 
island platform level provides the best 
safety control available for remote pump- 
ing systems. Can be manually shut in the 
event work must be done on dispenser. 
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Behind Our Headlines 


Terrible Terry and Two Gals 


Two gal reporters in San Francisco came up with one 
of the perkiest sketches we have had in a long time—the 
life story of Terry Carpenter. Mr. Carpenter, you will 
recall, threw the Republican convention into a brief 
turmoil by trying to nominate an ephemeral Joe Smith. 

Although Mr. Carpenter was only a man of the minute, 
we decided he would be a fitting subject for a lively bio- 
graphical sketch, considering that he’s an oil marketer 
(among other things). So we asked the McGraw-Hill 
News Bureau in San Francisco to interview Terrible Terry. 

The assignment was given to Miss Jenness Keene, who 
made an appointment to interview Mr. Carpenter the next 
day at the Cow Palace, where the Convention was held. 
But there were difficulties. 

“The Cow Palace was bedlam,” reports Miss Keene. 
“Seats and aisles were jammed, and the color guard was 
marching in. Once that was over, I knew Gov. Thornton 
was scheduled to speak, then Nixon and Eisenhower. It, 
seemed like a good idea to get Carpenter before too much 
activity got under way. I spotted the Nebraska delegation 
on the floor, started to go down but was stopped by one 
of the sergeants-at-arms. | showed my press card, but he 
said I couldn’t go down without a floor pass. Went to press 
headquarters to get a temporary floor pass. They said it 
was impossible at that late date. Explained problem. Still 
couldn’t get one. 

“So I sent a page to the floor with a note to Carpenter 
explaining the predicament and asking him to come up. 
The mobs, tumult and excitement were growing by now, 
and I thought the chances were pretty thin that Carpenter 
would be willing to leave his delegation. But he came up 
right away. 

“Incidentally, Sue Johnson (of the San Francisco staff) 
also was at the convention, and I asked her if she wanted 
to sit in on the interview. I kept him talking, and Sue 
wrote down the quotes. I must have talked with Carpenter 
for 45 minutes.” 

The girls did a first-rate job, as you will see when you 
read about Terrible Terry, starting on page 210. It’s the 
best sketch we have read on Terry Carpenter. And it’s 
an example of the popular NPN profiles that are becom- 
ing the talk of oil marketers. 


Special Report 


You may wonder about the number of articles about 
dealers in this issue. There’s a good reason: We are featur- 
ing a special report on dealer relations, starting on page 94. 
To illustrate some aspects of the main article, we offer the 
additional pieces—principally one on Sunset’s dealer 
policy (page 101) and an unusual success story about Sam 
Reeve (page 108). 

These articles are intended for marketers who work with 
dealers. They don’t signal any NPN shift to dealer 
emphasis. 

FRANK BREESE, Editor 


What 

Red Seal 

Meters Are Doing 
For Others 


Operators of big transport trucks report Red Seal meters most 
accurate and economical for stock control . . . particularly in 
key-stop service and on hauls making several drops. Meters 
eliminate high cost of multiple compartment tanks. 
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Typical fueloil truck makes 2800 sales and handles $75,000 of 
your money every year. Sustained accuracy and low mainte- 
nance are main reasons why Red Seal meters are used by more 
fueloil dealers than any other make. 


iS me. ah ‘ude 
Neptune Remote Control Meters .. . now 11 years old at Island . nies \ | 
Petroleum Corporation’s terminal . . . load 400 trucks a day! All f a? a 
. . LPs 
operations are firmly under control of one man inside the office. ay 
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Some of these Red Seals have registered over 100 million gallons, i : oS 5 - “ is 


with excellent record for sustained accuracy and low maintenance. 


“LP-Gas losses and leakages seldom leave any clues except an 
empty cash register. Our answer has been to put ticket priating 
LP-gas meters on all our tank trucks,” says Y. L. Markins, Markins 
Butane, Henderson, Tex. 


Neptune’s Unit Replacement 
Plan, which permits you to 
make your own on-the-spot re 
pairs, is supplemented by 
prompt, skilled nationwide 
jobber service. Back of it all 
is a network of fully equipped 
Neptune branch offices like 
this one at Los Angeles. 
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A Red Seal meter user since 1940, Mr. Herbert Geldbach, Pres. of 
Geldbach Petroleum Company of St. Louis, Mo., states his case: 


“Daily Figures Check Right to the Gallon” 


~e WITH RED SEAL METERS 
ON ALL TRUCKS 


Geldbach Petroleum Company, one of the first to use Print-O- 
Meters in the St. Louis area, switched to Red Seal tank truck 
meters exclusively because, Mr. Geldbach states, “they are 
most accurate and trouble-free.” Every one of the 18 meters 
purchased is still in dependable service with accuracy so close 
Mr. Geldbach states he is able to “check out” his daily figures 
right to the gallon. 

Prove to yourself what sustained accuracy can mean to your 


pocketbook. Keep accurate records of inventory and of meter 
maintenance costs. You'll soon be satisfied only with Red Seals 
. .. for trucks and loading racks alike. 


raat. 


One of Geldbach’s first Red Seals, still accurate he f P T U N e M f T f b C 0 M PA N Y 


after years of profitable service, was recently 


modernized with new Print-O-Meter register. 19 West 50th Street. New York 20, N.Y. 





ie takes a lot of pressure to pump 
200 gallons a minute up into an 
airplane’s tanks. When tanks were full 
and the nozzle suddenly shut off, the 
surge of pressure sometimes burst the 
hose. And a shower bath of gasoline 
could explode into flames, seriously 
burning men on the job and damaging 
the plane. 

Now all that danger is ended. 

B. F. Goodrich engineers believed a 
fuel hose could be made completely 
burstproof. They designed one so strong- 
ly reinforced with braided steel wire that 
it stands 1000 pounds’ pressure per 





Photo courtesy Allied Aviation Fueling Company of New York, Inc. 


Men used fo be in danger 
of a gasoline bath 


A typical example of B. F. Goodrich improvement in rubber 


square inch—5 times the greatest pres- 
sure it will ever get in service. No more 
bursts, no more fires—longer life, low- 
er costs. 

And, just for good measure, B. F. 
Goodrich engineers were also able to 
make the hose light and flexible, easy 
for a man to haul up and over the wing. 
Today, this B. F. Goodrich hose is at 
work in airports all over the country, 
delivering fuel quickly and safely. 

Finding a way to improve airplane 
fueling hose is an example of the B. F. 
Goodrich method of approaching a 
customer’s problem. We have been 


able to solve equally difficult ones, 
just as successfully, in products you 
undoubtedly use. Your B. F. Goodrich 
distributor would like to tell you what 
these improvements are, and how they 
can be employed for your profit. B. F. 
Goodrich Industrial Products Co., Dept. 
M-757, Akron 18, Ohio. 


B.EGoodrich 


INDUSTRIAL PRODUCTS 
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Letters 


| Like Being a Jobber 


To THE EpIToR: 

I have read with considerable 
interest the article “Direct Operation 
vs. Jobber Operation” by Sam Elliott 
and Fred Meeder (NPN—Aug., 
p92). 

Mr. Elliott, in discussing the 
operations of Sohio, puts his finger 
on what seems to be the real reason 
for Sohio’s policy of direct opera- 
tions. Its distribution is confined 
to a very limited area—the state 
of Ohio, which, as states go, is 
relatively small. Until after World 
War II, Sohio’s operations were 
largely confined to marketing. As 
a practical matter, it appears that 
the company has only recently grown 
into what can be termed “a major 
oil company,” Consequently, what 
Mr. Elliott terms direct operations 
may be in truth actually what is 
known in the industry as a jobber 
operation. His glowing account of 
the economy of Sohio’s operations 
is strong evidence of what can be 
done by good, progressive and wide- 
awake jobbers. 

Since 1946, according to Mr. EI- 
liott, Sohio has invested over $80- 
million in refining facilities. This 
of course, takes Sohio out of the 
jobber classification. It is, therefore, 
interesting to compare its operations 
since 1946 with a company whose 
marketing is done largely through 
jobbers. I would use for example my 
own supplier, Phillips P troleum Co. 
In 1946 Sohio showed a net income 
of $10,324,000 while Phillips showed 
a net income of $22,625,000, or 
2.19 times as much. In 1954 Sohio 
showed a net income of $18,527,000 
while Phillips showed a net income 
of $76,235,000, or 4.13 times as 
much. 

This indicates to me, as it must 
to many supplyi..z companies who 
operate through jobbers, that the 
jobber operation is in truth economi- 
cal. 

I am well aware that there are 
certain areas of petroleum marketing 
that undoubtedly can be _ handled 
more economically with direct opera- 
tion. To be consistent, however, a 
company should cast its die and be 
satisfied to expand or to restrict 
itself as the die will allow, 

Mr. Meeder has pointed out that 
Richfield has found it feasible to 
operate exclusively through jobbers. 
There are numerous problems con- 
nected with marketing through job- 


bers, and I certainly do not want 
it to appear that we jobbers are un- 
aware of the problems or are blind to 
the fact that some individuals have 
not shown the initiative and the 
foresight which is necessary to keep 
a business moving forward. 

It appears that in North Carolina, 
as well as elsewhere in the country, 
there is a second generation of 
jobbers coming into existence. These 
second generation jobbers are in- 
stilling new life into their oil opera- 
tions—new methods of accounting, 
tighter credit checks, new and bold 
concepts of the necessity for modern 
retail outlets, and a new vision of 
relations between suppliers and re- 
tailers. 

Your retail operator is no longer 
satisfied to scratch out a meager 
existence for himself and his family, 
but more and more we find service 
station operators among our com- 
munity leaders. They do not want 
to be dictated to by salaried co.. pany 
employes and they will no longer 
be satisfied to be fed out of the 
“company policy spoon.” Each good 
retail outlet is a business to itself. 
I feel strongly that relations between 
station operators and supplying com- 
panies will have to be closer and 
more amiable as time goes on. 
Certainly this can be accomplished 
better through local distributors and 
jobbers than through company em- 
ployes who must report to district or 
division offices far removed from 
the service station. After all, the 
jobbers often belong to the same 
church, civic club or country club 
as the station operator. 

I would like to say that it is 
a source of pride for me to extol 
the virtues of the company whose 
product I distribute. When the com- 
pany shows progress on any level 
whether it be in producing, refining 
or marketing, I feel in a small way 
responsible. I know that other job- 
bers too revel in the progress their 
supplying companies make. 

We jobbers like to feel that we 
have a small part in the progress 
of our company and if the occasion 
should ever arise, I am sure that 
by far the majority of jobbers would 
be glad to sacrifice in order to pull 
his supplying company’s chestnuts 
out of the fire. 

With the help and advice of our 
supplying companies we jobbers will 
continue to grow and expand, and 
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Standard Adapter 
and Coupler 


EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 


Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


EVER-TITE 
Adapter and 
Coupler 


If you want to get 

the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by 18 years 
of pre-eminence. Ask 
your distributor now. 
EVER-TITE COUPLING CO. INC, 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Shank Hose 
Coupling 


Dust Cap 
EVER-TITE Dust Protectors 





more and more we will become an 
integral and necessary part of the 
petroleum marketing industry. It’s 
a long jump from the executive 
offices of a major oil company to 
a grease pit on the corner. The 
jobber fills this space and acts as 
a willing prop for both the supplying 
company and the retailer. 
SWANNIE D. BRYAN 
President 
North Carolina Oil Jobbers Assn. 


OKHEIM 


FOR PETROLEUM PROD 











TBA Trucks: Yes and No 
To THE EDITOR: 

From our own experience I do 
not see how any jobber who has 
enough outlets can fail to operate 
one of these TBA trucks (NPN— 
Aug., p105). They will return him 
a nice net profit, and in my opinion 
one of the best things they do 
is to keep the wagon peddlers out 
of his stations. Why should a jobber 





Tokheim Model 476-7, 
with Hose and Nozzle. 
Also: Model 476-15, 
Container Filler. 











Here's the most value-packed 


HAND PUMP 


we've ever developed 


In TOKHEIM Series 476 Pumps you get 
many “bonus” features usually not found in 
more expensive models. Unique automatic 
shut-off nozzle is standard. Flexible, syn- 
thetic suction hose with built-in screen, and 
detachable, self-venting bung adapter sim- 
plify installation. Rugged, lightweight, 
phenolic resin housing is assembled by snap- 
onclamps to speed service—prevent leakage. 
Dependable, double-action pumping delivers 
12 g.p.m. Vacuum breaker speeds drainage. 
Two models: 476-7, Hose and Nozzle; 476- 
15, Container Filler with non-drip spout. 
Investigate new Series 476 Hand Pumps— 
as a business builder—for your own require- 
ments. See your Tokheim representative! 


To install, simply place flexible 
hose through pre-fixed adapter, po- 
sition pump, tighten thumb screw! 


A a Am ee Ae Me A 
Built-in automatic shut-off on the 


nozzle warns operator when tank 
is full, Prevents spillage! 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
C 


1650 Wabash Ave. 


1901 Fort Wayne 1, Ind. 





Subsidiaries: Tokheim N.V., Leiden, Holland —GenPro, Inc., Shelbyville, Indiana 
Factory Branch: 1309 Howard Street, San Francisco 3, Colifornia 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 








invest from $25,000 up in a station 
and then let this profitable business 
go somewhere else? In addition, a 
dealer can have a more complete 
stock with less capital investment— 
and that is what a dealer is short 
on today. 

However, to make a success of 
these trucks a jobber has to carry 
more lines than his supplier has. 
I believe this is one of the many 
objections that a major oil company 
has to TBA wagons. They do not 
want to increase their automotive 
line—lack of warehouse space, lack 
of trained personnel, and an increase 
in red tape. Most of the major oil 
companies believe they have a lock 
on their dealers anyway under their 
thirty day kick-out contracts and 
rather than build good-will with a 
TBA wagon they would rather do 
it by intimidation. I, for one, hope 
they keep on thinking a TBA wagon 
will not pay. 

E. J. CONNABLE 

President 
Moto-Pep, Inc. 
Memphis, Tenn. 


To THE EDITOR: 

We started out selling TBA in 
trucks thirty years ago and discon- 
tinued this system about fifteen years 
ago, 

We had two very definite reasons 
for making the change: 

1. You can get better salesmen to 
travel in automobiles than the type 
of man that would be willing to 
drive a truck day in and day out. 

2. We find that a dealer does not 
buy as much merchandise from a 
truck as from a salesman traveling 
in a car. A dealer would ordinarily 
buy a case of something, but if it 
is on the truck he will only buy 
three or four packages. 

Of course conditions are changing 
and the freight and delivery costs 
are going up daily. We might have 
to re-appraise our situation at some 
future date. But so far we think that 
truck and bus selling is the peddler 
type of operation and is not for us. 

Harry E. MILTON 
President 

Milton Oil Co. 

St. Louis, Mo. 


Fuel Oil Educating 


To THE EDITOR: 

I read your article “Better Burners, 
Boilers Can be Built” (NPN—August, 
p125) with interest. 

The comments that “cost is one of 
the major problems” and “the changes 
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won’t come in a hurry”, are not en- 
couraging. An industry without con- 
stant improvements from research 
could suffer a mortal blow in five 
years’... 

It seem to me that everyone in the 
article seems to lean too heavily on 
the price factor. Price is not an all-im- 
portant factor. This is evidenced by 
the fact that the Timken Silent Auto- 
matic Oil Burner, the Williams Oil-O- 
Matic Oil Burner and the Winkler 
Burner, for which the dealer cost runs 
between $171 and $187.50, are among 
the industry leaders, while burners 
such as the Quiet Heat, Quiet Auto- 
matic and Esso, which range in price 
from $79.50 to $121, cannot be con- 
strued as being the industry leaders. 

In concluding, Esso Research says, 
“we will not lead the parade but will 
only point the way to better oil heat 
equipment.” It seems to me that what 
this great faltering giant needs is 
leadership. We do not have any cour- 
ageous, forthright leadership from the 
top producers in the industry. 

Yet my hat is off to Esso Research 
for a start. A small start perhaps, but 
nevertheless a start. To follow this 
beginning in leadership, let’s all see 
how much we can do to help Esso and 
also originate our own ideas. 


RUSSELL O. BURNS 
Vice President 
Home Fuel Oil Co., 
Ridgewood, N. J. 


To Spike a Rumor 
To THE EDITOR: 


I would like to correct some 
misunderstanding regarding Southern 
States Oil Co. which is going about 
in the industry. 

We only sold a small portion of 
our company to Delhi-Taylor Oil 
Corp. The sale consisted of five 
acres of property along with 142,500 
barrels of storage located at Port 
Everglades, Fla. 

We have three terminals in north 
Florida and our major operations are 
and always have been in Georgia 
and north Florida. 

We have a sizable expansion pro- 
gram in progress consisting of a 
new office building and an additional 
100,000 bbl. of storage for light 
oils—which gives us a total of 
555,000 bbl. in the area. 

We would appreciate your publish- 
ing this information in order to 
correct the false rumor. 

H. B,. WHITE 
President 

Southern States Oil Co, 
Jacksonville, Fla. 


| 
| 
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Since ‘‘way back when,”’ Monsanto has been helping 
lube manufacturers like you with the 
chemical problems of petroleum additives. 


Modern Example: 


IMPROVING GEAR LUBE PERFORMANCE TO MEET THE EXACTING 
MILITARY AND AUTOMOTIVE SPECIFICATIONS FOR 


HIGH-TORQUE, HIGH-SPEED OPERATION 


What was needed was a true multi-purpose additive that would help heavy- 
duty gear lubricants stand up under the extreme pressures of high torque without 
sacrificing high-speed performance. Monsanto chemists developed Santopoid 22 


and Santopoid 22 RI. 


Gear lubes fortified with either... passed both high-speed and high-torque 


field trials in all automotive equipment tested 
on desert runs and mountain runs for 3 years 
... in 1954, 1955 and 1956. 


Superior High-Torque Performance... for the past 
year Santopoid 22 has protected expensive 
heavy-duty worm-gear trucks used in grueling 
mountain hauling. 


Excellent High-Speed Protection... before adding 
Santopoid 22, a racing car chewed up rear-end 
gears every 75-100 miles. Since changing to 
a Santopoid 22 fortified gear lube, 350 miles 
plus 100 warm-up miles have been clocked 
with gears still OK. 


When you write specifications for your prod- 
uct, before investing in expensive tests... 
call in Monsanto. Monsanto can formulate 
your base stock—ready for field testing— 
with dozens of possible additives that will 
do just about any job an additive can do. 
Corrosion inhibitors +» Detergents « Viscosity 
index improvers + Gear lubricant fortifiers 
Fuel oil clarifiers + ‘Oiliness’’ improvers. 
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For more information, 
write to: 

Monsanto Chemical 
Company 
Organic Chemicals 
Division 
Department OA-2 
St. Lovis 1, Missouri 
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LESLIE BOEHM, Owner, tells 
how a National System 
has doubled his profits. 


THIS MODERN STATION 
combines reliable service 
with an efficient National 
System for a highly profit- 


able operation. 


THIS FOUR-DRAWER NATIONAL provides tight cash control while increasing sales. 


“Our Clalional System 
saves us °2,600 a year... 


pays for itself every 9 months!” 


—Boehm’s Standard Service, Deorborn, Mich. 


“It’s no exaggeration to say that our 
new National System doubled our net 
profit last year,’’ writes Mr. Boehm. 
‘The register’s separate cash drawers 
for each attendant allowed us to con- 
vert to a commission payment system 
that provides individual incentive to 
sell, greatly increasing our total sales. 

“Equally important, we're realizing 
many savings in time and money 
from the firm control our National 
gives us over every transaction. With 
separate departmental totals, we get 
a mechanically audited sales record 


of gas, oil, batteries, tires, and acces- 
sories any time we need it. We now 
save ten hours a week on bookkeep- 
ing alone, because our National pro- 
vides an individual record of charge 
sales and paid outs that doesn’t affect 
the cash total. 

‘Because of the increased efficiency 
it has brought our Service Station, 
our National System saves us more 
than $2,600 a year. We’re naturally 
very pleased with this investment, 
which pays for itself every 9 months.” 

Find out right now how you can 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 
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make your service station a more 
profitable operation with a time- and 
money-saving National System. 
Phone your nearby National repre- 
sentative, a trained systems analyst, 
and let him show you how. He’s listed 
_ “% classified section of your phone 
ook. 


*TRADE MARK REG. U.S. PAT. OFF. 


UNalional 


CASH REGISTERS » ADDING MACHINES 
ACCOUNTING MACHINES 
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Automation has come to the job of 

keeping the driveway clean at the Esso 
station operated by E. L. Reed, in Newark, 
Del. Reed has a power cleaning machine that 
enables one man to clean the entire drive- 
way in 20 to 30 minutes. That compares 
with two hours for two men to do a com- 
parable job. He figures he's saving $5 a 
week in part-time labor, and the concrete 
mat around the pump island gets cleaned 


every day. 
$ 


Several oil companies are currently 
telling dealers about the two kinds of 
gasoline tank caps now in use. New 
employes coming to work in stations 
probably don’t know that caps for 
many of the new cars do not have 
vents, and that such caps can’t be used 
on older cars. Putting on the wrong 
kind of cap will not only interfere 
with fuel feed; it may also create 
enough vacuum to collapse the tank, 
with a resulting claim for damage. 


$ 


Service Station Supply division of 
Wilco provides dealers with a supply 
of litmus paper for testing the cor- 
rosive quality of radiator water. By 
dipping a one-inch strip of the paper 
into the water, a dealer can demon- 
strate quickly and simply if there is 
a need for a rust inhibitor. And Serv- 
ice Station Supply reminds dealers that 
every sale of a can of Stop Rust is 
worth another 40¢ on the day’s profits. 


$ 


Humble Oil has a small dealer in 
Alamo, Texas, who sets an example 
that could be followed by many deal- 
ers who run a larger business. His 
place is pretty much a one-man opera- 
tion, so he can’t get away to make 
neighborhood calls. But whenever he 
gets a little free time he gets on the 
telephone and asks for business. In 
two years he’s boosted gallonage 40%. 


A peculiar use for SAE 10 motor 
oil developed among the women cus- 
tomers of one of Standard of Ohio’s 
salary stations in Canton, Ohio. So 
many women were buying it in quart 
cans that the station staff finally be- 


came curious. They were told that No. | 


10 oil is a very good suntan lotion. 


$ 


Shell of Canada likes to see dealers 
set up a system for regular follow-up 
mailings to lube customers. Once the 
notices are going out, though, there’s a 
tendency to think of the system as 
fully automatic, says Shell. It’s a good 
idea, the company points out, to 
check up on the customers who don’t 


respond. There are always some who | 


keep their complaints to themselves. 


Often you can bring them back with a | 


simple phone call. 


$ 


A novel tie-in with a giveaway used 
in making personal calls has been tried 
by Esso dealer Charles Roshto of 


Alexandria, La. He bought a couple | 
of hundred fly swatters with detach- | 
able handles at a cost of 31¢ each. | 
He uses the handles only, (with tags | 


attached bearing the prospective cus- 
tomer’s name) as a giveaway on his 
round of household calls. 


swatter, he suggests that the prospect 
bring the handle in to the station to 
get the part that goes on the end. The 
tag, of course, identifies the prospect 
by name when he does come in. 


$ 


Standard of Ohio learns from a 
survey that a refill of windshield wash- 
er fluid is the most frequently en- 
countered under-hood service op- 
portunity. The reason for the high 


frequency, Sohio suggests, is that al- | 
though more cars are washer-equipped | 


today, motorists seldom think to ask 


for a check of the fluid level. Wind- | 


shield washer concentrate represents a 
quick and profitable sale. 


$ 


Tidewater Oil Co. (Eastern divi- 
sion) believes its dealers can build a 
good volume in automatic transmis- 
sion fluid by checking transmission oil 
level as part of pump island routine. 
It should be checked with the engine 
running, and while it is hot. It’s easy 
to ask the customer to start his en- 
gine after his gasoline order has been 
filled and while he is still at the pump, 
Tidewater tells dealers. ® 
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Without | 
identifying the handle as part of a fly | 








Lee 


UNIFORMS FOR 
INDUSTRY 


Lee spruces up your whole force 
«swith 20 Tough-Tailored Extras! 


Specially fashioned of Lee’s exclu- 
sive fabrics, Lee uniforms are cor- 
rectly proportioned to the body. Lee 
Tailored Sizes always fit perfectly! 
All garments are Sanforized! 


Lee’s 20 Tough-Tailored Extras 
stand up under hard wear, countless 
washings. Handsome Lee fabrics are 
durable, deliver true economy on 
any job! Shirts are smartly styled 
togive dress shirt appearance. Avail- 
able in 3 sleeve lengths and 3 body 
lengths in each neck size to fit men 
of any height or build perfectly. 


7 Lee Sales Divisions! 


Largest staff of trained consultants 
in the industry assures you of effi- 
cient service, whether your needs 
are large or small. Call or write the 
nearest division office; a Lee man 
will call promptly. 


H. D. LEE COMPANY, INC. 


WORLD'S LARGEST MAKER OF 
UNION-MADE WORK CLOTHES 
General Offices: 117 W. 20th St., Kansas City, Mo. 
Sales Offices at Atlanta, Ga., South Bend, ind., 
Minneepolis, Minn., Dallas, Texas, Trenton, N. J., 

San Francisco, Cal. 
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“An’ I say it’s gonna be the coldest winter since ‘Ninety-six!’ 


Be Your Own Weatherman .. . 





Just Ask the ‘Woolly Bears’ 


2 pree SILLY? Maybe. But there are 
people who claim that the woolly 
bears know a lot about the weather. 
So if you’re wondering what this 
winter is going to hold for your fuel 
oil business, maybe they can give you 
the answer. 

The woolly bear is a caterpillar, but 
a very special kind. You can tell him 
because he’s black at both ends and 
rust brown in the middle. And right 
there is the clue to his forecasting 
powers. 

If, around the middle of October, 
he’s mostly black with only a little 
brown in the middle, get prepared for 
a good old fashioned winter. But if 
there’s a lot of brown, business won’t 
be so good—the winter will be a mild 
one. 

Or so says Frank Curran of Long 
Island. He’s been checking woolly 
bears for ten years and claims, “They 
haven’t been wrong yet.” 

How to Do It—If you'd like to try 
it yourself, suggests Curran, head for 
a country road and start watching for 
the woolly bears to cross your path. 
Better make it a warm, sunny day, 
because they seldom show when the 
sun isn’t shining. If you don’t like 
scouting the countryside, look in the 
nearest patch of ragweed, the cater- 
pillars’ favorite food. 

“It doesn’t make sense,” admits 
Curran. “I know of no reason why the 
caterpillar should be ordained to 


14 


predict the weather. But they’ve been 
right for ten years, and I'll go along 
with ’em.” 

Curran isn’t just a bug on bugs. 
He’s the official weatherman at New 
York’s Roosevelt Raceway weather 
station. There he has all sorts of 
equipment to help him predict the 
weather—equipment more universally 
accepted for forecasting than the lowly 
woolly bear. 

Curran first became aware of the 
powers of the fuzzy wuzzies, as he 
calls them, back in October, 1945. He 
was asked to write a farmers’ almanac 
and wanted to include a fifteen-month 
forecast. Rather than peg his predic- 
tions on the time-honored moon 
phases, Curran started hunting for a 
new gimmick. 

Out of the Past — The gimmick 
turned out to be a single sentence in 
an 1820 diary: “The Puritans and 
Spaniards used the woolly bear cater- 
pillar to determine the character of the 
following winter.” With no more than 
this to go on, Curran made his first 
woolly bear prediction. It turned out 
to be right, and he’s been checking 
ever since. The almanac never was 
published, but the gimmick remained. 
“Now,” says Curran, “I’m stuck with 
ag 

Each year Curran travels to the 
parts of the country he believes will 
contribute to Long Island’s weather. 
His route is generally from Cape Hat- 
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teras (N. C.) to the St. Lawrence 
River, on to Chicago and back to the 
Gulf Coast. At each stop he makes a 
spot forecast, though he admits “Spot 
forecasting is being a fool, walking 
where angels fear to tread.” 

Back home, Curran combines his 
scientific knowledge with his tips from 
nature and comes up with a fifteen- 
month forecast—a feat regarded with 
horror by less farsighted weather- 
men. Curran agrees with them in 
theory and says, “I’m either a genius 
or a fool.” 

Weather-Wise—Curran’s been in- 
terested in the weather all his life. 
Steeped in New England lore, he’s 
developed a healthy respect for weath- 
er phenomena not explained in the 
meteorology books. “You never know 
about weather until you’ve been in it,” 
he says, and nothing delights him more 
than driving in the path of a storm. 

Curran’s daughter, a nurse by pro- 
fession and an amateur weatherman 
by hobby, goes with him on these 
stormy rides. The hour of the day 
doesn’t much matter. True to his 
Holyoke, Mass., upbringing, Curran 
still greets the day at 4 a.m. and often 
works a twenty-hour day. 

Hold It!—Before you go checking 
woolly bears, a word of warning. 
There’s another fellow, also named 
Curran, who agrees that woolly bear 
forecasting “doesn’t make sense.” But, 
unlike the first Curran, he claims it 
doesn’t work, either. He’s Dr. C. H. 
Curran, curator of insects and spiders 
at the American Museum of Natural 
History in New York City. 

He first heard about the woolly 
bears as a boy in Canada. In 1948 he 
decided to launch a scientific investiga- 
tion. Originally, he planned to give the 
woolly bears ten years to prove them- 
selves, but he’s called the whole thing 
off. The fuzzy wuzzies have flunked 
an eight-year trial at Bear Mountain, 
N.Y. (nicknamed Woolly Bear Moun- 
tain for the expeditions). 

Especially frustrating was last year’s 
investigation, when one group of 
woolly bears foretold of heavy scarves 
and mittens while auother batch sug- 
gested light topcoats. 

C. H. and Frank are well aware of 
one another’s experiments but have 
always worked independently. Being 
gentlemen, they are loath to comment 
unfavorably on one another’s findings. 
Their mutual attitude is pretty much 
along the lines of “Well, if that’s what 
he found, all right, but that’s not what 
my tests have proven.” 

NPN tried to get an impartial opin- 
ion from the U. S. Weather Bureau. 
In this year of political activity, all we 
got was an official “No comment.” & 
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Sales Appeal after dark... 









































Check the customer reaction . . . do they turn in and buy—or do they 
turn away once the lights are on at your stations? You can be sure your Sales*Appeal 
goes up when the sun goes down if your stations are by AVONCRAFT. 


Beautiful, durable AVONCRAFT porcelain enamel looks even better at night— 
electric lights accent its shining cleanliness. In quantities of 1 to 1000, Avoncraft 


‘package’ porcelain enamel service stations are your best buy. 


Why not write today to... 


architectural products 


yonerant 
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EW IDEA to 


MAS GIVE-AWAY and 
GOODWILL BUILDER 


PERSONALIZED 
PRIVATE LABEL 
DROP OILER 

.) 


Squeeze type 
plastic dis- 
penser measures 
5%" long x 
y," dia. 


Say “Merry Christmas" 

to your customers with 

this practical, inexpensive 

gift that everyone needs. Let us 

imprint YOUR name on our clear, clean 

plastic dispensers containing highest qual- 

ity general-service oil. Or if you have your 

own specialized lubricants, we can pack- 

age them for you too, with your own per- 

sonalized imprint. Low cost, different, ap- 
Preciated by everyone. 


LUB-A-KIT MAKES A HIT 


Handy plastic pocket cuse holds three spe- 
cialized lubricants for every lubrication 
need — indoors, outdoors, in all seasons. 
YOUR imprint embossed in gold on trans- 
parent kit cover. Just the thing for the 
motorist, sportsman, housewife, 


YouR 
IMPRINT 


Attractive 
Lub-A-Kit 
measures 
1%” a 55" 
x 5%" 


Santa Claus can't wait — time NOW to 
write for complete information, quantity 
prices and delivery schedules. 


PANEF MFG. CO.,INC. 


Milwaukee 1, Wisconsin 








What Theyre Saying 


“Sometimes I think our association 
is losing the trading stamp battle in 
our town. Not only must we fight the 
stamp salesman and explain to the 
dealer how he or his customer must 
ultimately lose, but we also find some 
suppliers actually encouraging their 
dealers to take on stamps. 

“Let me ask this one question—if 
stamp redemption is as high as stamp 
companies say it is, why are they 
fighting so bitterly the attempts to tax 
the unredeemed stamps?” Victor Pos- 
tillion, Executive Director, Gasoline 
Retailers Assn. of Metropolitan Chi- 
cago 


69 

“Electricity is already being used as 
the sole means of heat in more than 
300,000 American homes, and we ex- 
pect to go to 3,000,000 homes by 
1966.” R. E. Pequignot, chairman, 
electric house-heating equipment sec- 
tion National Electrical Manufac- 
turers Assn. 


69 


“Our oil industry is in a conspicu- 
ous spot in modern American life. 
In 1955, 87,000 bills dealing with 
petroleum were proposed in Federal, 
state, and lesser legislatures through- 
out the nation. . . . We have opinions 
on these proposals as members of the 
industry. Through industry representa- 
tives we express these opinions to 
lawmakers as effectively as possible. 
We also help provide them with facts 
that they need to make informed de- 
cisions.” George J. O’Brien, vice presi- 
dent, Standard Oil Co. of California 
in The Standard Oiler. 


69 


“New Russia will graduate about 
60,000 engineers in 1956 compared 
with 27,500 in this country . . . the 
emphasis in this country must be on 
quality, not on numbers. . . . I doubt 
if there is a more frustrated, tangled- 
up man in the world than the engineer 
who sooner or later makes the dis- 
covery that you cannot ‘engineer’ 
solutions to problems involving people 
in a neat, scientific, slide-rule sort of 
way.” L. F. McCollum, president, 
Continental Oil Co. 


69 
“Let us not be so reckless in making 
charges against one another that we 
eventually become too preoccupied 
with defending ourselves against our- 
selves.” Frank M. Porter, president, 
American Petroleum Institute. 


“Perhaps the ultimate way of get- 
ting gasoline will be to start with a 
solar or atomic power plant. That 
power could be used to electrolyze 
water into hydrogen and oxygen. The 
hydrogen could be used to reduce car- 
bon dioxide from the air to carbon 
monoxide, and the hydrogen and car- 
bon monoxide could then be combined 
to make gasoline.” Robert E. Wilson, 
chairman, Standard Oil Co. of Indiana. 


69 


“If we are to increase our corpo- 
rate profits substantially in the years 
ahead, we must rely much more on 
profits from specialties and chemicals, 
less on profits from motor fuels.” J. 
A. Miller, general manager, market- 
ing, Esso Standard Oil Co. 


69 

“Inherent in the nature of the oil in- 
dustry, where very large supplies may 
be found one year and very little for 
the next several years, are periods of 
oversupply and then for a time a sell- 
er’s market. We are in a period of 
some oversupply now, which may «on- 
tinue for a year or so. But I think that 
over the long pull the world’s demand 
for total energy, and for oil in particu- 
lar, is so great that the oil industry has 
a bright future.” M. J. Rathbone, 
president, Standard Oil Co. (New 
Jersey). 


69 


“Management should anticipate 
leadership shortages in personnel (in 
the event of atomic attack) and should 
have qualified replacements available. 
A complete inventory of personnel, 
indicating capabilities and __ skills, 
should be available. This arrangement 
will provide good flexibility in provid- 
ing personnel for almost any type of 
emergency.” Wilbur J. Reitze, assist- 
ant manager of sales engineering, Esso 
Standard Oil Co. 


69 

“I firmly believe, and I believe 
other jobbers to uphold my convic- 
tions, that what you ao to better your 
position in the market—better your 
public relations and better your rela- 
tionship with your supplier—in the 
next three to five years will determine 
the difference between jobberships, 
direct operation or even government 
control.” Leroy Schneider, Schneider 
Oil Co. (Sun jobber), Roanoke, Va., 
addressing South Carolina Oil Job- 
bers Assn. ® 
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Model 248 AWC : 
Tireflator 


Islander with cash box 





Model 2008G Model 506 
“Big G" Transfer Pump Barrel Pump 
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Model 246 AWTH 
Islander Model 656 Model 244 AWT 
Highboy Islander 
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District Offices: Albuquerque * Atlanta * 


Here you can see but a few of the many Bennett dispensing 
9 units which are serving at fleet terminals, service stations, 
LZ garages, farms and industrial plants the world over — 
handling petroleum products, alcohol, turpentine and 
similar fluids, dispensing air or air and water. Each of these 
Bennett products is manufactured with one purpose in 
mind — to be the most convenient, most durable and most 
serviceable unit of its type. And ALL are built to the world’s 
highest standard of quality. Write for detailed information 
about equipment to meet your specific needs. 


JOHN Woop COMPANY 


BENNETT PUMP DIVISION ° Muskegon, Michigan 











* Denver * Detroit * Kansas City 
St. Paul * San Francisco 


Baltimore * Boston * Buffalo * Charleston * Chicago * Cleveland * Dallas 
Little Rock * Los Angeles * New Orleans * New York * Philadelphia * Pittsburgh + Rochester * Salt Lake * Seattle * 
IN CANADA: Toronto * Montreal * Vancouver * Winnipeg EXPORT: John Wood International Corporation, 29 Broadway, N. Y. Cable ‘‘WOODINTER" 


Model 97 
Tireflator 


Model 100BMF 
Grease Dispenser 
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Model 32 
Hose Reel 
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It was the year when the American Army of Occu- 
pation on the Rhine came home . . . when Robert A. 
Millikan, first to isolate the electron, was awarded 
the Nobel Prize for physics . . . when the first trans- 
atlantic radio communication took place between 


New York and London. 


We have a special reason for remembering this 
year for it was the year in which Gulf became the 
first company in the United States to discover oil 
with the aid of seismograph methods. 


If you think it was 1924 .. . you’re right. 

This was but 32 years ago, yet America, in its 
endless search for oil, has since straddled not only 
the continent but a great deal of the rest of the 
globe. It is difficult to push a pin into a map with- 
out piercing an area which has been explored... 
or will be. 

The responsibility for finding oil is a great one 
and this is a fact of which the entire petroleum in- 
dustry is well aware. For oil, perhaps more than 
any other commodity, is vital not only to Amer- 
ica’s economy . . . but to its survival. 


Gulf Oil Corporation - Gulf Refining Company 
Pittsburgh, Pa. 
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“Advertised-in-LIFE” STARTS 








FEATURE THE AUTOMOTIVE ACCESSORIES 





AUTOMOTIVE 
ACCESSORY 
SALES ROLLING 


because LIFE pre-sells these products to the 
largest audience in weekly magazine history 
influencing prospects right in your neighbor- 
hood. 


because LIFE creates local customers by 
reaching 3 out of 5 households in the average 
community in the course of 13 issues... 


because this powerful neighborhood impact 
makes the “‘Advertised-in-LIFE”’ symbol an 
invaluable sales aid to retailers everywhere. 


because an average issue of LIFE is read by 
30.4% of car-owning households, a greater 
share of your prime prospects than any other 
weekly magazine delivers. 





First in weekly readership 


LIFE 26,450,000 


Look (Bi-Weekly) 18,050,000 


Saturday Evening Post 14,050,000 





First in weekly circulation 


LIFE 5,714,720 


Saturday Evening Post 4,943,838 


Look (Bi-Weekly) 4,201,297 











Sources: Audience—A Study of the Household Accumulative Audience of LIFE, A Study 


of Four Media. Circulation 


A.B.C. Publishers Interim Statement first quarter 1956. 


THAT | @ 8 [34 PRE-SELLS TO MOTORING AMERICA 
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Here’s How to Make More 
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11-minute safety check. With Sales-clinching demonstration. Only West- Then switch on Safe-T-Beam . .. show how the 
mechanical aimers you have inghouse gives you this golden opportunity new, exclusive 2-Beam Glare Shield gives a flat 
quickest, most convincing way to demonstrate the exclusive safety-advan- upper beam... prevents stray light and bounce- 
to make customers see when tage of the 2-Beam Glare Shield. Flick on back glare on either High or Low beam. Only the 
headlamps are faulty. Sets them ordinary headlamp: customer sees how High new Westinghouse Safe-T-Beam frees motorist 
up for your ‘“‘double-profit”’ Beam light strays upward to cause blinding to select the right beam for seeing safely under 
Westinghouse Safe-T-Beamsale bounce-back glare in fog, rain, snow. And all road and weather conditions! It’s an exclusive 

. the lamps that are easiest this is true of every headlamp except sales point to double your profit by selling Safe- 
to sell in pairs! Westinghouse! T-Beam headlamps in pairs! See deal below. 


And Only Westinghouse Gives 


THE NEW 
SAFE-T-BEAM HEADLAMPS ! 


Exclusive 2-Beam Glare 
Shield and Aimer Buttons 


Only Westinghouse gives you this safety exclusive— 
the glare shield that stops blinding stray light on both 
beams in bad weather! Better see-ability on clear 
nights too! Up to 25°% more light on both beams! 
Low beam up to 80 feet longer! More light on the 
right! All three types of the new Westinghouse 
Safe-T-Beam headlamps—5040S8 (6v.), 5400S (12v.), 
5440S (12v. heavy duty truck)—have the 2-Bea n 
Glare Shield and Aimer Buttons. 


WATCH WESTINGHOUSE © 
WHERE BIG THINGS ARE HAPPENING FOR YOU! 
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Headlamp Sales this Fall! 


More night driving... more foul weather on the way— 
and that’s the good season for headlamp sales! Espe- 
cially if you sell the all new Westinghouse Safe-T- 
Beam™ headlamps and follow the 3 quick steps to 
profit shown at left. Only Safe-T-Beam has the 2-Beam 
Glare Shield for full glare protection on both High and 
Low beam! Only Westinghouse can provide the sales- 


clinching demonstration to prove how the exclusive 





2-Beam Glare Shield gives your customers almost the 
10-minute installatior. ; ’ = . , 
Westinghouse Safe-T-Beam equivalent of daylight driving safety at night! It’s an 
headlamps go in, get preci- ‘ ¢ 
sion-aimed, all in minutes! 


You doit in daylight indoors advantage that makes it easy to sell replacements in 
or out. Use only a screw ; . ; 
ee tee ete ee pairs—to double your profit—every time. 


house deal in aimers below 


You Everything You Need! 


Exclusive Demonstrator — Precision Speed-Aimer! 


A Choice of Deals to 
| SAFE-T-BEAM™ wenncaurs. get profits rolling fast! 








} 


! 


| as 


a PAIR INSTALLED eo w Here’s an aimer that any of — 
‘AIMED WHILE wee men can use for fast, precision work! 

; Rugged, compact and does it right. 

Complete kit of everything you need E 

for extra profits from headlamp oe : " 

aiming. Send coupon below. 


( It’s a real sales-clincher that only West- 
inghouse can demonstrate! Panel, brack- 
# ets, wiring—an $8.50 value—is yours at 
2 special low price when you order Safe- 
& T-Beam Headlamps. Fill out coupon 


below, get your deal today! 





GET SET FOR THE BIG BUSINESS IN HEADLAMPS! GET IN ON YOUR BIG DEAL TODAY! 


Westinghouse Electric Company 
Lamp Division, Dept. J-6 
McArthur Avenue, Bloomtield, N. J. 


JOBBERS! I want to get in on the big Safe-T- Address 


Beam deal! Please send me the dope 
on (A) the Demonstrator deal (B) 
the Aimer deal. 


Jobbers Name___ : ™ 
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V-8 engines. 
Buick Cadillac 
— ped 


ears mem ee Sa 
Mercury Nash 





2 = 


Hudson imperial 


Lincoln 


Your biggest volume for top spark plug profits is in 
overhead-valve engines. The new 18 mm. BRF82 fits 
all 1955-56 Ford 6’s and 8’s and all 1955-56 Mercurys 
and Lincolns. You need only 8 numbers of Auto-Lite 
Resistor Spark Plugs with Power Tip for complete 
coverage of the big overhead-valve V-8 passenger car 
market, as well as the market for most cars with over- 
head-valve 6-cylinder engines. Your customers get top 
satisfaction from Power Tip’s better performance and 
economy at all speeds. 

Power Tip was tested and proved in the laboratory 
and in road tests on 17 makes of cars. Many hours 
and thousands of miles in heavy stop-and-go traffic 


Gives you complete coverage of cars with overhead-valve 


= a ™ 




















a, ——— 
Sa ita “Shee (= ee’ =) 7288 eal 
ana Chrysler De Soto Dodge Ford 
Oldsmobile Packard Plymouth Pontiac Studebaker 


and at turnpike speed limits proved the outstanding 
performance of Power Tip at all speeds. Original equip- 
ment on all new Chrysler, Imperial, De Soto, Dodge 
and Plymouth V-8’s, Power Tip already offers you a 
giant replacement market. 


Stock up on Power Tip now. Be sure you have plenty of 
Auto-Lite Resistor Spark Plugs with Power Tip, in both 
the 14 and 18 mm. sizes. Serve your customers with 
the only spark plug ignition-engineered for today’s 
engines and today’s driving—Auto-Lite Resistor Spark 
Plug with Power Tip. Order from your wholesaler today! 
OHIO 


THE ELECTRIC AUTO-LITE COMPANY TOLEDO 1, 





AUTO-LITE 


RESISTOR SPARK PLUG WITH 


POWER TIP 











POWER TIP GIVES UP TO 5 ADDITIONAL 
HORSEPOWER COMPARED TO NEW STANDARD 
TYPE SPARK PLUGS! 


Dynamometer tests prove 
that Power Tip gives up to 
5 additional horsepower 
compared to NEW stand- 
ard type spark plugs op- 
erated in the same engine 
under identical conditions. 
Gain in horsepower is due 
to protruding tip that pro- 
vides more effective initia- 
tion of combustion. 

In addition, the Auto-Lite 
Resistor Spark Plug with 
Power Tip is hotter at low 
speeds to prevent fouling, 
and cooler at high speeds 
tocheck pre-ignition. Power 
Tip is the only spark plug 
ignition-engineered for to- 
day’s engines and today’s 
driving conditions. 


ORDER FROM YOUR 
WHOLESALER TODAY! 





NUMBER OF PASSENGER CARS AND TRUCKS EQUIPPED WITH 
LUBRICATING OIL FILTERS 1946 TO 1955 


ee 


815,639 502,824 262,664 36,580 
1,276,672 879,475 353,396 66,722 
1,329,941 1,080,616 367,808 416,023 
1,569,967 1,170,256 283,973 510,815 
2,170,581 1,354,158 260,926 871,776 
1,749,412 1,367,642 349,924 857,248 
1,489,801 1,067,350 306,962 703,911 
2,063,229 1,315,660 245,478 964,896 
2,117,697 750,082 198,221 1,211,672 
2,809,030 1,328,181 219,249 2,629,018 


17,391,969 10,816,244 2,848,601 8,268,661 


Figures* above prove Fram leads the filter field as original equipment on cars and trucks! 
*Estimated Factory Lubricating Oil Filter Equipment U.S. Production of Passenger Cars and Trucks. 
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Why is FRAM in front? First: Because Fram pioneered 
modern oil filters. Second: Because of FRAM, more cars today 
come equipped with oil filters. And third: Because FRAM won 
consumer acceptance for oil filters and created consumer demand. 
Remember, more motorists and dealers prefer FRAM. 


Deen a ate 


In addition, with every cartridge change, FRAM sells an extra 
quart of oil! So why not sell the filter that sells for you—you’ll 
be giving your customers the best clean engine protection with 
the best gas and oil! Sell Fram! 


FRAM CORP, Providence 16, R. 1. Fram Canada Ltd., Stratford, Ont. 


FILTERS 
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“we get more lube jobs 


and service them faster 


with Linco/n lubricating equipment”’ 


reports James D. Odom, Owner 
Odom’s Shell Service Station 


Savannah, Georgia 


“Customers are in more of a hurry than ever today. But they want absolutely 
topnotch service for their cars just the same. With our Lincoln Lubricating 
Equipment, we get more lube jobs, and service them faster. And we never 


have to compromise the quality of our jobs. 


“Lincoln Equipment enables us to do cleaner, more efficient work. We feel 


we're constantly increasing our investment in good service...and good will.” 


(signed) James D. Odom 


Linco!/n 
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HELPING BUILD BUSINESS for all his customers through 


practical, personalized advice on lube department modern- 
zation is a point of pride with Chester A. Tatum of the 
Frank Corporation, Savannah. 


MODERNIZE PROFITABLY and speed up service with a 
handsome, customer-pleasing Lincoln-equipped lubrication 
department. Simple installation... lowest maintenance. Send 
for your free copy of booklet, ‘‘Path to Profits in the 
Lube Room.” 


to Lymco/ft ENGINEERING COMPANY 
5702-74 Natural Bridge Avenue °* St. Louis 20, Missouri 


Please send me free booklet, ‘Path to Profits in the Lube Room.” 


Chester A. Tatum 


Sa 


MAIL THIS COUPON ” 


TODAY YF <m 


Address 
City 
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9500 EXTRA TON-MILES 
PAYLOAD A YEAR 


’ yeeand it’s built with a high percentage of | 
parts interchangeable with Timken-Detroit® =; 
_ standard single axle components \ 


There are important payload bonuses for truckers 
in TDA’s new lightweight tandem. Over 230 pounds 
lighter than any unit of the same capacity, this new 
axle assembly gives operators more than 8500 extra 


~~ ton-miles of payload during an average 75,000-mile 


trucking year. 


Important maintenance advantages also are gained 
with this new tandem. Almost all of the wearing parts 
— gears, pinions, differentials, bearings and brakes — 
are identical with components from widely used TDA 
standard single axles. This means easier service, 
smaller parts inventory, and more time on the road. 


TIM 


M 
A ES 


TIMKEN-DETROIT AXLE DIVISION 
ROCKWELL SPRING AND AXLE COMPANY 


DETROIT 32, MICHIGAN 


TRADE MARK REGISTERED 


WORLD'S LARGEST MANUFACTURER OF AXLES 
FOR TRUCKS, BUSES AND TRAILERS 


©1956 RS & A Company 


Some Outstanding Features 
of this New Timken” Tandem 


TDA Inter-Axle Differential divides torque evenly be- 
tween axles .. . yet permits wheels of one axle to revolve 
faster or slower than wheels of the other axle. This means 
both axles are doing equal amounts of work . . . driving 
parts and tires last longer. 


Driver-Controlled Lockout — with TDA Inter- Axle Dif- 
ferential, the driver can obtain the advantages of straight- 
through drive under slick or icy conditions by locking out 
the differential at any driving speed. 


Big, Dependable Hypoid Gears rotate in conventional 
direction for maximum gear and bearing life. 


Optional Axle Connecting Groups. This new tandem 
is available with either TDA famous “Cradle Ride” axle con- 
necting parts, or brackets to accept other approved chassis 
hook-ups. 


This new tandem insures new payload profits, faster, 
easier service and operating economies for operators every- 
where. For complete information contact your nearest ve- 
hicle dealer or branch. 


Plants at: Detroit, Michigan * Oshkosh, Wisconsin + Utica, New York + Ashtabula, Kenton and Newark, Ohio « New Castle, Pennsylvania 





er=y your 

ole i am elt-lale 
warehouse, 
roliiter-me) mmecr-Ug-(el— 


built 
faster, at 
less cost 





Side panels can be pre-assembled for faster erection. Roof, 
frame and side panels bolt together. 


Mee, page” 


Consult the yellow pages of your telephone directory 
for name of your nearest Butler Builder 


BUTLER MANUFACTURING COMPANY 
7454 East 13th Street, Kansas City 26, Missouri 


build with 


Ssutier 


Panl-Frame buildings 


Here’s the line of steel utility buildings with features you want 
and need for your bulk plant, warehouse, office, pump house, tool 
shed or garage. All-steel Panl-Frame construction insures fire- 
safety and durability. Die-formed panels and pre-engineered 
frames make a neat, efficient-appearing building that’s perma- 
nent and weather-tight. 


Yet you pay less to build, less to expand, less to maintain your 
Butler Panl-Frame building. Panl-Frames give you all of the cost- 
cutting advantages of mass production prices and fast erection. 


Panl-Frame buildings go up in hours—not days. An inexperi- 
enced field crew can do the job using only wrenches and screw- 
drivers. Panels can be pre-assembled into large sections and 
simply tilted into place on any type of foundation. All sections, 
frames and roof panels are bolted together for maximum rigidity. 
Expansion or relocation at another site is easy with 100% salvage 
of materials. 


There are so many sizes to choose from that you can get a Panl- 
Frame building that exactly meets your needs. Widths vary from 
4 to 24 feet, sidewalls are 8 to 10 feet high, and you can get any 
length you want in 2 foot increments. 


You get the same Butler quality in Panl-Frames that has made 
Butler lst choice in the steel building field. Galvanized high rib 
panels add strength. One-piece roof ridge and snug overlap of 
panels insures weather-tightness. Write for details. 


Manufacturers of Steel Buildings + Oil Equipment + Farm Equipment + Dry Cleaners Equipment + Outdoor Advertising Equipment + Special Products 
Sales offices in Los Angeles, Richmond, Calif. * Houston, Tex. * Birmingham, Ala. * Minneapolis, Minn. * Chicago, Ill. ¢ Detroit, Mich. ¢ New York, N.Y. « Burlington, Ont., Can. 
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hermol 
Partners 


in Profit 


Here are two big reasons why you’ll be out front with Thermoid: Redi-Curv " 
Radiator Hose, made with Neoprene Tube and Cover . . . and Thermoid 
Neoprene Covered Fan Belts! They’re partners in profit for TBA—because 
they’re functional, expendable, easily installed. And Thermoid backs these 


products with specialized marketing and merchandising experience that helps 
you sell more! 


Let us show you in detail why it’s good business to do business with Thermoid. 


Thermoid makes many products for the Oil Industry . .. 
from Rotary Drilling Hose—to Gasoline Pump Hose. 


hermol 


Special Sales Division, Trenton, N.J. 
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HOW TO CUT BULK PLANT 
BUILDING COSTS-- 


and still get one of the best looking buildings in town! 


Here’s what you get when you specify 
Armco Steel Buildings for offices, ware- 
houses, garages and other bulk plant 
facilities. 

Your Armco Buildings are factory- 
produced—providing all the economies 
of a standardized building design. You 
save preliminary engineering time and 
trouble. All-steel parts fit exactly and 
do the job for which they are designed. 
There is no waste. Unique STEELOX 


Panels lock together to form wall and 
roof units. Labor costs are at a 
minimum, 

Yet, with all these economies, Armco 
Buildings are attractive. The straight 
lines and smooth walls blend well with 
other types of construction. It is easy 
to add special architectural treatment 
to suit your needs or desires. And the 
wide range of standard sizes and com- 
binations makes it easy to meet your 


space needs exactly. Write us for com- 
plete information on Armco Buildings 
for your bulk plants. We can arrange 
to have your nearby Armco represent- 
ative show you buildings in your area. 
Armco Drainage & Metal Products, 
Inc., 4296 Curtis Street, Middletown, 
Ohio. Subsidiary of Armco Steel Cor- 
poration. In Canada: write Guelph, 
Ontario. Export: The Armco Inter- 
national Corporation, 


Beall Oil Company, Lenoir, North Carolina, 
combined two Armco Steel Buildings and 


ARMCO 
STEEL 
BUILDINGS 


added a distinctive brick flat-roof exten- 
sion to get attractive office and ware- 
house facilities. Warehouse section is 20 
feet wide, 60 feet long, 10 feet high. 
Office is 20 feet wide, 24 feet long and 
8 feet high 
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TES WHEN REMOTE PUMP MOTOR IS OPERATING... 360° ViISiBILITYy:: 
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PEDESTALS 


for remote pumping 
systems 


Bowser's top-mounted, full-circle light illu- 
minates when a combination switch energizes 
the remote pump-motor which serves the 
pedestal. These pedestals are available in 
single-hose and Siamese models. 


FREE-FLOW TWO-STAGE CONTROL VALVE 
WITH BOWSER XACTO METER 


Increased efficiency speeds 
service. Bowser'’s “free-flow” 
Control Valve assures per- 
manent linkage adjustment. 
Double poppet has less pres- 
sure resistance for easy 
opening, serves as check and 
thermal relief valve. 


FREE-FLOW ANGLE-TYPE STRAINER WITH 
CENTER SUCTION CONNECTOR 


Minimum pressure drop re- 
sults with Bowser’s new “‘free- 
flow” angle strainer and 
Dresser flexible coupling. 
Strainer screen easily removed 
for cleaning. 


REGIONAL OFFICES: 


ATLANTA e BOSTON e CHICAGO WRITE FOR FACTS ABOUT 
CLEVELAND @ DALLAS e KANSAS REMOTE CONTROL PEDESTALS 


CITY @ LOS ANGELES @ NEW YORK 


BOWSER, INC., 1301 E. Creighton, Fort Wayne, Ind. 





New Purolator Separator 


Filters 


remove 99.95% of water and 
99% of solids from Avégas and jet fuel 


99 percent of all solids and 99.95% of the water 
can now be removed from both Avgas and Jet fuel 
by PurOlator’s new Separator Filters. These new 
Separator Filters are rated — 300 gpm for Avgas; 
225 gpm for JP-4, JP-5 kerosene, and 180 gpm 
for diesel fuel. The military model is Naval Engi- 
neering approved and its commercial facsimile 
performs with the same degree of efficiency. 
PurOlator Separator Filters more than meet 
Naval requirements— water removal being 100%, 
dirt removal better than 99% with differential 
readings substantially below the maximum limita- 


tion of 15 psi—the effluent is clear and water-free. 


The Commercial adaptation differs from its 
military counterpart in that its housing is made 
of steel with aluminum division plates whereas 
the Navy requires aluminum bronze throughout. 
These models can be mounted horizontally in the 
rear bucket box compartment of refuelers, on 
carts or in a stationary installation. 


For full details, write PurOlator Products, Inc., 
Front and Linden Streets, Allentown, Pa., 
Dept. B5-101. 


PURQOLATOR 


PRODUCTS, INC. 


Rahway, New Jersey and Toronto, Ontario, Canada 


NATIONAL PETROLEUM NEWS * October, 1956 











ALEMITE VISI-DRUM EQUIPMENT 


Now, with Alemite Visi-Drum equipment, every original drum Powered by famous 
of your branded lubricant is an effective “promotion piece!” 


Five matching Alemite units fit right onto the same colorful bai i all Power Py m p 


container in which your lubricant is delivered. Always in plain 
sight, your lube brand keeps selling for you, day in and day Only Pump on the Market with 
out, right in your lube department. And because your lubricant Sealed-in Power Unit Unconditionally 
stays in its original drum, Alemite Visi-Drum equipment as- Guaranteed tor 27 Menthet 
sures refinery-clean lubrication on every job! 
Completely portable Alemite Visi-Drum equipment fits new e Factory-sealed ! 
120-pound drums. Contact your Alemite distributor today! ’ . 
e Pre-lubricated ! 
Here’s New Flexibility, Economy and Dependability 
For Any Lube Department! 
Gear lube dispenser — air-operated. Has volume-type “H’’ Power | T 1 atisf P 
, Pump (shown at right) for more rapid delivery. Built-in air 0 secorpaly complete Satis action, 
eliminator prevents pumping air. 5-pint meter. (Model 8561) : = the “H” Power Pump is backed by 
Gear lube dispenser —hand-operated. This highly efficient unit a written “Guaranteed Perform- 
comes complete with 5-pint meter and hose assembly. Float-type } | ance” Policy. If for any reason this 
shut-off prevents pumping air. (Model 8570) power-head faile to operate as spe- 
Automatic transmission oil dispenser. Filtered delivery assures : aes . . 
only clean, uncontaminated oil reaching transmission. Delivers cified, Alemite will replace it, free 
one quart in 10 strokes. 16-quart meter. (Model 8571. Also Model of charge, as long as 27 months 
7039—to fit drum bung.) after date of purchase. Only Ale- 
Portable waste oil drain. Large, easy-to-raise drain bow] is au mite supports its famous name and 
’ tomatically held by friction lock at desired height. Bowl has . . a seh « ' 
hinged splash plate. Strainer prevents loss of drain plugs. Height reputation with such a guarantee: 
extended 70”, down 3934”. (Model 8580) Fo; Compiete Information 
High-pressure chassis lubricator—air-operated. Famous Alemite Write Alemite, Dept. K-106 
. Super “H’’ Pump handles any type of chassis lubricant. Complete 


with hose assembly and control valve. (Model 8551) f LE M I TE 
A PRODUCT OF 


Products of Stewart Warner 
1826 Diversey Parkway, Chicago 14, Illinois 


e No adjustments necessary ! 
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CAN CO's catest AD 
REMINDS MOTORISTS 


THAT REFINERS’ PRODUCTS 
ARE MORE CONVENIENT 











THAN EVER | 








This full-page, full-color advertisement 
appears in the October 8'* issue of LIFE and in 
THE SATURDAY EVENING POST for October 20" 


Millions of American car owners will see 
this striking ad and be reminded of the out- 
standing convenience and dependable quality 
you give to your automotive products by 
means of modern containers. 





It’s another example of how Canco works 
for and with its friends in the petroleum 
industry! 











AMERICAN CAN COMPANY. new vor 


NATIONAL PETROLEUM NEWS * October, 1956 





eal 


The Symb6l that links the oil refinery 


7 ek 
7 to your family car 
Z 


} 


BEHIND THIS SYMBOL ARE THE SERV: 
HERE'S HOW THEY HELP BRING YOU AUTOMOTI¥ 


NEW NON DRIP CAN 
aclebarns ey 


N I 


“Can do”... that’s the spirit of American Can Company 


a > «> 


* CHICAGO + SAN FRANCISCO 
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WE HELP YOU SELL... 


‘ak y Day 
bel/o\G A eitoe) ta: 
, Sat 


Even The Best Product Has To Be SOLD! 


THAT’S WHY we offer a really effective marketing 
program to back up Dayton Thorobred Tires. We 
believe it’s important to furnish specialized training, 
meetings, clinics, and just plain on-the-spot selling help 
right at the station level. Sales education, however, iS 
just part of the complete Dayton tire merchandising 
program which also includes: 
© SENSIBLE, COMPETITIVE PRICING 
* COMPLETE HIGH-QUALITY LINE 
* WRITTEN SERVICE GUARANTEES 
AGGRESSIVE ADVERTISING AND PROMOTION 
ATTENTION-GETTING SALES AIDS 
HELPFUL TBA FIELD MERCHANDISERS 
EXPERIENCED MANAGEMENT COUNSEL 





LEADER IN ITS FIELD > 
The All-New Dayton Thoro- 
bred Premium Available in 
Tubeless or Tube-Type, 
Nylon and Rayon. 


Write, wire or call col- 
lect today, for full details 
on this unique Dayton 
Franchise which pro- 
vides you with a quality 
product—and a top- 
flight merchandising 
program to help you sell. 





Dayton is one of the lead- 
ing suppliers of TBA 
Products to the Petrol- 
eum Industry, now serv- 
ing over 100,000 stations. 


©DR. 1956 


wieener 


YEARS OF PROGRESS 


Dayton Rubber Co., Tire Division, Dayton 1, Ohio 
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in valves, 





HOSE NOZZLE VALVES 


MODEL P-2010 FOR AIRPORT OR 
BULK PLANT—Milvaloy nozzle body. 
Dual poppets and two-stage fulcrum 
lever. For gasoline or fuel oil. 100 mesh 
strainer, dust cap and ground cable, 
Other models available for meter pumps, 
farm tanks and underwing fueling. 















one name 











stands out: 










* smooth, accurate control 


x fast, profitable flow 





* Capacity for any job 












[] No matter how or where you handle oil — 
it pays to specify Milwaukee, the name that’s 
foremost in valves. Here’s the only quality 
valve line that gives you the weight-saving, 
corrosion-resistant, non-sparking advantages of 
Milvaloy. You get dependable, positive-action 
that means quick control and positive flow. 
There’s a wide range of styles and sizes... in 
valves, nozzles, faucets and fittings . . . for 
filling stations, bulk plants, truck tanks and 
industrial plant needs. One source for all ser- 
vice! And remember, whether you order by 
the names Milvaco or Milwaukee, you'll get 
GATE VALVES standout performance in all jobs, 
MODEL P-2654 FLANGED TYPE 


is made of Milvaloy. Has rising stem. . ‘ 
Shela die dale onde. costien For information about scores of other types of 


troubles. Bolted bonnet. Other gate Milwaukee valves, in all sizes, write for catalog 
- valves include: screwed, victaulic B-355. Or see your distributor or jobber today. 
and lever throttle types. 
























DON’T OVERLOOK THESE 


The complete line of Milwaukee 
valves includes many not shown 
here. All are quality built for 
specific jobs. Choose from emer- 
gency, combination stop and 
check and manifold check valves. 
Illustrated is Model P-2920, line 
loading valve. 





















TRUCK TANK FAUCETS 
MODEL P-895 — 65° flanged faucet 
like all Milwaukee truck tank faucets 
provides full flow, Permadise con- 
struction and reversible disc. Other 
models include: screw faucet; straight, 
flanged faucet; and locking type 
with safety cap. 




















A subsidiary of Controls Corporation of America 


9 
South Burrell Street © Milwaukee 7, Wisconsin 
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Washington National Airport 
Washington, D.C 


Overall height 48's’ Approx 
Overall length 647”16" Approx. 
Shell diameter O.D. 20” 


the world’s newest airports . . . 


military and civilian . . . select 


x, Secon Nie Foe, PS ie 
ott Neg k, 


Allied Aviation Fueling Company, Wash- 

ington National Airport, Washington, D. C. 

selects the model FCS-911-191ANC com- 

bination separator /filter designed especial- 

ly for aircraft refuelers. Rated at 225GPM 

on jet and kerosene fuels, this unit meets 

BOX 3036 TULSA, OKLAHOMA all requirements of MIL-F-8508 for water 
separation and filtration. For information 

on a complete line of water separators and 

cieiiiaiiinia tess dianee lites filters for mobile and stationary installation, 

write Warner Lewis Company, Division of 
Fram Corporation, Box 3096, Tulsa, Okla. 
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UNRESTRICTED FLOW 


PHILADELPHIA HOSE REELS 


mean 
fast 
deliveries 








ee 

Shwe time at the delivery point, and 
That is the con- 
sensus of tank truck operators every- 


you save money.” 


where, and it is one of the many ad- 
vantages of Philadelphia Hose Reels. 


\ Aligning Ball Bearing 





Ball Bearings 





-— Spokes for Drum aa 











SECTION THROUGH REEL 





Unrestricted passageway is clearly 
shown on the sectional view of the 
spindle and seal. Note the long radius 
curvature of the elbow, free from re- 
striction. A self-tightening Neoprene 
seal is used. It is tight at high or low 
pressures and will run for many years 
without any signs of wear or leakage. 
Note that the ball bearings for the 
spindle are outside the passageway 
and not in contact with the fluid. 


The actual fact is this: when a re- 
stricted flow reel is replaced with a 
Philadelphia Hose Reel, the resulting 


full flow means faster delivery—without 
changing either the pump or the hose. 


Philadelphia Reels are light in weight 
and are built like a fine automobile. 
All parts are made of steel, malleable 
iron or bronze (no cast iron is used). 


All shafts and bearings are equipped 
with ball bearings with hardened and 
ground races. Seven ball bearings are 
used on each reel. This means the reel 


2497 ONTARIO 


will last many times longer than one 
equipped with plain bearings. 


Prices No Higher. Quantity produc- 
tion of standard parts, plus many 
years of experience, enables us to 
build these high-grade reels at prices 
competitive with and in many cases 
lower than other makes. Philadelphia 
Hose Reels are made in all sizes from 
1” to 3” with hand or power drives— 
electric, air or hydraulic. Under- 
writers’ approved explosionproof 
motors when required (any voltage). 


Send for Bulletin No. 171. 


PHILADELPHIA VALVE COMPANY 


SFREES , 


PHILADELPHIA 3 


Manufacturers of Reels & Valves since 1922 


Pacific Coast Distributors: 
Oil Marketing Equipment Co., 325 Fremont Street, San Francisco 5, California 


Howard Supply Co., 5125 Santa Fe Avenue, Los Angeles 11, 
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NO SMOKING 


OR OPEN FLAME 


permitted in this are 





LELAND explosion-proof MOTORS SAFELY PUMP LPG 


Leland’s superior explosion-proof motors, de- 


signed for pumping volatile materials, function 
under a wide variety of explosive conditions — 
like the LPG installation illustrated. 

Here a custom-engineered Leland motor, 
assembled integrally with an LPG pump manu- 
factured by Corken’s Inc., Oklahoma City, pro- 
vides additional space besides appearance and 
performance advantages. Anhydrous ammonia, 
another newcomer, is similarly handled in farm 
fertilizing programs, with Leland motors driving 
pumps produced by many U. S. Manufacturers. 

For over thirty years, explosion-proof Leland 


gasoline pump motors have outsold all others 
combined. Now, as the American economy 
demands additional volatiles, for use in industry, 
on the farm, or in the home—look to Leland for 
explosion-proof motor drives. You'll find relia- 
bility and performance in a complete line of 
explosion-proof motors, standard and special con- 
structions, listed by Underwriters’ Laboratories 
for Class 1, Group D, and Class II, Groups F & G 
service; drip-proof and totally enclosed types, too. 

For additional information on ratings from 4 
to 5 horsepower, soon to 20 HP, write, wire or 
phone us, today. 


THE LELAND ELECTRIC COMPANY 


LELAND 


Dayton 1, Ohio 
L renee) 8) 


Division of AMERICAN MACHINE & FOUNDRY COMPANY 


NATIONAL 
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1—q. In the new Wiggins Safety Seal does 
any of the mechanism contact the liquid? 
A. No. All metal working parts are out of 
the liquid away from corrosive vapors. 
2—@. Does the new ‘‘Weather Hood”’ 
provide longer fabric life? 

A. Yes—the fabric is protected from the sun 
and other elements—lower temperature 
under the hood provides added conservation. 
3—@Q. In old style seals, rust and scale 
accumulate and shorten seal life. Does this 
happen with this seal? 

A. The ‘Weather Hood” haba rust and 
scale from depositing in the “‘seal loop” — 
thereby increasing seal life. 

4—Q. Does the Wiggins Safety Seal pre- 
vent rim fires? 

A. Yes—design of the seal virtually elimi- 
nates critical vapor spaces where air and 
vapor collect to form explosive mixtures. 


FABRIC 


OLD 

With the old type seal, the fabric is exposed to the sun’s 
rays and explosive vapor collects in the large space be- 
tween the liquid and the fabric; the mechanism is sub- 
merged in the liquid and exposed to corrosive vapors. 


TO 8 QUESTIONS CAN 
HELP YOU SELECT A BETTER 
FLOATING ROOF SEAL 





Are all floating roof seals the same? What about safety? 
Conservation? We asked John Wiggins, inventor of 

the floating roof and noted conservation authority, to 
answer questions most commonly asked about the 

new Wiggins Safety Seal. 


When exploded through controlled tests, 
the fabric was able to expand enough to 
contain the explosion without tearing. 


5—@q. Is this seal safe for the storage of low 
vapor-pressure, low flash-point liquids such 
as jet fuels? 

A. Yes, the design of the Wiggins Safety 
Seal reduces the danger area to a minimum 
so that it can be used in the storage of jet 
fuels with complete confidence. 

6—Q. How does the Wiggins Safety Seal 
guarantee maximum protection against 
evaporation loss? 

A. Air-vapor volume of the Safety Seal is 
less than 10% of the present volume for 
floating roof seals. This would eliminate 
most losses. In addition, the air-vapor 
space is shielded by a ‘“‘Weather Hood”. 
This area—the area that breathes—reduces 
losses to a minimum. 


7—@Q. Will the Wiggins Safety Seal save 
me money? 


A. Yes—by eliminating losses due to ther- 
mal breathing, preventing rim fires, use of 
new longer-lived fabric, protecting the 
mechanism from liquid and corrosive va- 
pors and permitting much longer periods 
of “in-service” operation. 


8—Q. Why have you put so much emphasis 
on the seal? 


A. A floating roof is only as safe as its seal. 
With the new Wiggins Safety Seal, Wiggins 
floating roofs are in a class by themselves. 
Since General American makes all types of 
floating roofs, you can have the Wiggins 
Safety Seal on the roof that best meets 
your needs—whether it be the Wiggins 


Hidek*:-Lodek* or Doubledek*. 


*Patented 


SHOE 


 wearner 
HoOoD 


FABRIC 


Liguio 


NEW 

With the new Wiggins Safety Seal, vapor space under the 
circumferential fabric is reduced to a minimum. Ends 
spark fire hazards. Fabric is protected from the sun. Mech- 


anism is out of liquid and corrosive vapor space. 


To see why Wiggins Floating Roofs pay for themselves, write or call your General American sales engineer. 
PLATE AND WELDING DIVISION 


GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South La Salle Street, Chicago 90, Illinois 
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reona KET ALUM 
HYDROXIDE 


FOR MULTI-PURPOSE GREASES 
...an essential product —tred vn with service 








Rs 


GREASE MANUFACTURERSS Trere are three good 
reasons why Tronat should be your prime source of supply of lithium 
hydroxide monohydrate (LiOH*H,O), essential to the production of lithium 
base greases. (1) A new and strategically located plant at San Antonio, 
Texas (American Lithium Chemicals, Inc.). (2) Convenient warehouse stocks 
of lithium hydroxide, maintained in proximity to the major grease 

| EL |VERIES producing areas of the U. S. (see map). (3) Better, faster deliveries, because 
of advantageous rail and motor freight facilities. When planning your 
current, or future, requirements for LiOH we suggest you contact your 
American Potash & Chemical Corporation (Tronat) sales representative. 
His better service costs no more. 


el RON Ay American Polash & Chemical Corporation 


TTRADEMARK AP&CC 
LOS ANGELES * NEW YORK «¢ ATLANTA « SAN FRANCISCO « PORTLAND (oRE.) 


: , Plants: TRONA and LOS ANGELES, CALIFORNIA 
> *, 7 . e e e a 
Producers of: BORAX * POTASH * SODA ASH * SALT CAKE * LITHIUM CHEMICALS HENDERSON, NEVADA 


* BROMINE CHEMICALS * CHLORATES * PERCHLORATES * MANGANESE DIOXIDE SAN ANTONIO, TEXAS (American Lithium Chemicals, Inc.) 
and a diversified line of specialized agricultural and refrigerant chemicals. Export Div.: 99 PARK AVENUE, NEW YORK 16, NEW YORK 
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Mr. Distributor: 


240,000 
people 
make this 
invitation! 


| 


Why should this invitation interest you? Well, take a look at the score: 


SALES of Cities Service products have soared 
to an all-time record high, with no end to this 
tremendous increase in sight! 


RESEARCH is expanding again, with a brand 
new Products Development Laboratory! 


QUALITY is at an all-time high, a result of the 
most advanced research and refining facilities! 


EXPLORATION is increasing so fast that in the 
next few years, it is anticipated Cities Service 
will find and develop more oil than in its entire 
half-century history! 


* 
me, ~~. 
yy “ 


ny » Ces Sy 
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PRODUCTION is setting new records each year 
to meet growing demand! 


ADVERTISING and marketing expenditures 
have leaped by the millions to stimulate further 
demand! 


STATION VOLUME, the best sign of all, has in- 
creased phenomenally —over 60° per station 
during the last ten years! 


If you’d like to become a partner to this success 
story, we’ll gladly advise of opportunities in 
your area. Write: Cities Service Oil Company, 
Sixty Wall Tower, New York 5, N.Y. 


~. For distributors and customers — 


> THE 
"= GOING’S 
GREAT 


is 


——— 


CITIES SERVICE 


with... 
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» f AK 
AIM RMAL LA 
NOR 


|N 





NOW AVAILABLE WET OR DRY CHARGED 





SELL PREST-O-LITE HI-LEVEL QUALITY... 
PROVED BY TWO-MILLION-MILE TEST 


A 2-million-mile battery test, one of the most extensive ever given car batteries, proved 
conclusively that Prest-O-Lite Hi-Level is second to none in its field. In this test, 100 stock 
batteries of this type were driven two million miles under all kinds of driving conditions, 
in traffic and on the highway. Inspection was made by authorized test personnel only. The 
result: not one battery failed! 


Further results also proved the fact that these Hi-Level Prest-O-Lite Batteries needed 
water no more than 3 times a year. No doubt about it—you can sell with the assurance 
that you’re giving top quality when you sell premium Prest-O-Lite Hi-Level. 


.. » GET PREST-O-LITE HI-LEVEL PROFIT 


PROVED BY THOUSANDS OF BATTERY DEALERS 


Battery dealers everywhere know what it takes to sell batteries at a profit—good public 
acceptance and top quality. Prest-O-Lite Hi-Level has both! Add to that Prest-O-Lite’s 
fair Guarantee Policy that protects you and yet gives your customers a fair deal. Here’s the 
reason you stand to make 48% more profit with Prest-O-Lite Hi-Level on a typical sale. 





Sale of an ordinary battery... 


Selling price 


= = Prestolite 
Sale of Session tt tao | h /- ho vo! 





Dealer cost 


THAT’S 48% MORE PRoriT: NEEDS WATER ONLY 3 TIMES A YEAR* 
Prest-O-Lite Battery Division 


Get set for those demand sales by stocking dependable Prest-O-Lite The Electric Auto-Lite Company 
Hi-Level Dry-Charged Batteries. Fresh when you buy them. . . Toledo 1, Ohio 
fresh when you sell them. See your Prest-O-Lite Battery wholesaler. *IN NORMAL CAR USE 
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Built-in rubber flange 


Gam SYNTHETIC RUBBER 


ere FLANGE 


* . 


FABRIC OF HOSE 





oI 
Diagram shows how flange 
on Gates Barge Hose is 
made a lifetime part of 


saves flange replacement costs 


weighs less 
costs less 


Many thousands of dollars a year are 
being saved by users of Gates Barge Hose 
with the exclusive built-in rubber flange. 


With this hose, no steel nipple is required. 
The flange of steel, fabric and rubber is an integral 
part of the hose itself ...and lasts as long. There- 
fore, you save on flange replacement costs. 

You save in another important way too: Be- 
cause the built-in flange reduces over-all weight, 
this hose is easier to handle... saves time and 
labor costs. 

Lighter weight and greater flexibility at the 
connection make it relatively simple for one man 
to hook up by himself. Users everywhere have 
found it more popular than any other type with 
the men who do the actual handling. 


hose itself. 


Fabric plies of the hose are 
extended over the face of 
the flange. Synthetic rub- 
ber bonded to this face 
extends back into hose and 
makes a single unit of hose 
and flange. 

The reinforcing wire is 
welded to the flange for 
Positive static ane ee 











Outlasts other types... 
meets Coast Guard specifications 


Even though it is considerably lighter in 
weight, Gates Barge Hose has repeatedly given 
more hours of working service than other types 
of barge hose in common use. Special engineering 
provides extra built-in strength and durability. 

Gates Barge Loading and Unloading Hose 
(1050SB and 1100SB) meets all working pressure 
requirements. Match this hose against any other 
... check the actual hours of service you get... 
and you'll find you’re saving big money on hose 


replacement costs. Li» 


eee 


TPA 106 The Gates Rubber Co., Denver, Colorado. 


Gates Barge Hose wit. crs. 
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Now | a NEW LOOK 


for Service Stations... 


with a 
Maintenance-Free Full-View Door! 


iava ee 
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First cost is your last cost] 




















MIRACLE WEDGE* 


Weathertight Closure 


Tracks slant backward 4%" per 
door section, forming the basis 
of the Miracle Wedge action. 


End hinges have roller sleeves 
of progressively graduated 
height to compensate for slant 
of tracks. 

Door is guided firmly against 
jambs and lintel, yet freed 
more quickly in opening! 


*Trade Mark 





2 Types of Bottom Section 
Construction (Aluminum or Glass Panels) 
to Suit Any Station Design: 








Aluminum Glass 
Panel Panel 









Vinyl Plastic 
Glazing Strips 





777 / 





Bottom Weatherstrip Cross Section 














ALUMINUM DOOR 


This is 2g news for chain owners and independents 
alike! The new Panoramic Aluminum Door built 


by OVERHEAD Door CorporATION is practically 


installed. A wash with the hose inside and out 
keeps the Panoramic Door in top condition. And 


nothing can match in beauty the satiny surface of 


maintenance-free! The gleaming Alodine finish, polished aluminum! But lower maintenance cost 


inside and out, is a durable finish that requires no is only one of the many advantages of the Pano- 


further protection or painting after the door is ramic service station door. 


Sook at these sensational wou itunes! 


GREATER VISION! 
End stiles, top and bottom rails and intermediate rails are an overall 
2” wide for maximum visibility, day or night. The Panoramic brings 
the outdoors indoors, permits ultra-modern station design. 





UGLY WELDS! 

Using the key-and-keyway principle of construction, the Panoramic is 

assembled completely without welding. Stiles and rails are joined by 

concealed self-tapping screws. Any single stile or rail is replaceable. 
NEW LOW PRICE! 


The Panoramic Door (heaviest aluminum door on the market today), 
with all its labor-saving features, costs /ess than most other aluminum 
doors . . . only 20% more than a wood door of comparable size. 


BUILT-IN STRENGTH! 
No struts or trusses! The top rail of each door section is extruded to form 
its own reinforcing fin, for great rigidity and neat interior appearance 


NEW GLAZING METHOD! 


Glass is installed from outside the door and, by this new method, held 
firmly and kept noiseless. Glazing strips are of vinyl! plastic. 


LIGHTER THAN WOOD! 


Complete with cadmium-plated hardware (a more durable finish ), the 
Panoramic weighs at least 10% less than a wood door of equal size. 


COMPLETELY WEATHERTIGHT! 


Tracks and end hinges have famous Miracle Wedge* construction. 
Formed rubber weatherstrip, easily adjustable, is attached to bottom 
rail without nails or screws. Top rail has adjustable metal sealing strip. 


Compare this door with any other 
service station door on the market— you'll quickly decide 
it's The “OVERHEAD DOOR" Panoramic for you! 





LUMINUM DOOR 


...in Fleet Maintenance Buildings, 


Loading Platforms...EVERYWHERE! 


Though designed for modern service stations, the Panoramic 
Aluminum Door is obviously suitable for many other types of 
buildings. Increased visibility is an advantage at almost any door 
location, preventing accidents and speeding up work. You'll find 
that the no-maintenance factor of the Panoramic saves you many 


more dollars than the extra 20% on your original investment. 


IMMEDIATE SERVICE...anytime, anywhere! 


Each distributor in our nationwide organization maintains a 
service and installation department, ready for your call. Doors 
are delivered promptly when the building is ready for them. 
They are installed by trained experts to give many years of 
satisfaction. Courteous periodic checkups on performance are also 
made. And in case of damage to the doors—just reach for your 


telephone. Preference is given to doors in commercial use. 





More Service Stations Are 
Equipped With The ‘‘OVERHEAD DOOR" 
Than All Other Brands Combined! 


OVERHEAD DOOR CORPORATION 


Hartford City, indiana 
MANUFACTURING DIVISIONS: 
Hillside, N. J. * Cortland, N.Y. »« Lewistown, Pa. « Nashua, N.H. « Oklahoma City, Okla. « Dallas, Tex. « Portland, Ore. 





INSTALLED IN 1952 ... . this Gilbarco Roto-Prime Centrifugal Pump has provided 
continuous, trouble-free service at the City Transportation Company in Dallas. 


LE 
coe 


—_— 
gs — 


3 
‘ > 


TF 


OTT a Crtley bored afojcold babacl-WcM-is00 Mol-larosaratbate, 
like new aiter 4 years of tough service” 


“Qu.’ Gilbarco Roto-Prime Pump now services a For all the advantages of installing Gilbarco 
fleet ‘of 400 taxicabs and limousines, requiring Roto-Prime Pumps in your operation, fill out the 
over 110,000 gallons of gasoline a month,” writes coupon below. 


Mr. Lebowitz, Manager, City Transportation } 

Company, Dallas, Texas. “The pump is used in 

’round-the-clock operations, so we’ve had a good © Gilbert & Barker 
chance to judge its performance. Manufacturing Company 
“Our Gilbarco Roto-Prime hasn’t cost a penny OSE SEEN, Sine, Terentn Gana 


for maintenance since we installed it four years 

ago. What’s more it easily delivers the extra ' ” 
gallonage required for our constantly expanding Gilbert & Barker Mfg. Company, West Springfield, Mass. 
fleet of vehicles. We are certainly convinced the Please send me complete information on 
Gilbarco Roto-Prime is the most dependable and the Gilbarco Roto-Prime Centrifugal Pump 


most economical pump on the market.” 
Name 


You, too, can profit from Gilbarco Roto-Prime’s Title 
high standard of performance. It is the ONLY 
pump specifically designed for handling petro- 
leum. And every Gilbarco Pump is actually tested Type of application 
for the type of operation it will perform in the Street 
field — aviation refueling, transport or tank car ony 
unloading, bulk plant or terminal transfer. 








Company 
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isn’t THIS what you want in an 
UNDERPUMP CHECK VALVE? 


4111 © 1%” ball 
check valve 























WRITE FOR FULL DETAILS AND SPECIFICATIONS 
BUCKEYE IRON & BRASS WORKS, Dept. N 
Box 883, Dayton 1, Ohio 


Buck 


QUALITY VALVES & FITTINGS 
FOR THE OIL AND AVIATION INDUSTRIES 


SERVICE, above all? Full-flow without vibration or 
restriction? Positive seating? And don’t you want full 
and easy accessibility for service? We’re sure you do 
... and we’re sure you'll like the new Buckeye Model 
4111 Ball Check Valve! 


NEW EASE IN MAINTENANCE 


Should service be necessary, slide hasp off the face 
plate, turn and remove. The nudge pin inside face 
plate lifts ball off “O” ring seat enough to drain line 
above valve. Service without removing valve from line 
or breaking pipe connections. 


LOW PRESSURE DROP 


New design features a chip-proof phenolic ball which 
affords a stream-line flow. This, plus oversize body, 
reduces pressure drop well below that of conventional 
disc or poppet designs. (See graph.) Cast guides, inside 
the body, guide the ball as it lifts from seat. 


Available in several combinations for connection 


BALL CHECK 
au-Aas 


0 (ee) 
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CAN YOU ANSWER 





‘‘VES!"’ 


. TO ANY CUSTOMER’S TIRE NEEDS? 


If you sell Dunlop Tires you can. Dunlop gives 
you a complete line of tires to meet the needs of 
all passenger cars, trucks, farm vehicles, even 
imported cars. 

What’s more important, the Dunlop Multiple 
Warehouse System means you can meet any cus- 
tomer’s need without carrying excessive tire in- 
ventories. With a Dunlop warehouse practically 
in your back yard, you get prompt delivery on 
any size or type Dunlop Tire ordered. You can 
keep inventory investment in line with sales 


potential, yet never miss a sale because you can’t 
fill a customer’s needs. 

The immediate availability of the complete line 
of Dunlop Tires is but one of the outstanding 
features of the Dunlop Franchise. Isn’t it time 
you looked into all the advantages of this fast- 
selling, highly profitable line? 

Dunlop Tire and 

Rubber Corporation, 

Buffalo 5, N. Y., 

Founders of the Pneu- 

matic Tire Industry. 


DUNLOP DELIVERS GREATER 


PROFITS AT THE SERVICE STATION LEVEL 
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Design of the Rotary Frame 
Pick-Up Lift minimizes car 
frame and body deflection. 
Weight of the vehicle is evenly 
distributed over four contact 


points. These points are at 








® Rotary’s Pick-Up Pads distribute weight evenly 
. .. grip frame securely 


frame ends so that the car 


weight is supported normally, 
without uneven or severe 
stresses. Rotary Safety-Grip 
Pick-Up Pads are made of oil- 


resistant synthetic rubber. 


ROTARY FRAME PICK-UP LIFT 


Rotary Frame Pick-Up 
lifts cars gently ... 
with speed and safety 











Durable rubber pads at four safety pick- 
up points give vou these advantages 


¢ Sure, safe gripping action .. . no chance of 
car slipping off lift 

¢ Protection for undercar parts... no metal- 
to-metal contact 

¢ More working room car frame sup- 
ported above lift superstructure for easier 
accessibility to all parts 





¢ Lift practically all cars without axle sup- 
ports or adapters 
¢ Fast, accurate spotting of cars over lift 






ls a lubrication lift / 


¢ Relaxes all spring suspen- 
sions . . . fittings take the 
grease easier, faster 

e All fittings out in the open 
and easy to reach 

¢ Handles all cars . 
trucks, too 


. . pick-up 








Frame Pick-Up Lifts 


tar 4 





DO ALL THESE JOBS BETTER AND FASTER 
WITH A ROTARY FRAME PICK-UP LIFT 


Roll-On Lifts 


2 . a,pe 
ltt a mechanics’ lift / 
¢ Muffler and tail pipe re- 
placement 
¢ Brake work and tire service 
e Automatic transmission and 
universal joint service 


¢ All undercar repair jobs 





Free-Wheel Lifts 


Truck and Bus Lifts 


WRITE FOR CATALOG AND PRICES 


MANUFACTURED BY 


ROTARY LIFT COMPANY 


Memphis, Tenn. — Madison, Ind. 
And in Canada: Colville Industries Ltd., Chatham, Ontario 


THE ORIGINAL MANUFACTURER OF HYDRAULIC AUTO LIFTS ... AND STILL THE LEADER 

















Mechanic’s Lifts 


















OIL MARKETING HOSE 

















“This hose beats ’em all”’ 


says oll equipment jobber to his 500 customers! 


“U.S. Oil Marketing Hose beats them all,” says R. H. 
Wishman, oil equipment jobber of Buffalo, N. Y. “That's 
why I wouldn't think of recommending any other to my 
customers. I do industrial servicing. Therefore, it’s nat- 
ural that I use ‘U.S.’ Hose exclusively on my own trucks. 
Its high flexibility makes it easier to handle — safer to 
use (never stiffens up) in cold weather. We pull it over 
gritty, sharp surfaces without harm. We use it in sub- 
zero temperatures, and in 100-degree-plus weather. I’ve 


Mechanical Goods Division 


standardized on U. S. Oil Marketing Hose, and expect 
to get many years service from each one.” 

U. S. Oil Marketing Hose is so efficient and durable 
because it is designed and built by men who made in- 
tensive studies of what is required in a hose, and made 
up their minds to turn out the best oil hose obtainable. 
You can get it at any of the 28 “U. S.” District Sales 
Offices or selected distributors or get in touch with us at 
Rockefeller Center, New York 20, N.Y. 


Watch NCAA football, Saturday afternoon, NBC-TV 


United States Rubber 
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TEXACO 
DEALERS 


istributed 
Texaco Products ore _~ mers 
in Conade and in Lone 


UP. UP...UP... 


Since this revolutionary new all-temperature motor oil was introduced (just a 
little over a year ago), the sales curve has 1ocketed UP like this! Havoline Special 


10W-30 is building a constantly bigger and more profitable percentage of oil 
sales for Texaco Dealers everywhere. 


Havoline Special 10W-30 is just one of the many fine Texaco products with its 


own powerful advertising campaign — appearing regularly in national advertising, 
—s car owners in all 48 states. 


iB “il such Ousy dealers 7 


ee % wonder zexaco DEALERS 
ord THE TEXAS COMPANY 
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installation costs cut to new low! 
service time reduced to minutes! 


EXTRACTABLE PUMP 











= 




















EASILY ACCESSIBLE... COMPACT UNIT 


Small access cover permits location inany 


part of station—driveway or grassplot 
leaves station clear for serving customers 





Installed entirely within tank which can be located anywhere in the 
station plot. No hazardous pit necessary for costly installation. 
Eliminates vapor lock. Gives peak performance with any diameter 
tank, length pipe run, vapor pressure, product, altitude or tempera- 
ture. That’s the new WAYNE Extractable Pump .. . designed for low 
cost installation . . . quick easy service . . . trouble-free performance. 


Wayne Extractable Pumps can be serviced in minutes. Pick up the 
small access cover (12’’x18’’x8”’ deep) . . . loosen four standard bolts 

. and one man can lift out the entire (50 lb.) unit. No piping need 
be disturbed, no gasoline spillage or air introduced in discharge line 
and dispensers. These new submersible pumps are available in 4s HP 
for 3 to 4 dispensers per product . . . 34 HP for larger stations up to 
8 to 10 dispensers . . . 60 gpm maximum capacity. 


Keep your stations operating efficiently at all peaks . . . cut your 
“‘service-out time” with the new WAYNE Extractable Pumps. Write 
for full details to 


THE WAYNE PUMP COMPANY 
SALISBURY, MARYLAND 

















LIGHTWEIGHT . ONE MAN CAN 
HANDLE— Unit weighs only 50 = Cross section showing installation of com- 
pounds ... one man can easily plete Wayne Extractable Pumping Unit 
loosen bolts and remove in a few All components are built in—no protru- 
minutes sions or tubing to be damaged by installa- 
* tion or handling. Check and pressure re 
% eS lief valve, air and vapor vent and syphon 
A system built into unit each accessible 
4 is without disturbing the other. Submersible 
’ S* pump installed entirely within tank. Com- 
COMPLETE UNIT REMOVABLE FOR * pletely sealed explosion-proof motor is 
SERVICING—-No working in pit TA submerged in and cooled by surrounding 
Complete pumping unit can be re gasoline. It runs cooler and uses less 
moved for quick, easy servicing EN power 


ee 
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customers! 


ORONITE- 


F * 
the leading source for custom-formulated 
lube oil additives 


As proof of formulating to a customer’s exact price 
and performance specifications, Oronite has com- 
pounded and engine tested hundreds of additive 
compounds—is currently supplying over a hundred 
different formulations. 

Whether you wish “complete-performance” addi- 
tives or “single-performance” ingredients in an 


additive, you will find Oronite willing and able to 
meet your requirements. 

Having close association with marketing depart- 
ments of major oil companies, Oronite is familiar 
with the opportunities of the oil marketer. Why not 
talk it over with an Oronite lube oil additive spe- 
cialist. Just contact the Oronite office nearest you. 


ORONITE CHEMICAL COMPANY 


EXECUTIVE OFFICES: 200 Bush Street, San Francisco 20, California 


SALES OFFICES 


30 Rockefeller Plaza, New York 20, N. Y. Carew Tower,,Cincinnati 2, Ohio 

20 North Wacker Drive, Chicago 6, Illinois 714 W. Olympic Blvd., Los Angeles 15, Calif. 

Mercantile Securities Bldg., Dallas 1, Texas 450 Mission Street, San Francisco 5, Calif. 
36 Avenue William-Favre, Geneva, Switzerland 
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Cote St. Paul Terminal Modernized 


15 MARLOW VERTICAL SELF-PRIMERS USED 
TO HANDLE WIDE VARIETY OF PRODUCTS 


Imperial Oil Limited, at its Cote 
St. Paul Terminal, Montreal, Canada. 
handles a wide variety of petroleum 
products. Included in these are naph- 


tha, aviation gasoline. kerosene. 


15 Marlow vertical self-priming centrifugal 
pumps serve both truck loading racks and barrel 
filling facilities at Imperial Oil Limited Plant in 
Montreal, Canada. 
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fuel 


\ loading rack with 12 load- 


stove oil, furnace, diesel and 
oil. 
ing arms is used for loading tank 
trucks, and barrel filling is done as 
well. Imperial Oil Limited modern- 
ized their facilities at this plant re- 
cently and installed 15 Marlow verti- 
cal, self-priming, centrifugal pumps to 
hardle the various products. The 
Marlow pumps have proved to be ef- 
ficient and economical. 

This is one of hundreds of Ca- 
nadian installations where Marlow 
pumps are working well while ex- 
posed to all kinds of weather condi- 
tions. Marlow pumps are used _ in 
Bulk Plants and on Tank Trucks for 
long-lasting, troubie-free, fuel han- 
dling. Many user experiences are cov- 


ered in Bulletin PM-06. available on 


NEWS 


request. Write to Marlow Pumps. 
Midland Park. N. J. In Canada con- 
tact Pumps & Softeners. Limited, 


London. Canada. 





MARLOW PUMPS 


Division of Bell & Gossett Company 


MIDLAND PARK, NEW JERSEY 
Morton Grove, Illinois Longview, Texas 
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AROLUBE 
LINE 


steps up lube profits everywhere! 





with NEW 
AL-207 PUMP 


Warranted for 3 Years or 
10,000 lube jobs . . . because 
it’s so advanced in design 
and performance! ARO war- 
rants the AL-207 Air Motor 
to be free from defects in 
workmanship and materials 
for 10,000 lube jobs or 3 
years, whichever occurs first, 
from date of purchase! 


This exciting new Arolube line is today’s top moneymaker in 

lube service . . . with trend-setting styling and world-beating 

performance! Powered by the famous AL-207 Pump... not a 

single failure in 12,260 grease jobs during tests ranging from torrid 

heat to frigid cold. Uses less air and fewer strokes to pump more 

THE ARO EQUIPMENT CORPORATION lubricant! Arolube features add up to more sales, more profit for 
Bryan and Cleveland, Ohio you, with big savings in operating costs! See your Automotive 

Aro of California, 3141 S. Grand Ave., Los Angeles 7, Calif. Wholesaler. 


Aro Equipment of Canada, Ltd., Toronto 15, Ontario 
Offices in All Principal Cities 


NEW “DRUM KLEEN” FOLLOWER 


Gis e+ « gets out all the grease! 


LUBRICATING 
fQUIPMENT 


ARO’s “Drum Kleen” Follower used with 
AL-207 Pump does a fast, clean, thorough job 
... handles heavy greases easily at low tem- 
peratures . . .ends messy hand trans- 

1 ferring! Its flexible edge flexes over 


LUBE EQUIPMENT eet dents, ribs or ring indentations .. . 


“ <a aok aan keeps out dust, dirt, contamination 

so...Air tools... Aircra ' . . . . . 

Peadhicte . .. Gena Walées . . . while assisting in removing all 

UH —_, the grease —right down to the bot- 
tom of the drum. See it now! 
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For trouble-free 
service station 
piping use Dresser 
Couplings and 


Fittings 


When you install service station piping, you have to 
be right the first time. Mistakes can mean costly 
excavation and even costlier interruptions of business. 
That’s why you find Dresser Couplings being used in 
the underground piping of so many new service stations 
these days. Dresser Couplings provide permanently 
tight joints that withstand the stress of ground settling 
and frost heave. Installation is simple. Any man who 
can use a wrench can make a perfect joint because there 
are no threading, close alignment, or exact pipe cutting 
problems to complicate the job. Dresser Couplings and 
Fittings are available through your local piping supplier. 


Write for your free copy of Dresser’s Petroleum 
Marketing catalog, showing how you can benefit 
by using Dresser Couplings and Fittings. 


Dresser Manufacturing Division ¢ Bradford, Pa. 
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STYLE 38 


Standard couplings for 
sizes 2” and larger. 


STYLE 90 
Heavy-duty ‘‘no 
thread” fittings for 
underground piping 2” 
or smaller. 


STYLE 90 


Fittings are also available 
in 90° and 45° “L's” 





finest 


tire service 
ven COATS TIRE-CHANGING EQUIPMENT 





D-D Model 


Tireman PORTABLE ROLL-A-WAY 


BASE OPTIONAL Tire Engineers and Service Station 


operators all agree Coats Roller Action 


is best for mounting and demounting tubeless 





and conventional tires as well as safety-type tubes. 


Advanced features of the new D-D Model Tireman include fast, new 


Mi COATS 
TIREMAN 


bead looseners that safely separate the beads from the rim without any 
chance of damage. Tire mounting and dismounting is done quickly 
with polished rollers that eliminate the possibility of injuring the deli- 
The D-D Model 
accommodates all sizes and types of rims for cars and light trucks, 
INCLUDING THE NEW 14-INCH WHEELS. 


cate sealing ribs or scuffing the white sidewalls. 


ONLY 11922... PAID 


A TIRE-CHANGING TOOL 
FOR EVERY JOB 


TOOL RACK 


Hunting for mislaid 
tools wastes time, costs 
money. The Coats Tool 
Rack is just another 
step toward higher effi- 
ciency and higher prof- 
its. 


Just $10.00 


TIRE SPREADER 


Better than a second 
pair of hands when in- 
specting a tire or making 
tubeless tire repairs. 
Rotates 360 degrees, fits 
on post of Tireman. 


Price: $12.00 


WHEEL BALANCER 
Fits on top of any Coats 
TIREMAN and gives your 
customers a needed service 
plus profits for you. The 
Coats bubble balancer is fast, 
accurate and economical. 


Only $29.50 


TIREMAN JUNIOR 


Newest addition to the Coats 
line is this economical tire 
changer. Designed for tube- 
less as well as conventional 
tires, it’s ruggedly constructed 
to handle all the work done 
by larger machines. 


Only $69.50 


TRUCK TIREMAN 
Another Coats first, the Truck 
Tireman makes changing 
heavy truck tires as easy as 
handling passenger car tires. 
Unique tilting action ends 
back-breaking lifting. It’s a 
Must for all tubeless tires as 

well as conventional tires. 


Just $295.00 


JACK P. HENNESSY COMPANY, Inc. 


GENERAL OFFICES: 12 DEPOT SQUARE, ENGLEWOOD, N. J. 


Manufactured by COATS COMPANY WESTERN DIVISION OFFICES 
FORT DODGE, IOWA 3453 Cahuenga Boulevard 

Los Angeles 28, California 

MID-WEST OFFICES 

244 E. Pearson St. © Chicago, Ill. 


PIONEERS IN 
TUBELESS TIRE SERVICE EQUIPMENT 
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EVERYBODY, BUT EVERYBODY, 
is getting to know Pete Penn! 



















Every week, millions of motorists are 
getting acquainted with Pete Penn 
in the pages of the nation’s leading 
magazines. And here is what they are 
learning about the best motor oil 
for their cars: 


Quality of the basic crude oil 
is the most important factor 
in any motor oil’s lubricating 
quality. 





This is a statement that people under- 
stand, just as they understand the 
way their cars perform better with 
the help of a Pennsylvania motor oil. : 





PENNSYLVANIA 
Motor Oil 























* 


See ea atk Ieee ae 
sok Te 


et er es 





Today’s BEST Oils 
start with 
Nature’s BEST Crude 


-.-and that means PENNSYL VANIA! 


POPULAR Bt 
MECHANICS 





These are the seven large and important maga- 
zines that regularly carry interesting and color- 


ful ads telling 111,539,730 motorists why they >>, OIL P/ 
aE Oi assoc 


2 should buy a brand of Pennsylvania motor oil. c 2 
- = eee 
PENNSYLVANIA GRADE CRUDE O!IL ASSOCIATION, Olli City, Pennsyivania -- : 
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Just as today’s tireless doctors, nurses and medical researchers work 

to protect you and your family from sickness and disease—J&L Steel 

Containers protect your products by providing dependable packaging 

that assures safety in transportation and storage. Precise fabrication 
provides accuracy in all fittings and closures. 

J&L drums and pails are chemically cleaned and dried by the JaLizing 
process. This assures a clean and dry, rust-inhibiting surface and increases 
the adherence and durability of decoration and interior lining. 

Special protective interior linings are available to provide the best possible 
packaging for your products. 

Jal-Coat, J&L’s lithographing process, applies your trademark and sales 


message to the finished container . . . no side seam touch-up is ever required. J&L's Utility Pail stacks and ships 
without carton. Head design as- 

Plants located at Atlanta, Ga.; Bayonne, N. J.; Cleveland, Ohio; Kansas City, Kansas; sures continuous pouring. A vari- 
Lancaster, Pa.; New Orleans, La.; Philadelphia, Pa.; Port Arthur, Texas; and Toledo, Ohio. ety of openings are available. 


— 
-_ 
5 


Jones & == hlin CONTAINER DIVISION 


STEEL STEEL CORPORATION: — 4085 LEXINGTON AVE., NEW YORK 17.N.Y. 
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Now, 

more than ever, 
you can 

Be sure with Pure 





THE PURE OIL COMPANY 
35 East Wacker Drive 
Chicago 1, Illinois 








b a 
“4 
V say 


cost ess -- 300000 miles 


(TANK LINES; 





SOMERVILLE. MASS 
LCC. 112988 


“With our Fords, payloads average better than 65% of total weight,” says Mr. Hurley. 


**Elimination of excess weight accounts for Ford’s high 
payload. Yet Fords are much stronger than many 
heavier and higher-priced tractors. Ford materials have 
always been the best in their class.”’ The new F-900 


pictured here gives you a choice of two powerful, gas- 
saving Short Stroke V-8 engines—either the 200-h.p. 
Torque King V-8 or the 212-h.p. Torque King Special 
V-8. New Max. GCW—60,000 Ibs. 
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FLAMMABLE i 


4 


Mr. Hurley is confident that his new '56 F-900’s will 
equal or pass the 300,000 mile mark. 


= **A truck engine takes a beating in my 


Lannea nee 


h —— be ae 
ae “TANK LINES — 4 


SOMERVILLE. MASS 


kind of work, but this Ford Short 
Stroke engine can really take a lot of 
punishment and come back for more.” 


ll 


«a 


and still going strong 


says Mr. George Hurley, President 


of Eastern Tank Lines. ‘‘Some ‘51 and '52 Ford Tractors 


in our fleet have operated over 300,000 miles and 


are still running 300 to 400 miles a day.” 


Eastern Tank Lines, Somerville, Mass., 
is one of the largest over-the-road petro- 
leum haulers in New England. And their 
all-Ford Fleet is among the highest in 
miles registered every year. Each truck 
averages about 75,000 miles hauling pe- 
troleum products between Massachusetts 
and Vermont. 


Here’s what President Hurley has to 
say about his Ford Fleet of 40 Bic Joss. 
*T figure my trucks as a long term in- 
vestment. To pay off, they have to be 
able to take a real beating and give me 


plenty of dependable service. Aside from 
big truck ruggedness—Ford has the 
POWER and GO to take off faster and 
cruise more easily than other trucks 
with bigger, more expensive engines. 
In short—Ford Trucks spell out big 
performance at low maintenance and 
operating costs.” 


When you take everything into con- 
sideration . . . initial cost, resale value, 
operating and maintenance costs, and 
the fact that Ford Trucks last longer, 
you'll agree Ford Trucks cost less. 


FORD TRUCKS LAST LONGER 


Using latest license registration data on 10,502,351 trucks, life insurance experts prove Ford Trucks last longer. 
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Motorists like the performance they get from 
Phillips 66 Flite-Fuel and Phillips 66 Trop-Artic 
Motor Oil. That’s why more and more motorists 
stop at stations where they see the orange and 
black Phillips 66 Shield. 


@ Here’s the program that’s helping more and more 
Jobbers and Dealers build and enjoy the security of a suc- 
cessful business with Phillips 66: 

@ High Quality products @ Selling advertising 

@ Effective sales training @ Business counseling 

@ Construction and improvement guidance 
@ Attractive credit policies 
@ Outstanding sales promotion aid 


Get all the facts about a profitable Phillips 66 Franchise 
today! Write or call: Sales Department, Phillips Petroleum 
Company, Bartlesville, Oklahoma. 


Successtul Businesses are Built with Suecesstul Poakieks/ 
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IN 1954...and again in 1955... many major oil com- 
panies in the West installed GRANCO Positive 
Displacement Meters to accurately handle huge 


volumes of petroleum products with economy! 


GRANCO METERS speed-up petroleum transfer oper- 
ations... they are available in capacities of 2to # 
2,000 GPM in Rotary Positive Displacement Design | OTHER 


...and, up to 30,000 GPM in the new GRANCO wen 
GRANCO 


Duo-Rotor Design. ; INSTALLATIONS 


For controlled accuracy...GRANCO precision adjustment dials control include those at: 


exact amounts, accurately changing and fixing the volume of ‘o + arti ‘ ee _. © Seattle 
the metering chamber. ue . . : ¢ Portland 

Ce ' ¢ San Francisco 
© Sacramento 
e Spokane 


e@ and, proven durability ... lower pressure drop and vir- 
tually “frictionless” GRANCO metering action provides long, 


trouble-free service. 


@ LOOK TO GRANCO... for the finest in precision metering 


equipment. 


Write for new Bulletin No. 571, 
on GRANCO High Pressure Meters. 


METERS and PUMPS 


Manufactured by GRANBERG CORPORATION 
1308 SIXTY-SEVENTH STREET+- OAKLAND 8, CALIFORNIA 
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Cost-saving service from dock hose 


You can save on replacement and maintenance costs when you 
buy dock hose of long-lasting neoprene. Year in and year out, 
you can be sure of superior performance when your hose re- 
ceives neoprene’s double protection— inside and out. 

Whether you’re handling petroleum or chemical products, 
the smooth neoprene tube resists the softening and swelling 


effects of oils and most chemicals... does not form soft spots. 


And the fabric reinforcement is protected from without 
by a neoprene cover. It’s made to take all the punishment 
weather can give—and then some. Sunlight, twisting, scuffing 
and abrasion—all the punishment a waterfront hose must take 
—have little effect on this rugged neoprene cover. 


bo 


REG. U.S. PaT. OFF 


BETTER THINGS FOR BETTER LIVING 
...» THROUGH CHEMISTRY 


Dock hose of Du Pont neoprene spells out savings through 
long, dependable service. Let your supplier show you the type 
you need. 


FREE! THE NEOPRENE NOTEBOOK. Every issue is filled 
with informative data about current uses of neoprene. To get on 
the mailing list, write today to: E. 1. du Pont de Nemours & Co. 
(Inc.), Elastomers Division NP-10, Wilmington 98, Delaware. 


NEOPRENE 


The rubber made by Du Pont since 1932 











Rheem readies 

its steel drums for 
rough treatment 

3 important ways 








RHEEM I LASTS its drums under a hailstorm 


of high carbon steel chips. This physically cleans the surface, 
so protective linings and exterior coatings can get a 

lasting grip on roughened, naked steel—can stand up to 
miles of jarring blows and bounces. 


RHEEM BO N DS its drum linings 


directly to the steel. No scale or impurity is sandwiched 
between steel and lining to invite flaking or peeling, even 
under sudden temperature changes on the road. 

Rheem linings can’t slip or slide .. . they’re integrated! 


RHEEM BA KES its drums ina 


stand-up oven for more even baking. Their tops and bottoms 
have a separate oven. It’s fussy detail, but curing is 

a critical step in applying linings that last, 

and 2-oven baking does just that. 


ONLY RHEEM DOES ALL THREE—TO PERFECT ITS PRODUCT —TO PROTECT YOURS 


YOU CAN RELY ON D, in|) MANUFACTURING COMPANY 
7600 S. KEDZIE, CHICAGO 239, ILL. LEADING PRODUCER OF STEEL SHIPPING CONTAINERS 


RICHMOND AND SOUTH GATE, CALIF., HOUSTON, CHICAGO, NEW YORK, 
NEW ORLEANS, LINDEN, N.J., SPARROWS POINT, MARYLAND 
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Here are just a few of the reasons for the 


tremendous acceptance accorded.... 


GUARDIAN 


Royal-T. aa 


Newly designed 
pole adapter 
allows infinite 

adjustment 
between pole 
centers 


Extruded 
aluminum channel 
with heliarc 
welded 

cross braces 


Acrylic resin 
plastic enclosures 
with new 
sine-wave form 
for optimum 
diffusion 


@ the fixture that utilizes 
light instead of merely 
transmitting it! 


@ the fixture that gives you 
more of everything... 


more usable light 
more beauty 
more strength and rigidity 


the first Guardian fixture 
specifically designed to use 
the extra output of the 
new RS lamps 


Get the whole story on this latest 
“first” by Guardian (Series 2000RS, : 


\ individual or continuous) ... write 
. / for bulletin A26, today! 
i } 
cuaroian fight company 


500 NORTH BLVD., OAK PARK, ILLINOIS 
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Speaking of tank trucks... 


How Fire- 
“este! 


Fire is always a serious hazard in the transporta- 
tion of gasoline and other volatile liquids. 

Consequently, every precaution should be taken 
to make sure that the strongest and safest equip- 
ment is used for hauling. 

Steel provides one of those safeguards. 

One of the outstanding, but little publicized, ad- 
vantages of steel is its unmatched resistance to fire. 
Steel retains its shape and strength at extreme tem- 
peratures long after other materials have collapsed 
and melted. Thus, a steel tank truck will help to 
prevent fire from spreading to the surrounding area. 
And, in fact, it is not uncommon for a fire-attacked 
steel tank to be repaired and returned to service. 

That’s why so many tank truck operators hauling 
highly volatile liquids insist on having them encased 
in steel. 

And you don’t have to build heavier to get this 
fire-resistance of steel. When you build with USS 
Cor-TEN high strength steel you not only obtain 
strength and stamina, but you can often reduce dead 
weight and increase payload. 


esistant are yours? 


That’s because USS Cor-TEn steel has a yield 
point 114 times that of regular carbon steel; it has 
4 to 6 times the resistance to atmospheric corrosion, 
higher fatigue strength; and it offers superior re- 
sistance to abrasion. While there is a slight additional 
cost for USS Cor-TEN steel construction, it will be 
more than made up by the greater durability and 
stamina and the resulting lower repair bills, longer 
service and by the savings created by increased 
payload. 

For more information on the properties of USS 
Cor-TEN high strength steel, get in touch with the 
nearest sales office of United States Steel. 


DESIGN MANUAL AVAILABLE 


Our 170-page Design Manual for High Strength Steels con- 
tains comprehensive and practical information that you will 
find extremely useful in designing your product for greater 
economy and efficiency by the sound use of high strength 
steels. For your free copy, write on your company letterhead, 
giving your title or department, to United States Steel, 525 
William Penn Place, (Room 2801), Pittsburgh 30, Pa. 


UNITED STATES STEEL CORPORATION, PITTSBURGH * AMERICAN STEEL & WIRE DIVISION, CLEVELAND 
COLUMBIA-GENEVA STEEL DIVISION, SAN FRANCISCO + NATIONAL TUBE DIVISION, PITTSBURGH - TENNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA. 
UNITED STATES STEEL SUPPLY DIVISION, WAREHOUSE DISTRIBUTORS - UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


USS COR-TEN HIGH STRENGTH STEEL 


+ Las. ES 
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is pumping utility with SAVINGS 


only ONE Bennett RAM’ serves up to 
S&S dispensers = reduces investment, cuts 
operating costs, saves time and trouble 


As many as eight dispensers can be operated simultaneously from only 
one submerged pump — saves money in capital outlay. RAM Submerged 
Pumps push highly volatile gasoline thru long pipe runs with increased 
lifts under extreme climatic conditions where ordinary suction pumps 
are not efficient or dependable. 


In addition to original cost savings, 
RAM saves money in 8 ways: 
1. No air eliminators required. 
2. Single discharge line serves all 
dispensers. 
. No return line needed. 
. No priming necessary. 
5. Never needs lubrication. 
RAM siphon systems use >. No belts, gears, packing to replace. 
only one pump for multiple 7. Can be installed in pits or above 


ps ao a ground as desired. 
ohn eprese e ; : 
P et . Simple design — field tested — 


for full details on the RAM ae L 
remote automatic multi-pump assures traditional Bennett quality. 


submerged system. 


JoHN Woop Company wr 
Bennett Pump Division + Muskegon, Michigan - a ee 
SUBMERGED SYSTEM 


In Canada: Toronto * Montreal * Winnipeg * Vancouver 
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Standard’s new radiation-resistant lubricants 
are helping put atomic power to work 


ill 








During exposure to atomic radiation, some petroleum oils are turned 
into solids, hard enough to drive a nail, useless as a lubricant 


BY 1975 the world will use nearly twice as much energy as it 
does today—and atomic power will be needed to supply part of ehoute energy will be needed te 
the growing demand. Helping develop this new power, Standard help meet 1975 power demands 
research teams have been working with the Atomic Energy Com- of nearly twice those of 1956 

mission on many projects during the past 10 years. 


One of our most urgent problems was to find lubricants for atomic 
machinery able to withstand withering radiation. Using a brand- 
new base derived from petroleum, Standard scientists developed 
oils that last two to three times longer than conventional lubri- 
cants—and speed the day when commercial atomic power will help 
drive planes and ships, and generate electricity for your home. 











STANDARD OIL COMPANY OF CALIFORNIA 


puts petroleum progress to work for you 
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How the Rockwell 








OPERATING AREA IN ROCKWELL METER TEST STATION 


In this unique plant—the world’s largest condition. We shock load and abuse them, 
—we test meters under every operating to pre-prove their accuracy and durability. 
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Meter Test Station 


Benefits You 


Rockwell Meters are Job-Tested and 
Tailored to Your Service Needs 


In the four-acre Rockwell test station, engineers can 
duplicate every field measurement condition. Here they 
exactingly test--yes, even torture meters under every 
conceivable degree of pressure, temperature and fluid 
viscosity. They make sure and you can be sure, the Rock- 
well meters you order will measure up to the specifica- 
tions for your service. 
This costly practice costs you nothing extra. It pays 
off in greater accuracy, longer meter life, less mainte- 
I nance and lowered measurement costs. That is why it 
{ ‘ : ol Do will pay you to make Rockwell Rotocycle meters your 
; ~ ‘ preference and save money on every job. 





i 


ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH 8, PA. Atlanta Boston Charlotte Chicago Dallas Denver Houston 
Los Angeles Midland, Tex. New Orleans New York N. Kansas City Philadelphia 
Pittsburgh San Francisco Seattle Shreveport Tulsa 

In Canada: Rockwell Manufacturing Company of Canada, Ltd., Toronto, Ontario 





i 
i " ea — 


Operator conducts durability test on a model 6 BLX Rotocycle meter equipped 


with multi-stage control valve for a smooth pre-set closure. 


Rockwell £070CVCE Meters 
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Super Strength in the Shell. This new light- ! ; 
weight steel tank trailer retains the time > a 
proven Trailmobile internal design which 

features dimpled heads reinforced with “V”’ 

shaped and wedge shaped stiffeners. This 

strong inner reinforcing structure protects 

the tank against fatigue points—the pri- 

mary cause of leakage. 
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without sacrifice of strength 


A substantial reduction in weight ... an increase in payload 
capacity... the most rugged tank design on the road today— 


For profit-minded operators it is sufficient to say that all 
these things have been achieved in the re-design of the new 
steel OP tank trailer. 

We need only add—by way of expressing our own confi- 
dence in this unit—that the exclusive Trailmobile $50.00 per 
day guarantee applies to this great new tank trailer. 

Call or write your nearest Trailmobile branch office for 
complete information. TR-475 








 TRAILMOBILE unc. 


Cincinnati 9, Ohio ¢ Springfield, Missouri * Longview, Texas * Berkeley 10, Calif. 


October, 1956 * NATIONAL PETROLEUM NEWS 





a 
ne pecit A fae Te OS 


-the best protection for 
products in steel drums 


hh craton 


The Sign of a Perfect Seal 


Flowed-in gasket 
aw in Seal 


ale 
Gasketed 


4 PAL hi, ' Plug 
\ i-Sure 
la 


yi tm Gasketed 
# 
~\ Flange 


SEAL 
» (GASKET 


\<_ DRUM STOCK 
weal 


ae 


aad 


The interengagement of flange, plug and seal which is exclusive 
with the Tri-Sure* Closure provides the most dependable security 
ever devised for liquids in drums. 


Best Gasketing 


The Tri-Sure Closure is gasketed to assure a tight, leak-proof 
closure of unparalleled efficiency. The flange, plug and seal have 
resilient, product-resistant gaskets that seal against air and liquids. 
Each gasket is contained by metal to maintain an ideal condition 
for efficient functioning, with minimum exposure to the product 
or to weather. 


Best Performance 
The Tri-Sure Closure—with Tri-Sure’s complete gasketing—is rec- 
ognized throughout the world as the best protective device for 
petroleum and chemical products. Send for full information now 
on the extensive Tri-Sure line. 


*The ‘*Tri-Sure’’ Trademark is a mark of reli- 
ability backed by over 35 years serving industry. 


Best Service 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 


CHICAGO, ILL. - 


NILES, OHIO - 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Industria e Comércio, Sao Paulo, Brazil 


LINDEN, N. J. 


ED, 


American Flange & Manufacturing Co. Inc., Villawood, N.S.W., Australia 


B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S.W. 1, London, England 
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Ahead of the News 


Fuel Injection Arrives—Chevrolet will introduce fuel 
injection as standard equipment in the 1957 Corvette and 
another model, and as optional on the entire Chevrolet 
line. The fact that a large-volume car will be among the 
first to have fuel injection was a well-kept secret until 
recently. It’s the first real break to a new system. Borg- 
Warner is offering its fuel injector, and one car and one 
truck maker, neither a General Motors line, display definite 
interest. Bendix is out with its own electronically controlled 
injection system. Thompson Products (licensed by American 
Bosch) and carburetor manufacturers are also going strong 
on injection, which can almost surely be expected to appear 
late in a number of 1957 models or on 1958 cars. 


Another Government Curb—The Senate lobby inves- 
tigating committee will probably come up with suggestions 
for new restrictions on industry activities early this month. 
These may include a move to prohibit reporting of adver- 
tising and public relations expenses related to legislation 
as normal business expenses for tax purposes. One reason 
new restrictions are being urged: two salesmen for Standard 
Oil Co. (Indiana) admitted signing about 30 telegrams to 
Sen. Thye (R., Minn.) with the names of persons who 
never knew about the wires. The salesmen said local agents 
had told them the “signers” favored the gas bill. Indiana 
Standard paid for 835 telegrams, charging the cost to 
marketing expenses. 


Jobber Financing—Further thoughts on problem of job- 
ber financing will be made by a special supplier-jobber sub- 
committee at API meeting in Chicago next month. Subcom- 
mittee, headed by J. L. Wadlow (Shell), expects to prepare 
report based on meetings this month. Purpose of group is 
to find ways to improve the jobber’s capital position. Others 
on the committee are H. H. Ingersoll (Atlantic) and E. K. 
Bennett, Miles Miles Sr., Roy Thompson and John White, 
jobbers. 


Buty! Tires on the Way—All-butyl passenger tires may 
be on the market by 1958. Tires made exclusively of syn- 
thetic rubber have been expected for some time (see NPN 
—Feb., p82), but until recently there was no way of bond- 
ing tire cord to butyl rubber, a product of two refinery 
gases. Now, Esso Research & Engineering Co. has de- 
veloped a butyl latex that makes the bonding possible. 
Esso Research has produced and tested butyl tires success- 
fully; about 1,200 will go on Esso salesmen’s cars in the 
next few weeks, and test-marketing should begin in about 
six months. The test program calls for production of 100 
tires a day. Commercial marketing will depend on the 
interest of rubber companies and automobile makers, but 
two car manufacturers are. already pushing their suppliers 
for butyl tires as original equipment on an experimental 
basis. 


OPW Moves Ahead—Advance orders indicate that de- 
mand for Oil Progress Week promotional material will run 
considerably ahead of last year. That’s a yardstick of com- 
pany participation, not a measure of general penetration. 
Oil Industry Information Committee expects to sell more 
than 10-million promotion pieces, compared with 9-million 
in 1955. 
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Highway Development—A big major company will set 
up a task force to prepare for anticipated impact of the 
new federal road building program. Special staff position 
of highway co-ordinator has just been created in each sales 
district. Top management man has been. assigned to super- 
vise plan. Co-ordinators will be responsible for all phases of 
highway program and implications to company. 


PX Stays in Competition—Despite new protests from 
National Congress of Petroleum Retailers, the Defense 
Department is unlikely to reduce competition of PX service 
stations with commercial retailers. There’s heavy opposition 
to change because civilian workers on military installations 
regard any move to revoke gasoline purchase privileges as 
a threat to their other highly valued PX privileges. 


C-Stations Slowing Down?—At least one major has 
decided not to move ahead with a commission station pro- 
gram because of threats to seek government intervention. 
National Congress of Petroleum Retailers has promised to 
campaign for the prohibition of C-stations. This major 
has shelved its plans despite its belief that the program 
would help dealers, says it understands other suppliers are 
being deterred from pushing commission stations until the 
outlook is clarified. 


Multi-Luber Acceptance Grows—Lincoln automobile 
Officials anticipate that about 60% of their 1957 models 
will be equipped with Lincoln Engineering’s Multi-Lubers. 
At this point they don’t plan to make the system completely 
automatic by tying it in with the speedometer so it would 
be actuated every 100 miles or so. Meanwhile, demand 
for Multi-Lubers is growing in the fork-lift truck field. 
At least two manufacturers already offer the Multi-Luber 
as optional equipment, while others are considering both 
Lincoln Engineering’s and competitive systems. One Ford 
plant already specifies that all new fork-lift trucks come 
equipped with Multi-Lubers. 


Dual Lights Jump Some Hurdles—Five 1957 model 
cars will offer dual headlights as standard equipment. Legal 
obstacles to four lamps in some dozen states had led Detroit 
sources to expect dual lamps only as optional items, but 
the lights are being set up so the driver can have either 
two or four lamps on, as he wishes. This avoids any legal 
problems. But Detroit predicts that dual headlights will be 
legalized throughout the country in time for 1958 models 
at the latest. 


Split Personality—A Pacific Northwest oil heat distribu- 
tor is planning to play both sides of the street next season. 
He'll sell oil burners and gas burners at the same time. 
Though the hard push will be behind oil burners, which the 
distributor now manufactures, his company’s expected to 
be making its own gas burners eventually. 


More Ahead of the News —p> 
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Blending Pumps Go West—An independent Los 
Angeles refiner and marketer will offer five grades of gas- 
oline, ranging up to 100 octane, early next year. The 
grades will be blended from three base stocks through a 
blending pump at the loading rack. 


Ol’ Man River Got Rocks—Midwest shippers, particu- 
larly oil men, are backing emergency measures for early 
1957 to maintain navigable depths in the Chain of Rocks 
region of the Mississippi River, above St. Louis. They’re 
angry because $5.8-million for the project was included in 
the $1.6-billion “pork-barrel” Rivers, Harbors and Flood 
Control bill vetoed by President Eisenhower in August. 
They’re insisting that it be handled by the new Congress 
as a separate bill. 


More Drive-More Coming—Ethy! Corp. will aim for 
even more oil company support for its “Drive more, it gets 
cheaper by the mile” campaign next year. Now a year 
old, the Drive-More campaign has been promoted by more 
than 50 oil companies already. Ethyl has spent an estimated 
$500,000 on advertising to spread the word and increase 
the total gasoline market, also claims Drive-More has 
helped “to stimulate the thinking of larger companies to- 
ward the expansion of the market for other petroleum 
products.” 


Turbomotive Usage—Construction equipment is ex- 
pected to be the first user of gas turbine engines, predicts 
one manufacturer, who believes the greatest operating 
benefits are in that field. Next likely users may be motor 
trucks, he thinks. However, no dates have been set be- 
cause extensive experimentation is still under way, And 
definite production is still not certain in that company. 


Jobber Starts Dealer Bulletin—Port Oil Co., Charles- 
ton, S.C., is abreast of the new style in dealer relations 
(see p94). A Crown Central Jobbership headed by John 
White, Port will soon start publishing a monthly newsletter 
for dealers in its 18-county marketing area. The bulletin 
will also be sent to local and federal government officials 
in the area, business leaders, and the oil marketing and 
local press. It will contain company and industry news and 
merchandising aids. 


Trading Stamps vs. Charity—A new approach to the 
trading-stamp problem is being tried in Texas. Members 
of Texas Service Stations Assn. in Abilene have started 
setting aside one day each month to give 1¢ gal. of the 
day’s total business to charitable causes, instead of giving 
stamps. The idea has caught on, industry sources say, and 
there’s not a stamp to be found at Abilene stations. TSSA 
may try the idea out soon in other areas. 
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Three from Two?—Some Esso Standard Oil Co. dealers 
talk about getting three grades of gasoline from two pumps 
in rural areas where volume doesn’t justify installation of 
an additional pump and storage. Their idea is to replace 
the premium grade with Golden Esso Extra. When a cus- 
tomer wants premium, but not the super-grade, they will 
sell him half a tank of regular and half a tank of Golden. 
Esso says it has no objection to the idea, though it would 
prefer a separate pump for each grade wherever its three 
grades are sold. 


New Baby for OHI—Latest addition to Oil-Heat Insti- 
tute of America’s growing family will be OHI of the Inland 
Empire in Spokane, Wash. Heating oil distributors there 
formerly part of OHI of Washington, have OHI’s blessing 
to start their own group to cover three counties in eastern 
Washington and the panhandle of Idaho. 


Deep Rock in Big D—Deep Rock Oil Co., marketing 
arm of Kerr-McGee Oil Industries, Inc., will market prod- 
ucts in Dallas for the first time this fall. They’ll be sold 
through outlets owned by Charles Knox, Jr., first Deep 
Rock jobber in Texas. 


Cities Takes Three-Grade Route—Cities Service Oil 
Co. (Pa.) will follow Esso Standard Oil Co. and Conti- 
nental Oil Co. in selling three grades of gasoline to meet 
high-octane demand. The company markets on the Eastern 
seaboard. Cities Service Oil Co. (Del.), which handles 
Cities’ Midwest market, will not switch to three grades right 
now, but the Southern affiliate, Arkansas Fuel Oil Corp., 
will market a super premium in key cities like Miami, 
Jacksonville and Tampa, Fla., and Lake Charles and 
Shreveport, La. Actual sales of the third grade (advertised 
as 100-octane plus) should begin late this month. 


All Out for Oil Heat—Fuel oil distributors in Green- 
ville, N.C., and Columbia, S.C., may develop an all-out oil- 
heat promotion campaign that includes major-company 
support. Oil Heating Market Reports is writing up a market 
survey of the two cities, usually the first step in interesting 
all segments of the industry in an advertising campaign. 


New Mexico Waits—Humble Oil & Refining Co. will 
put off third-grade marketing in New Mexico until 1957 or 
perhaps 1958, according to present plans. Humble re- 
cently completed installation of third-grade pumps in all 
of Texas except the extreme western and northwestern 
sections. Altitudes there and in New Mexico are such that 
Humble feels the higher octane of “Golden Esso Extra” 
is not needed there now. The company is set for a pos- 
sible speed-up, but doubts there will be much need for a 
super-quality fuel in those areas prior to the introduction 
of 1958 model automobiles. 
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PETROLEUM INDICATORS 





NPN PRICE AVERAGES* 
MILLION Refinery/Terminal 


. BARRELS YEAR AGO (¢ per gal.) 
Sept. Aug. Sept. 
1956** 1956 1955 


GASOLINE Gasoline 

(regular) 12.00 12.04 11.78 
Kerosine 10.89 10.89 10.40 
Distillate 9.28 9.28 8.90 
Residual 5.26 5.26 4.75 
DISTILLATE B+ Principal 

products 9.51 9.53 9.17 
Lube oil 22.86 22.85 18.04 


eh ieee RESIDUAL ______ad Crude at 
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MONTHLY PETROLEUM STATISTICS 


Sept. 1956* Aug. 1956 Sept. 1955 
Primary stocks (Last Day) 
Finished and unfinished gasoline (thous. bbl.) 175,955 175,571 150,194 
Distillate fuel oil (thous. bbl.) . 142,731 138,449 143,248 
Kerosine (thous. bbl.) . ee 32,698 32,401 36,361 
Residual fuel oil (thous. bbl.) . BS Figs eee 47,198 46,783 46,267 
Crude oil—B. of M. (thous. bbl.) 273,465 278,461 256,269 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) . etx: Bs 8,187 7,994 7,483 
Foreign crude included (thous. bbl. daily) 1,110 963 816 
% of refinery capacity operated ... 95.6 93.4 90.6 


Refinery Output 
Gasoline (thous. bbl. daily) . 4,050 3,947 3,696 
Kerosine (thous. bbl. daily) . 328 312 279 
Distillate fuel oil (thous. bbl. daily) . oo 1,869 1,831 1,621 
Residual fuel oil (thous. bbl. daily) 1,117 1,122 1,061 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) ............ 7,037 7,106 6,731 
Crude oil imports (thous. bbl. daily) 4s 951 829 


* Through Sept. 7. 
Source of Data: API Weekly Reports, except 1956, Bureau of Mines 


MONTHLY MARKET TRENDS 


Latest Month 
Exports of crude and refined products (thous. bbl.) 9,966 
Average station gasoline price, ex tax (¢ per gal.) 21.56 
**Gasoline consumption (million gal.) 4,932 (May) 
Service station permits (number) 434 (Mar.) 
Passenger cars—domestic shipments (thous.) . ue 430 (July) 
Trucks and buses—domestic shipments (thous.) . . — 63 (July) 
Automotive replacement tire shipments (thous.) 6,319 (July) 
Replacement battery shipments (thous.) ................-- 66 (June) 
Oil burner shipments (thous.) Se 1,760 (June) 


**Excludes Louisiana 
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Good Winter for Distillate Fuels 


HE LARGE NUMBER of central dis- 
tillate oil burners installed this 
year in new homes and buildings, and 
as replacements for other heating sys- 
tems, indicates a material increase this 
coming winter in sales of distillate fuel 
oils, particularly No. 2. No large gains 
in kerosine used for range oil, nor in 
residual fuel oil sold for heating pur- 
poses, are now forecast. 

Distillate burner installations this 
year will total about 834,350, oil heat- 
ing authorities report, which will in- 
crease the total number of burners in 
use by nearly 12% over last winter. 
Oil heat men say it’s their third best 
year for growth. The total of distillate- 
type burners to start the winter will be 
over 8,200,000. 

An increase of 6% in total distillate 
fuel oil sales for the last quarter of 
1956, over the same period in 1955, 
has been recently forecast by the U. S. 
Bureau of Mines. This latest estimate 
for the last quarter, 2,174,000 b/d 
average demand, is higher than pre- 
vious estimates made for this coming 
period in 1956. It compares with 
actual demand of 2,051,000 b/d 
average for the last three months of 
1955. Of the total annual distillate 
fuel oil sales, about 56% is used for 
heating purposes. By far the largest 
portion is sales of No. 2 distillate fuel 
oil. The Bureau’s forecast is based on 
normal temperatures prevailing. In the 
last quarter of 1955, temperatures were 
8% colder in the principal areas of 
heating oil consumption. 


DISTILLATE KEROSINE STOCKS 
FUEL OIL STOCKS % 
Refinery District 8/31/56 9/2/55 Change Change 8/31/56 9/2/55 Change 
East Coast ........... 49,693 47,392 +2,301 + 4.8 12,050 13,717 —1,667 
Gulf Coast ........... 23,098 20,731 +2,367 +11.4 6,426 6,133 + 293 
Total Coastal ...... 72,791 68,123 +4,668 + 6.9 18,476 19,850 —1,374 
Appalachian ......... 4,010 3,923 87 + 2.2 1,400 1,268 + 132 
Ind.-Il.-Ky. .......... 24,060 26,249 —2,189 — 8.3 7,848 9,225. —1,377 
Okla.-Kan.-Mo. ....... 17,353 14,626 +2,727 +18.6 2,819 2,387 + 432 
Other Inland ......... 7,330 7,633 — 303 — 4.0 1,536 1,901 — 365 
Total Inland ....... 52,753 52,431 + 322 + 0.6 13,603 14,781 —1,178 
Total East of Calif 125,544 120,554 +4,990 + 4.1 32,079 34,631 —2,552 
eee 12,905 12,811 94 + 0.7 322 314 + 8 
Total U. S. ........ 138,449 133,365 +5,084 + 3.8 32,401 34,945 —2,544 





AND DEMAND 








Total kerosine demand for the last 
quarter of 1956 is currently forecast 
by the Bureau of Mines at 458,000 
b/d averages. This is only about 1.2% 
above the actual demand of 452,500 
b/d in the same months in 1955. Over 
85% of total kerosine sales are for 
range oil and No. 1 grade heating oil. 

Residual fuel oil demand for the 
coming fourth quarter is newly fore- 
cast at a daily average of 1,765,000 
bbl. by the Bureau of Mines. This is 
less than 1% above the actual demand 
of 1,753,500 b/d average for the last 
three months of 1955. Sales of resi- 
dual fuel for heating oil are about 15% 
of total sales. Sales of residual fuels for 
heating oils increased only about 13% 
from 1951 through 1955. 

Total U. S. stocks of distillate fuel 
oil, together with the continuing large 
refinery production, are considered 
adequate for this time in the seasonal 
buildup of inventories, unless unus- 
ually low early winter temperatures 
prevail. While total inventories early 
in the summer were under those of a 
year ago, on Aug. 31 they were 138,- 
449,000 bbl., 3.8% larger than on 
Sept. 2, 1955. An adequate level for 
distillate fuel oil stocks on Sept. 30 is 
estimated at 146,500,000 bbl., and 
around 117,000,000 bbl. on Dec, 31. 

In most refinery districts, distillate 
fuel oil stocks are larger than a year 
ago. In the East and Gulf Coast dis- 
tricts, serving the large heating oil 
market in New England and the east- 
ern seaboard states, combined inven- 


Refiners’ Inventories of Middle Distillate Stocks 


(1,000 bbl.) 





NATIONAL PETROLEUM NEWS °* October, 






tories Aug. 31 were nearly 7% larger 
than on Sept. 2, 1955. In the Indiana- 
Illinois-Kentucky district, these stocks 
were 8.3% less than a year ago. In the 
Oklahoma-Kansas-Missouri _ district, 
which also serves the upper Midwest 
heating oil market, inventories were 
18.6% larger. Details by districts are 
shown in the accompanying table. 

U. S. kerosine stocks on Aug. 31, 
32,401,000 bbl., were 7.3% less than 
on Sept. 2, 1955. The large deficiencies 
were in the East Coast and the Indi- 
ana-Illinois-Kentucky districts. 

Total U. S. middle distillate stocks, 
comprising distillates and kerosine, the 
refinery products from which come the 
large bulk of the oils used for heating, 
were 170,850,000 bbl. on Aug. 31, 
1.5% larger than on Sept. 2, 1955. 
(See accompanying table.) 

U. S. inventories of residual fuel oils 
Aug. 31 were 46,783,000 bbl., prac- 
tically the same level as a year ago. 

In general, the oil companies have 
been selling, through 1956, oils for 
heating of improved quality and with 
less variance in the characteristics of 
the oils sold by individual oil compan- 
ies. This is brought out in the second 
national survey of burner fuel oils 
made by the Bureau of Mines. The 
survey was conducted at the request 
of the Oil Heat Institute and the petrol- 
eum industry, under a co-operative 
agreement between the Bureau and the 
American Petroleum Institute. The 
first survey was conducted in 1955 by 
the Bureau of Mines. & 







TOTAL MIDDLE 
DISTILLATE STOCKS 


% % 
Change 8/31/56 9/2/56 Change Change 
—12.2 61,743 61,109 + 634 + 1.0 
+ 4.8 29,524 26,864 +2,660 + 9.9 
— 7.0 91,267 87,973 +3,294 + 3.7 
+10.4 5,410 5,191 + 219 + 4.2 
—14.9 31,908 35,474 —3,566 —10.1 
+18.1 20,172 17,013 +3,159 +18.6 
—19.2 8,866 9,534 — 668 — 7.0 
— 8.0 66,356 67,212 — 856 — 1.3 
— 74 157,623 155,185 +2,438 + 1.6 
+ 2.5 13,227. 13,125 + 102 + 08 
— 73 170,850 168,310 +2,540 + 1.5 
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To the thousands of 2, 3 or 4 


DISPENSER STATIONS 


3S: on 
1S FOR YOU 


/ A years ago Erie Meter introduced remote control 
pumping of gasoline at service stations. We said then, 
“Pushing beats Pulling.” Today, everybody says it. 

At first, only large multi-pump stations, with long 
delivery lines located in high temperature areas, 

used Erie’s push pumping. 


oday, highly volatile fuels are common, and Erie 
has perfected the SupErieor submersible pumping 
system that is practical for 2, 3 or 4 dispenser stations— 
or for any service station regardless of size. 
One SupErieor Submersible Pump and Motor will assure 
fast, accurate gasoline delivery to 2 or more dispensers 
and do it efficiently and economically, regardless of 
distance, volatility, heat or altitude. Vapor lock 
cannot occur in the SupErieor push pumping system. 
Write for free piping layouts and estimates 
to meet your modern dispensing needs. 


“The Pioneer in Remote Pumping” 
METER SYSTEMS, INC., Exce, 7a. 


SALES OFFICES Chicago Denver Kansas City, Mo. New York Philadelphia 
Atlanta Cleveland Detroit Los Angeles Oakland, Cal. Portland, Ore. 
Boston Dallas Erie New Orleans Omaha Seattle 
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All cars need New Sinclair Power-X Gaso- 
line — only Sinclair Dealers have it. Sinclair 
dealers will sell more — profit more. 


To bring in even more new customers, 
Sinclair has launched one of the greatest 
ad campaigns ever put behind a new gasoline. 


Hard-selling, convincing advertisements will 
be seen by millions of motorists in hundreds 
of newspapers — and in LIFE and other na- 
tional magazines. In addition, the Sinclair 
marketing area will be blanketed by televi- 


Here's the Big News that's putting Sinclair Dealers on top 


sion, radio and 24-sheet posters. Dramatic, 


_ colorful point-of-sale material will focus at- 
* tention on Sinclair Dealer Stations. 


Right now is the time to switch to Sinclair 
and get the increased volume of business 
enjoyed by Sinclair Dealers, 


See your Sinclair Representative or write 
Sinclair Refining Company, 600 Fifth Ave- 
nue, New York 20, N. Y. Ask, too, about 
the Sinclair TBA Franchise, featuring Good- 
year, the greatest name in rubber. 


‘leads the industry in dealer assistance” 
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EDITORIALLY SPEAKING 


Touchy Problem 


Perhaps the touchiest subject in oil marketing today is dealer relations. 
It seems to be even touchier than the subject of supplier-jobber relations, because 
of political aspects that have been injected. 

A special NPN report shows that major companies on the whole have never 
given more attention to dealer relations than they are doing now. (The report starts 
on page 94). Even so, there are recurrent suggestions that some dealer problems 
be resolved outside the oil industry itself. 


The question of where the dealer’s grievances are going to be thrashed 
out is becoming increasingly urgent. It crystallizes around the National 
Congress of Petroleum Retailers, which recently ticked off four areas in 
which it may seek government intervention. These areas, cited at NCPR’s 
annual meeting in late August, are (1) functional divorcement, as opposed to real 
estate divorcement. This would prohibit the majors from operating salaried or com- 
mission stations. (2) Legislation that will prevent suppliers from using “good faith” 
as a defense for granting varying prices to customers in a specific market. (3) A 
modification of the O’Mahoney automobile dealers’ franchise bill that would include 
service station dealers. (4) Advocacy of a model ordinance designed to limit station 
building. 


The object is to seek government protection for dealers in the market 
place. And that raises some questions about the philosophy of “government protec- 
tion.” Concern is being expressed among representatives of some majors that such 
thinking reflects a “welfare state mentality”. They speculate, too, that such think- 
ing, if transformed into action, might result in a situation beyond the dealers’ 
control. 


Both NCPR and the politicians interested in those measures appear to 
be attracted by the prospective capital. For NCPR, a provocative issue can 
be a good membership tool. For politicians, such issues can make good vote-getting 
material. So there are visible benefits for both. 


From the over-all marketing viewpoint, however, there is some question 
about the wisdom of government intervention. At the last session of Congress 
and during congressional hearings, there has been much evidence that legislators 
have very little understanding of oil marketing. The “anti-good faith” legislation, 
which was railroaded through the House of Representatives and which nearly 
slipped through the Senate, would have been harmful to jobbers—though it was 
intended to benefit the small businessman. This must be attributed to a lack of 
understanding of oil marketing, not to any deliberate intention to hurt a segment 
of industry. 

Not all dealers go along with the thinking of NCPR, which actually represents 
only a small number of the total dealer population. In fact, some of the members 
are extremely wary about divorcement. 

Although improvements in dealer-supplier relations have been noted, there is 
still much that can be done both by majors, distributors and dealers. 


If sincere efforts are made to solve the dealer relations problem within 
the industry, government recourse can be avoided. 
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Nationwide survey by NPN shows 
a new era may be coming. These 


LL SIGNS INDICATE that 1957 will be the year 
for the greatest strides ever made in relations between 
suppliers and their dealers. 

The reason: marketers are spending more time and 
money than ever before planning concrete new programs 
to upgrade the dealer. Some companies have already 
launched programs. In others, they’re still on the drawing 
boards. 

NPN editors have just completed a series of interviews 
with major company officials, jobbers, independents and 
training experts across the country to get the facts on 
these major changes. This comprehensive report is based 
on the information gathered. 
Two findings emerge that overshadow all others: 

1—Most marketers now recognize that the main ele- 
ment in dealer relations is the pocketbook. That’s not 
new. But the realization is more widespread, and more is 
being done about it. Companies are now forging their 
new programs with this as the number one objective. 
They know the dealer who earns a good living will be 
a more contented dealer. He'll be on the side of the guy 
who helps him make that good living. 

2—The big problem for suppliers in helping dealers 
earn a better living is largely learning how to communi- 
cate with them. This means two-way communication: 
getting your own ideas across to the dealer, and learning 
how to listen (and act) when the dealer has something 
to say. 

Right now, many companies are undergoing a period of 

“agonizing reappraisal” of their dealer relations and train- 
ing philosophies. One top major company official says, 
“We've been in turmoil. Now we're entering a new phase 
and know where we’re going.” 

That’s a key phrase in the coming new era. Talking with 
marketers in all parts of the country, you get the feeling 
that an ever-increasing number of them now know where 
they’re going. 

Some marketers believe the study of dealer relations is 
becoming a new science because of the detailed informa- 
tion being gathered, the intensive planning and the sys- 
tematic programs emerging from this great effort. 

Major changes have either been made or will soon be 
forthcoming in the dealer relations programs of many 
companies, including: Cities Service Co., Esso Standard 
Oil Co., Frontier Refining Co., Humble Oil & Refining 
Co., Pure Oil Co., Richfield Oil Corp., Shell Oil Co., Sin- 
clair Refining Co., Socony Mobil Oil Co., The Texas Co., 
and Tidewater Oil Co. 

Not all marketers are in this position, of course. But 
some of those who haven’t done much as yet are beginning 
to feel they should be doing something. 

Marketers give you many reasons for these changes. 
Greater competition for gallonage, expansion plans, the 
increasing high cost of high turnover—all these play a 
part. Other factors are government investigations of mark- 
eting and the wide publicity given to charges by some 
dealer associations. Some marketers are concerned about 
government legislation that would bring about divorcement 
of marketing from the rest of the industry. They don’t 
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New Ideas Are Bringing Big Gains 









really expect this, but they recognize it as a threat—and 
they don’t intend to sit idly by. 

The most important reason, however, is the general 
realization by progressive companies that the day of the 
gas pumper and grease monkey has passed. The dealer’s 
job has become increasingly complex. It takes a better 
man. 

The savvy marketer today knows the dealer must be 
better equipped before he can operate a profitable station. 
He also knows it’s his job to help the dealer equip him- 
self, or it isn’t going to get done. First step to this is... 


Getting the Right Man 
To Be Your Dealer 


There’s been a dramatic shift in emphasis from money 
to quality manpower. Today, most majors are looking 
first for the right man and only second for the man with 
enough money. 

“We'll put a really good man in business for damned 
little dough,” says one top official. 

Estimates of what it takes to open a station vary from 
about $2,000 to $10,000. But nearly every company sur- 
veyed by NPN indicates a willingness to finance all or part 
of the capital needed by the dealer, if they’re satisfied he 
has the potential. 

Sinclair Refining Co., for example, has approved a cash 
loan plan for amounts up to $6,000. The pay-back period 
would be 48 months at 5% interest. The money could be 
used by a new dealer for stock, equipment and working 
capital. The company would also offer the first load of 
gasoline on a 12-month pay-back period, with no interest. 

Most small independents, including jobbers, find it 
harder to finance new dealers. But some do it. One of 

them says, “We'll finance a new man in exceptional cases, 
but it puts a heavy strain on us.” 

An independent marketer says, “We prefer to have the 
man make his own arrangements with a local bank. We'll 
stand behind him, but we won't actually lend him the 
cash.” Another independent says flatly, “We do not finance 

rospective dealers.” 

To get over this financial barrier, many marketers are 
switching their stations to commission operation. Some 
companies say it takes one-third to one-half less money 
for a commission station. (NPN—July °56, p93.) 

Why are these things happening? 

“Oil companies are finally beginning to realize that the 
dealer is the most important link in the chain,” says G. O. 
Uhlman, dealer training co-ordinator for Esso. 

Today more than ever before, progressive marketers are 
looking for sharp young men who want to run their own 
businesses. ‘They want ment who can become known and 
respected in their communities as businessmen who pro- 
vide important services, on a par with druggists and other 
retailers. The modern dealer must be a good manager, 
salesman, bookkeeper, trainer; he must also have some 
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mechanical aptitude; and he must like people and want to 
serve them. 

It’s a question of getting the man who should be in 
the business, not just those who would like to be. To do 
that, Esso and Humble are planning to give prospective 
dealers aptitude tests that will indicate how well they’re 
suited for the role. 

Socony uses a vocational preference application form 
that helps bring out the prospect’s attitude toward the sta- 
tion business. The company made a systematic study of 
200 dealers—half of them successful, the other unsuccess- 
ful—to learn more about what makes a dealer successful. 

Other companies are using stiffer interviewing and 

| seenin techniques of other kinds. Speedway Petroleum 

orp., for example, requires at least two interviews, and 
gives more careful study to application and credit forms. 
Some companies require as many as four interviews. Sun 
Oil Co. and Kerr-McGee Oil Industries are among the 
companies that use dealer training periods to eliminate the 
poor prospects. 

Object of all this is to get a better idea in advance of 
whether a prospect can operate a profitable station. 

“We even like to discuss the business with the prospect’s 
wife, if we can, so she will understand what he’s getting 
into,” says one marketer. 

These new techniques seem sure to pay off before too 
long. Vincent L. Brophy, manager of Sinclair’s market de- 
velopment, says, “The myth of the average dealer is disap- 
pearing. Tail-end dealers are dropping out, and the caliber 
is improving all the time.” 

One major recently reported more than a 10% drop in 
turnover in one year. It’s now rechecking because “the 
figures are so incredible.” 

After you find the right man, you can begin. . . 


Communicating With Him— 
It’s a Two-Way Street 


Getting your ideas across to the dealer isn’t easy. And 
it’s even tougher to get the dealer to come to you with 
his problems and suggestions. 

But there is increasing evidence that marketers are 
making a lot more progress in both cases. Most notable 
change: they’re spending more time listening to what 
the dealer has on his mind. Many marketers admit they’ve 
spent far too much time in the past just trying to reach 
a sales quota. 

A jobber puts it this way: “You've got to convince him 
you're trying to help him. If you listen to what he’s got 
to say, he’ll be more likely to listen to you.” 

Many companies have been frustrated because they’ve 
learned that thousands of dollars’ worth of printed material 
for dealers has not been read. 

Today, many majors and jobbers have programs that 
give the dealer greater opportunity to speak his piece. 
They’re designed to bring about a greater degree of mu- 
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tual understanding. 

Definite improvements are showing up in these areas: 

e Ideas are beginning to flow in to management through 
greater use of dealer conferences and dealer panels that ad- 
vise management. Both have undergone refinements that 
make them more useful. 

e There’s a growing tendency to broaden the role of 
the man who has direct contact with the dealer. The sales- 
man’s job is being expanded to make him a qualified ad- 
visor and trainer. In the past, many salesmen thought 
their job was to exhort and pressure dealers to meet quotas. 
More companies are using special station supervisors or 
merchandisers to work with the dealer. Gulf Oil Corp. and 
Tidewater Oil Co. are two recent examples. 

e Several major companies are seriously considering the 
appointment of a top management man to handle dealer 
relations..Idea behind this is to give the dealer access to a 
top-level official when his problems can’t be handled at 
the local level. 

e Tidewater’s eastern division has begun a series of sta- 
tion surveys. Problems that are uncovered are discussed 
in the division’s dealer magazine. 

Learning how to communicate is the biggest of all the 
supplier-dealer problems. Its solution requires overcom- 
ing many things: indifference, wrong approaches, poorly 
prepared written material, and lack of understanding on 
both sides (especially the dealer’s scant knowledge of the 
industry and its problems). 

When it’s achieved, the rewards for good two-way com- 
munication are great. Then you can really start... 


Teaching Your Dealer 
How to Sell and Serve 


“Far too many dealers don’t know how to sell, and we've 
just got to help them learn.” That’s how one marketing 
official puts it. 

To get the job done, personalized training is growing. 
Marketers are shaping training to fit the needs of in- 
dividual dealers. Even formal training programs are be- 
ing tailored to stress the practical things the individual 
dealer should know. There’s much less emphasis on lec- 
ture-type classroom sessions. They haven't worked out 
too well. 

The big emphasis is on “hard sell,” merchandising, and 
service. 

These are the growing patterns: 

e Increased use of expert merchandisers to help teach 
the dealer on the job. 

e Broadening the salesman’s job to get him to do 
more training. 

e More use of informal round-table conferences. 

e More training stations being built. 

The merchandiser is a key figure in the new training 
picture. He’s a man who knows the business from top to 
bottom, often a former successful dealer. His sole re- 





95 





DEALER RELATIONS begins on page 94 


sponsibility is to help the dealer do a better sales job, im- 
prove service and station management. He visits stations, 
often in uniform, and spends as much time as necessary 
teaching by doing. (For a profile of a Frontier Refining 
Co. specialist, see page 215.) 

A merchandiser is likely to have anywhere from 15 to 40 
stations under his wing. Shell has one for every five sales- 
men. 

As another step in personalized training, Shell has a 
trial program going in Houston, where successful dealers 
are helping train new dealers in the new man’s station. It 
works like this: after the new man has been on the job for 
a month or two, Shell arranges for a veteran to make a 
series of visits, usually twice a week for four hours. The 
veteran demonstrates, explains and makes suggestions. 
Shell pays him an hourly fee for this service. 

If the trial program works out, Shell will probably ex- 
pand the idea throughout its territory. The big problem, of 
course, is finding good dealers who can teach. It may be 
necessary to set up an interim program to teach them how 
to teach. 

Other companies are working to get better on-the-job 
training by broadening the salesman‘s role. A Sohio official 
says, “According to the old philosophy, salesmen think 
it is their primary responsibility to sell. But there are two 
additional functions—assisting the dealer in selling his 
products, and helping with his operating problems. What- 
ever assistance a salesman gives the dealer along this line 
will lead to greater future sales.” 

Today there’s a trend toward substantial numbers of 
training stations. Previously, most companies had only a 
few. Now they’re going up all over. Esso and Sinclair plan 
to build them throughout their marketing territories, about 
50 each. Tidewater’s western division will build 25 on the 
West Coast, while the eastern division is also planning a 
chain. Shell already has 72. 

Other majors with heavy investments in training sta- 
tions include Phillips, Gulf and Atlantic Refining Co. 
Some independents, like Speedway Petroleum, also find 
them useful. 

Esso’s new Central Retail Training school, which re- 
cently opened at Lyndhurst, N.J., is the last word in mod- 
ernization—from semi-automatic car wash to a kitchenette 
that will provide snacks for trainees. Esso is using this sta- 
tion to “train the trainers” who will go into various sales 
districts and train dealers. 

Key phrase in the new training schools is flexibility for 
personalized training, just as it is in other phases. There’s 
usually no definite timetable for the length of time a man 
stays at the station. Like many companies, Esso has ar- 
ranged its program so it can bring a new dealer in for an 
extensive program (eight weeks), while an old dealer can 
bone up on his weak subjects for a day or two. Classes for 
new dealers are limited to ten men or less. 
| Training station instructors are also being upgraded. 

“We think it’s an important job, and we're willing to pav 
through the nose for a good man,” says one major com- 
pany official. 

For companies that want even more flexibility, individual 
training is often carried on in salaried stations. Cities Serv- 
ice, for instance, uses its turnpike stations. Some companies 
use outstanding lessee stations for the job. Union Oil is an 
example. 

Another method of getting ideas across to (and from) 
dealers that’s gaining increasing prominence is the informal 
round table conference (NPN—Sept., p110). The Texas 
Co. recently began an extensive program of this kind. It’s 
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also spreading through the Shell and Socony organizations. 
Pure has changed the concept of its entire training pro- 
gram from the formal type and new depends largely on 
informal conferences or clinics. 

Most of these conferences are led by the salesman, in 
his new role as trainer, or by the merchandiser. In effect, 
it places these men in charge of the dealer’s current train- 
ing. “It’s more thorough and may be more costly, but it 
will produce better results,” says one official. “It helps take 
training directly to the dealer,” says another. 

Teaching modern methods of sales and service is a major 
objective of most progressive marketers today. It’s the first 
move in... 


Building His Income 


“Dealers are just not making a living wage in many 
cases,” says a major executive. “That’s what the trouble 
is with the industry. Some stations just don’t have enough 
volume to make a living in the face of rising costs. It’s al- 
most a problem of sheer human survival.” 

Most marketers today concur—and add that simply mak- 
ing a living is not enough. Millions of dollars are being 
poured into merchandising training. The object is to make 
the dealer a good salesman, to increase and secure his in- 
come through balanced, effective merchandising. 

One source of trouble is the station itself. Gradual 
elimination of marginal stations has resulted from grow- 
ing realization that they can be an economic booby trap. 
Recognizing that borderline outlets can be the downfall 

of an otherwise promising operator, many marketers are 
looking hard at their so-called “dog stations.” Says one 
major Official, “Isn’t it reasonable to assume that a sta- 
tion established for years with record of regular and con- 
stant change of dealers is a dud? Maybe there is a solution 
in realistic reduction of rental or renovation, but in many 
cases the answer is clear: close the station, pocket the loss, 
charge it up to experience and move on to more profitable 
activities.” 

One major is studying all its outlets under 75,000 gal. 
per year. The company figures that’s the minimum at 
which a dealer can make a good living, even with balanced 
selling. The aim of the program is either to improve or 
close the stations. 

The definition of a borderline station is relative, points 
out a jobber. An excellent site can fail because its nearest 
competition may be a station “palace.” Even new stations 
can be made obsolete fast that way. 

Several companies make detailed studies of all out- 
lets where gallonage is declining before they reach the 
borderline stage. One major has a complete analytical 
rogram run, jointly by dealer and salesman. Every side of 

the business is analyzed: “Diminishing business is an over- 
all thing and may be attributed to a number of factors,” 
says the company. 

Station modernization can help check a downturn in 
business at an aging outlet, and many companies follow a 
policy of lending the dealer enough money to renovate. 
The investment can be as high as the original building 
costs for a twenty-year-old station, and few dealers can 
raise that amount on their own. 

In the Northeast, most suppliers have turned to fair- 
trade to curb price wars—and in so doing, have provided 

a guaranteed margin for dealers. But most agree that the 
problem of dealer income is too complex to revolve around 
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the matter of margin alone—at least in most cases. 
Another development. There’s a new accent on better 
management practices. Training courses for dealers are 
being expanded to cover accounting and records. There’s 
more emphasis on professional accounting; Jenney Manu- 
facturing Co., for example, is urging dealers to use outside 
bookkeepers. Some companies are steering dealers to man- 
agement specialists like the Edwin K. Williams Co. and 
the Fred G. Harris Co., co-authors of the “Serve-a-Station” 
plan (NPN—Jan., p36). 

Dealer organizations attribute some of their troubles to 
lease problems. Not long ago there was considerable agita- 
tion for longer leases, and some suppliers answered by 
providing them. 

Marketers, however, report mixed reactions to longer 
leases. Many older dealers, they say, aren’t enthusiastic 
about them. While a longer lease may guarantee tenure, 
they point out, it also carries the obligation to meet rental 
payments for a long period—and in case of business failure 
that could impose real hardship on the dealer. 

Along with income there’s another key spot in the sup- 
plier-dealer picture. That is... 


Raising His Prestige 


“The service station business has grown more complex 
in the last few years,” says one major man. “The dealer 
has to be an expert—and thus rates recognition with other 
professional men in the community.” 

“The future points to better dealer relations because 
the dealer is our public contact,” says another official: 

The new emphasis on the dealer as the industry’s public 
relations front man has brought with it two new trends: 
steps to enhance the dealer’s community prestige and to 
give him new status in the company. 

The Oil Industry Information Committee’s “Key 
Dealer” plan is designed to throw the spotlight on the 
“professional” dealer. In early tests in the Cincinnati area, 
dealers spoke to local groups and showed films designed 
to lift the prestige of the industry—and the dealer. 

Individual companies have similar programs. Sinclair 
has produced a movie called “Man About Town.” It shows 
the dealer as a valuable member of the business community. 
Sinclair put about $50,000 into the film, hopes dealers 
will show it to service organizations and civic groups. 

The Texas Co. is plugging the dealer as “Mr. Service 
in 48 States” in a new ad campaign. Esso plays heavily 
on the theme “The dealer is a friend in your community” 
who gives “the last word in service.” But marketers say 
this is only the beginning. 

Dealers also co-operate in the OIIC school plan and the 
distributive education program. A “Dealer Appreciation 
Day” staged by oil marketers in Pine Bluff, Arkansas, 
serves the dual purpose of saluting the man at the pump 
and kicking off a DE program there. 

The other side of the coin is raising dealer status in 
the company. Management advisory panels give the dealer 
a new-found voice and self-confidence, say marketers who 
use them. The dealer conference is a prestige-raising device; 
Texaco’s requirement that salesmen wear the station uni- 
form at conferences is a further refinement. Let the dealer 
speak out, companies say, and he'll feel more like an 
independent businessman. 

As another means of promoting this feeling, at least 
one major encourages its dealers to buy their own stations; 





October, 1956 * NATIONAL PETROLEUM NEWS 


special report = 


but in general, high costs seem to prohibit such purchases 
and a trend in that direction seems unlikely. 

One major company official even suggests that suppliers 
ought to encourage dealers to organize locally for their 
“mutual benefit, improvement, and protection.” 

Where is the climb to prestige headed? One marketer 
comments, “It’s not so far-fetched to think that college 
graduates will go into the service station business in large 
numbers, if the right incentives are offered. In the future 
this may be the way men move into the upper ranks of 
management.” 

Meanwhile, marketers are turning their attention to 
another important link in the dealer relations chain. . . 


Helping Your Dealer 
Upgrade His Own Men 


For some marketers, this is the biggest problem of all. 
“Too many station helpers are no good,” says one mar- 
keter. “They can’t learn the job or they’re drifters.” 

Essentially, the problems to overcome in upgrading at- 
tendants are the same ones involved in the dealer’s case. 
Low income and lack of training are the big factors. 

The money problem is complex. First, the dealer has 
to reach a position where he can pay more. Then he has 
to be convinced that he should pay more. 

Some suppliers urge dealers to set up regular and 
special incentive programs for their employes. Sinclair, 
for instance, has established incentive plans at all com- 
pany-operated stations. It hopes these will serve as models 
for dealers to use at their own stations, and is urging their 
use. 

In training, many marketers are trying to do the same 
things for attendants that they do for dealers. Some sup- 
pliers urge dealers to send their top help to training schools. 
Others, like Texaco and Sinclair, include attendants in 
dealer conference sessions. Merchandisers and salesmen 
are also working with helpers on the job. Developing better- 
trained help is not the only objective; these moves are also 
aimed at making men “belong.” 

Some dealer training programs include courses in the 
selection and grooming of attendants. Standard of Cali- 
fornia gives its dealers training outlines to follow in 
breaking in employes. These enable the dealer to use his 
time to best advantage in training them, and help insure 
that all bases are covered. 

Growing sources of manpower for attendants’ jobs are 
the distributive education courses being taught in 1,100 
high schools in 46 states. Although youths enrolled in 
these retailing courses are limited to part-time or summer 
jobs, many dealers have found DE students valuable help- 
ers. And they’re first-rate prospects for full-time jobs after 
graduation. To make full use of this source, many mar- 
keters are urging their dealers to co-operate with local 
educators who handle DE programs. 

In some companies, dealer prospects get on-the-job 
training by working in a lessee station for a period of 
months. This gives the future dealer good training, and 
gives the lessee some good temporary help. 

Some of these moves, marketers hope, will check the 
high turnover in station help (estimated at more than 
100% annually.) Behind it all is the idea that attendants 
are—or should be—among the best sources for new 
dealers. 
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New warehouse going up for jobber Henry Gibbs shows one way that .. . 


Plowing Back Profits Brings Gibbs Oil 


HIRTY MILLION gallons can’t be 

wrong. At least, an annual gallon- 
age over 30-million shows jobber 
Henry Gibbs knows the right way to 
beat competition. So does the fact that 
Gibbs Oil Co. has grown from his 
father’s $50 investment in 1923 to its 
present size, and has more than 
doubled its gallonage since 1948. 

Gibbs, who distributes Tidewater 
Oil Co. products in Saugus, Mass., 
says the right way can’t be reduced to 
a magic formula. “The secret is plow- 
ing back every cent we made into the 
business,” he says. It’s as simple—and 
as hard—as that. 

Here’s what plowing back profits 
has given Gibbs: 

e 12-million gal. a year in gasoline 
sales (76% through dealers and 24% 
in commercial accounts). Current sales 
indicate he'll do even better this year. 

e 13-million gal. a year in heating 
oil sales. 

e 5-million gal. a year in heavy oil 
sales. 

e 80 service station locations, 25 of 
them owned by Gibbs. Some half- 
dozen properties do not yet have sta- 
tions in operation. In 1948, Gibbs 
owned only five stations, had 23 deal- 
ers. 

e A 54-truck fleet, including 13 
trailer rigs, 27 tank trucks and 14 
burner service trucks. 

All this puts Gibbs in a position 
where he can concentrate on rebuild- 
ing, remodeling and reorganizing to 
make his company, his operations. and 
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his marketing properties more modern 
and efficient. 


Stay Close to Dealers 

Gibbs knows good dealer relations 
are a must in his highly competitive 
territory north of Boston. “Dealers 
always have come to me with their 
problems, and I always try to help 
them,” he says. 

“As long as they feel that way, when 
the competition walks in on you, they 
tell you. If you don’t have a close re- 
lationship with them, you just lose 
them. We haven’t lost over six or seven 
dealers in all our years in business, 
thanks to our personal equation.” 

Gibbs helps finance his dealers when 
they need it, usually with a third-party 
endorsement as security in addition to 
station or equipment. He keeps an eye 
out for other ways to help them, like 
the sliding-scale rental in effect for a 
couple of stations. Rent there goes 
down as gallonage goes up, and Gibbs 
says, “Any dealer can have the same 
deal if he can give us that kind of 
volume.” 

Offer Them More—Gibbs works 
hard to attract new dealers while keep- 
ing his old ones happy. “The best way 
to get a dealer is by offering more than 
the competition,” he comments. “It 
needn’t be price; it can be equipment, 
a loan, or other things.” 

His biggest advantage, Gibbs thinks, 
is his ability to make a quick decision. 
It’s helped him take dealers away from 
direct major competition. “If a dealer 


is unhappy and you hit him right then, 
an instantaneous decision helps a hell 
of a lot,” he says. A dealer doesn’t 
like to wait several weeks before know- 
ing where he stands, and with Gibbs 
he doesn’t have to. 

Gibbs is especially pleased with his 
latest acquisitions, a group of 11 
properties that cost about $250,000. 
They’re outside the price war areas 
that dot his territory. The cleaner 
market means a lot, because in Gibbs’ 
area a 2¢ differential between major 
and unbranded dealers is too great, 
and he must help his dealers get down 
to a 1¢ spread. 


No More Small Fry 


New stations have brought Gibbs 
Oil to a point where commercial ac- 
counts are a smaller proportion of his 
business than they were ten years ago, 
though commercial gallonage is up. 

This has enabled Gibbs to get rid 
of the small commercial accounts that 
he used to sell at 1¢ over the regular 
commercial tank wagon price. They 
were small enough to look for retail 
price cutters who'd sell gasoline below 
Gibbs’ price, and he wasn’t interested 
in meeting the competition on so 
little business. 

Now, Gibbs has no _ customers 
buying less than 12,000 gal. a year, 
and uses the same commercial ac- 
count price scale as Tidewater. Gibbs 
considers his relationship with his 
supplier a happy one because Tide- 
water doesn’t undercut his commercial 
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‘Dealers always come to me with their problems’ 


30-Million Gallons 


prices, though the two do compete 
with each other. “They’ve been very 
co-operative; there’s no conflict.” he 
says. 


Making Delivery Efficient 


Automatic delivery for almost all 
commercial accounts is just one part 
of Gibbs’ high-efficiency distribution 
system. “We know when a customer 
needs gasoline. We call him if he 
doesn’t call us,” Gibbs says. At least 
half his service stations are also on 
regular schedules, and an Electrofile 
for degree-day comnuting keeps heat- 
ing oil deliveries automatic. 

Gibbs’ gasoline deliveries average 
1,100 gal. an hour six days a week 
(compared to 500 gal. an hour 15 
years ago). He uses two-way radio 
for gasoline as well as heating oil 
deliveries. A trailer rig usually has two 
gasoline deliveries scheduled when it 
makes its first product pickup from 
the Tidewater terminal at Revere 
about 5 miles away; third and sub- 
sequent trips are set up by radio 
while the unit is on the road. It cost 
Gibbs $16,000 to put radios in 26 of 
his truck units. 

A market concentrated close to his 
home office is a big factor in Gibbs’ 
distribution planning. The furthest 
service station is 15 miles away, and 
90% of his stations are within a ten- 
mile radius, which makes it easier to 
get maximum use out of his trucks. 

Heating oil accounts are spread out 
only a little more. Each of Gibbs’ 22 


a Year 


oil trucks can make about 35 stops 
a day during the heating season. 
Drivers’ time for filling out delivery 
tickets is cut down by use of a 
Graphotype machine in the main 
office. This makes address plates for 
imprinting customers’ names on the 
tickets, which also lessens the possi- 
bility of billing mistakes. 

A Use for Peddlers—Since -most of 
his product is picked up from the 
Revere terminal, Gibbs uses his 
150,000-gal. bulk plant storage main- 
ly as a safety reserve of gasoline, and 
for smaller, local deliveries. In re- 
modeling the plant, he'll increase the 
tankage and switch more of it to 
heating oil, so he can have peddlers 
working out of the bulk plant. 

Many jobbers and terminal op- 
erators think these vendors are a nui- 
sance; with one or two small tank 
trucks apiece, a few of them can clog 
up loading-platform traffic. Gibbs. 
however, thinks their ability to pick 
up heating oil accounts makes them 
worthwhile customers: “They pro- 
vide that extra little business you can’t 
get yourself,” he says, and plans to 
set up a special loading rack for them 
Two-Way Merchandising 

The best way to promote sales. 
Gibbs believes, is to have your custo- 
mers for friends, and vice versa. He 
remarks that half his fellow members 
of Kernwood Country Club are his 
customers—but he didn’t ask them for 
their business. They asked him. 
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‘A quick decision helps a hell of a lot’ 


“Personal contacts and good will 
bring in 75% of this business,” he 
estimates. Gibbs maintains them by 
his community activities, including 
membership in Rotary, the Shriners 
and the Elks. Playing plenty of golf 
and bridge doesn’t hurt, either. 

When your customer is your friend, 
he’s likelier to tell you about com- 
petitive offers, Gibbs finds. He says 
his customers almost always give him 
a chance to meet competition instead 
of switching suppliers without saying 
a word. 

The Shrewd Side — The friendly 
approach isn’t the only way Gibbs 
brings in business, however. He's 
shrewdly put motor boats and small 
yachts for sale in front of his bulk 
plant on highly traveled U.S. Route 1, 
to draw the attention of motorists on 
the sea-minded Massachusetts North 
Shore. 

He’s building a new service station 
there, and its modern design will in- 
clude a glass-front boat showroom. 
“But it may not always be boats,” says 
Archie Gould, Gibbs’ general man- 
ager. “It depends on what will draw 
people. It might be helicopters in a 
couple of years.” 

Gibbs’ advertising goes mostly for 
heating oil. His selling points in- 
clude a budget system and Delco 
burner sales. The budget plan calls for 
ten equal payments over a ten-month 
period, regardless of fill. He settles the 
difference with the customer at the 

(Continued on next page) 
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‘Personal contacts bring in 75% of this business’ 


(Story begins on page 98) 
end of the season. 

Gould, who runs Gibbs’ heating oil 
sales, says the burner line has been 
responsible for a lot of increased 
volume. “The best way to get a 
full-price customer is to start him off 
with a burner installation,” hé com- 
ments. 


Operation Facelift 


Remodeling and reorganizing take 
up much of Gibbs’ time these days. 
Top priority goes to his bulk plant 
and office, on which he expects to 
spend $60,000. 

The office building will get a mod- 
ern outside and a roomier inside. 
There will be at least 25 rooms, in- 
cluding separate offices for Gibbs and 
his managers, five sales offices, and 
plenty of space for bulk plant and 
heating oil operations. 

The space is sorely needed. Gibbs’ 
present office, about ten ft. square, 
is half-filled by his desk. However, 
that doesn’t stop up to half a dozen 
managers and salesmen from using 
it as a meeting place. It’s so crowded 
that one of Gibbs’ customers told him, 
“Henry, I’d rather do business with 
you in South Station” (Boston’s main 
railroad terminal). 

The office building is being redone 
piecemeal to enable all departments 
to keep functioning. The operations 
department will be finished this fall, 
and the whole building should be 
completed a year from now. 

A new warehouse for burners and 
boilers is also under construction. It 
will be half again as large as the pres- 
ent warehouse, which Gibbs will con- 
tinue to use for service station equip- 
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ment and packaged products. It’s 
being built on a hill that has been 
stepped and graded; the level in front 
of the warehouse is being cemented 
so a fork-lift truck can run on it, to 
load burners and barrels on trucks on 
the next lower level. 

The warehouse has one wall from 
which two brick sections can easily be 
removed to make truck entrances, so 
Gibbs can use it for a garage if he ex- 
pands his fleet. The cemented area 
will be a ready-made driveway once 
ramps to the lower level are added, 
and another warehouse can be built 
on the next higher step. 

Stations, Too—Remodeling is noth- 
ing new to Gibbs. In 1950 he started 
a facelifting program for all his ser- 
vice stations that’s still running. It’s 
been worth the expense to Gibbs: 
“Every time we did something to a 
station, we gained volume,” he says, 
“and every station has shown a gal- 
lonage increase.” 

That program followed Tidewater 
designs for cement-block buildings 
with stucco finish, to replace some 
really ancient stations. When Gibbs 
finishes the modern station at the 
bulk plant, he expects to start on more 
dramatic designs for his other stations. 

In keeping with that idea, his future 
station expansion calls for building 
more than buying (he’s spent about 
$305,000 on both building and re- 
modeling since 1950). Gibbs is plan- 
ning two new stations a year, to be 
built mostly by his fuel oil drivers 
during the off season. The new ware- 
house is being constructed the same 
way. 

Gibbs thinks his building system is 
beneficial to both himself and the men. 


‘South Station would be less crowded than this’ 


He saves on labor and contracting 
costs (and the men do a better con- 
struction job, he says). The drivers 
have sure year-round employment. 


New Look in Management 


Gibbs, who’s 46, has a young man- 
agement team. (See page 214 for more 
about Gibbs.) Except for office 
manager Art Cohen, his top hands are 
40 or younger—though men like 
Archie Gould and gasoline sales super- 
visor Sully Bloom have been with him 
close to 20 years. And Gibbs has two 
sons, 20 and 16 years old, who are 
expected to take over the business. 

Now he’s looking for an older man 
with major-company experience to 
come in as administrative assistant. His 
job will be primarily to help train 
Gibbs’ sons and give the other man- 
agers the benefit of his supplier ex- 
perience. 

The administrative assistant will also 
work on new management procedures, 
new station designs, the places where 
profits can best be increased. He’ll free 
Gibbs to concentrate on big decisions 
and basic policy. “He'll stay at his 
desk,” Gibbs says. “I don’t want him 
for new business, but to co-ordinate 
what I’ve got.” 

Gibbs finds that good employe 
benefits are worth their cost in pro- 
ducing good management and good 
sales effort. In winter, his payroll goes 
up to 70 employes, for whom he pro- 
vides group insurances; 12 days sick 
leave and two weeks’ vacation after one 
year; three weeks’ vacation after ten 
years; and low-cost loans when they’re 
needed. He keeps their pay at least 
level with the scale of his largest in- 
dependent competitors. a 
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Make Your Dealers Part of the Family 


That's Sunset Oil's philosophy. Dealers are kept 
well-informed, free of many of the usual operating 
responsibilities. Result: Dealers earn big money 


SERVICE STATION dealers are like 
most other humans, Sunset Oil Co. 
finds. They like to feel they “belong.” 
They want to feel part of the company 
whose products they sell. Making sure 
dealers do feel this way is the top or- 
der of business in the Sunset organiza- 
tion. 

The effort to establish this esprit de 
corps has paid off in making Sunset 
perhaps the largest independent in San 
Antonio, and one of the biggest pri- 
vate brand jobbers in the state of Tex- 
as. In Texas, where it’s no joke to be 
little about anything, being the biggest 
of the big is quite an accomplishment. 

Sunset has been in business in San 
Antonio only since 1941. Partners A. 
L. Braden and R. M. Kendrick started 
out in the fall of that year with one re- 
tail outlet. Today they sell over 1-mil- 
lion gal. of gasoline a month through 
38 stations, and their over-all motor 
oil ratio stands at 1.19, well above the 
1.10 national average. 


The Dealers Make Money 


That makes it easy to see how suc- 
cessful Sunset’s merchandising has 
been. And the company’s merchandis- 
ing policy revolves completely around 
its dealers, who are equally successful: 
Sunset dealer earnings run from about 
$400 to $1,600 a month, depending on 
the station and the men. The average 
Sunset dealer income is about $700- 
$800 a month, says merchandising 
manager George Gaensler. 

No Contracts — Dealers take on a 
Sunset station on what Gaensler calls 
an “open agreement.” In other words, 
there is no contract between the two 
parties. 

“We find our dealers are just as hap- 
py to work with us on this basis, and 
so are we,” Gaensler says. “A number 
of them have been with us since the 
very beginning of the company. Not a 
single dealer has dropped out of the 
Sunset organization in the past two 
years. In fact, I suspect we have the 
lowest dealer mortality rate of anv 
company in this area.” 

One reason the company has so 
little trouble in getting its dealers on 
a no-contract basis is that most of 


them come up “through the ranks.” 

“We seldom go outside to get a new 
dealer,” Gaensler remarks. “We keep 
our eyes open for bright-eyed at- 
tendants in our stations who look like 
they might be ready for a station of 
their own. 

“Since we seldom open new sta- 
tions now, and our old dealers stay 
with us, we seldom have an opening,” 
Gaensler remarks. “But when we do, 
we generally elevate one of our sta- 
tion attendants.” Gaensler has four 
men now waiting for a dealership to 
open. 

Expenses Paid — When a new deal- 
er is put in a station, money is no 
problem. “We look for the man who 
can run a station and make money for 
both of us,” says Gaensler. “We build 
the station and put all equipment 
in it. The products inventory is no 
problem for the new dealer. If he does 
not have the capital to buy it, we just 
carry him on our books until he does 
pay for it.” 

Sunset dealers are also left as free 
of a small businessman’s normal oper- 
ating worries as possible. Except for 
hiring and paying their own crew of 
helpers, they have few running costs 
to worry them. Most of their bills are 
taken care of by Sunset. 

That includes lights, water, rent, 
telephone, and even such incidental 
things as light bulbs. The company 
even has a man who makes periodic 
checks of the stations, replacing bulbs 
for the dealers. Station lighting is im- 
portant in Sunset’s operations: over 30 
of the company’s stations operate on a 
24-hour basis. 

Besides the utility bills and other 
expenses, Sunset also does all station 
paint work. A full-time paint crew 
stays busy painting the 38 stations. 

The dealer is asked to help buy the 
white uniforms worn by Sunset at- 
tendants, but this is a minor item 
since Sunset pays half the cost. 


Holding the Good Ones 


Though their incomes are high, Sun- 
set operators work on a smaller mar- 
gin than do most dealers handling oth- 
er brands. Sunset pays them a flat 3¢ 
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gal. for both premium and regular. 
But the dealers get all the profits from 
service work, plus a good return on 
motor oils. Sunset buys some 18 dif- 
ferent brands of oils in carload lots, 
resells to its dealers in case lots of 50 
so the dealer can get the maximum 
discount. The company has no TBA 
line at the moment, but a few dealers 
carry their own TBA. 

And once a good dealer does take 
on a Sunset station, and works out to 
be a good merchandiser, Sunset does 
all in its power to hold him. If he 
needs financial aid, he gets it. There’s 
no set procedure on loans the com- 
pany might make to a dealer. Every- 
thing is done on an individual basis, 
according to each man’s needs and 
limitations. 

Another factor in keeping dealer 
morale high, the company believes, 
is the fact that almost all the commer- 
cial business Sunset does is funneled 
through its retail outlets. Sunset 
handles only really large accounts 
where full transport dumps are re- 
quired. On commercial accounts, Sun- 
set handles the credit work and car- 
ries the accounts for its dealers. 

Sunset does not, however, have a 
credit card of its own, and the com- 
pany does not carry any individual ac- 
counts a dealer may wish to extend 
credit to. Since an unbranded gasoline 
seller depends on the lower income 
brackets for most of his business, the 
company encourages the dealers to sell 
on a cash basis only. 

Though Sunset delivers direct to its 
stations from its source of supply, the 
dealers pay only once a week. They 
pick the day of the week they want to 
pay, then report to Sunset’s office to 
make their payments. This, Gaensler 
believes, helps the company’s opera- 
tions in two ways: 

e Drivers can maintain their sched- 
ules, since they aren’t held up wait- 
ing for the dealers to pay them. 

e The dealers get to talk over their 
problems at least once a week when 
they report in to pay their gasoline de- 
livery bills. 

There are times, despite all the deal- 
er aids and other rewards for a Sunset 
dealer, when one has to be “checked 
out.” When that time comes, Sunset 
steps into the picture and buys the old 
dealer’s inventory. Then the company 
deals with the new dealer. This, Sunset 
feels, cuts down on bickering between 
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the old and new dealers, speeds up a 
change in managers when one is ne- 
cessary. 


How Sunset Sells 


Where other private branders often 
rely on “gimmicks” and low prices to 
build up sales, Sunset seldom does. 
There have been a few times when 
the company “gave away” cars 
through its stations, and some outlets 
still hand out bubble gum, tops and 
other items “for the kiddies.” 

But such things as trading stamps, 
“free” dishes, and other more or less 
continuous and costly sales boosters 
are frowned on by the company. Sun- 
set also has a good reputation as far as 
prices are concerned among its com- 
petitors. The company’s stations usual- 
ly hold their prices within a couple of 
pennies of the major brand market. 
Unless, that is, others start trouble. 

Sunset’s management takes the at- 
titude that “gimmicks” and price cut- 
ting leave little room for either the 
dealer or the jobber to make money. 
They feel the whole secret of making 
or losing a buck lies completely with 
the service station dealer. 

That’s one reason merchandising 
manager Gaensler is now starting a 
program which he hopes to turn into a 
continuous training program for Sun- 
set dealers. He is donning a Sunset 
uniform and working in each station 
to show the dealers how to stress the 
importance of proper eye-appealing 
displays, bookkeeping and service. 

The dealer has been urged since 
Sunset’s beginning to go all out on 
service to customers. He and his at- 
tendants “try to be all over a custo- 
mer’s car before it stops rolling,” 
Gaensler says. No matter what other 
chores they might be doing at the 
time, everything is dropped to take 
care of a customer as soon as he pulls 
into the station. 

This can have attendants scooting 
around like jumping jacks at such sta- 
tions as the one Sunset- owns on 
Broadway in San Antonio. There are 
usually seven helpers plus the dealer 
during the week, and as many as 12 
attendants on week ends, at this sta- 
tion billed as “the biggest in the world.” 

The station has a total of 34 pumps, 
and 27,000-gal. underground storage. 
Built in 1951, at one time it pumped 
as much as 162,000 gal. a month. 
Business isn’t that good now, but it’s 
still high — 75,000 gal. a month. 
(Sunset has no plans for any more 
super-duper stations like this one. The 
average station now will have six to 
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eight pumps with 12,000-gal. under- 
ground storage.) 

Sunset stations sell cigarettes almost 
at cost just to pull in customers, and 
the company still keeps white gasoline 
and kerosene pumps at its stations pri- 
marily to draw in customers who 
might buy other products. 


Time Out for Play 


Sunset’s management feels the com- 
pany’s service station dealers need re- 
laxation away from their stations to 
keep from going stale. The company 
has several hunting and fishing leases, 
and lets the dealers have free use 
of these facilities — even encour- 
ages their use. The only thing a dealer 
must do is let Sunset know when and 
how long he plans to use one of these 
leases. Week-end parties are quite fre- 
quent for both company employes and 
the dealers, plus their families. 

“These parties are wonderful. We 
all get together, get to know each oth- 
er and become close friends. With our 
close relationship from such functions 
as these, our dealers can get anything 
that is bothering them off their minds,” 
Gaensler points out. 

In addition, twice each year Sunset 
has what Gaensler calls “real blow- 
outs.” One of these parties — barbe- 
cue, beer, door prizes — is held for 
the dealers and their station attend- 
ants. 

The other one is for dealers and 
Sunset employes. This is the one, usu- 
ally held each fall, where the dealers 
are told frankly what kind of business 
the company has been doing, and what 
future plans are. 

“We hold back no secrets,” says 
Gaensler. “We feel the more they 
know about our plans, the harder they 
will work to see that they are carried 
out. And with the high morale we 
have among our dealers, as the result 
of the things we do for them plus our 
close relationship, we have no trouble 
in getting plans carried out. 

“In fact, any time we offer a sugges- 
tion for improving sales or anything 
else, these boys snap it up without any 
grumbling. That’s because they know 
what we are driving at and they know 
the reasons behind our suggestions. 

“But one thing we steer clear of is 
telling the dealer how to run his busi- 
ness,” Gaensler adds. “We suggest. 
We don’t demand. 

“And we don’t keep close tabs on 
when they are in and when they are 
not in their stations. If a dealer de- 
cides he wants to take a day or two 
off, that’s all right with us. He knows 
we expect him to make a good show- 


ing at the station, and we figure he 
knows best how to make that good 
showing. 

“We try to let him operate as in- 
dependently as possible.” 


Partnership Pays Off 


When Sunset opened its first station 
Sept. 1, 1941, it marked the beginning 
of a partnership which has made a 
lot of money for A. L. Braden and 
R. M. Kendrick. 

Kendrick was a service station op- 
erator in San Antonio, and Braden an 
independent oil operator. Kendrick 
approaching Braden, pointed out how 
Braden’s money and his station ex- 
perience ought to produce a money- 
making jobbership. Braden agreed, 
and Sunset has been a money-making 
organization since. 

The partners did a lot of station 
building during the first few years, but 
have slowed down now. They believe 
they have good representation in the 
sections of San Antonio they want to 
market in (low income neighborhoods, 
main arteries. Revamping present sta- 
tions is the principal thing in their 
minds now. 

The two men are also partners 1n 
oil production. Braden handles this 
part of their business. Kendrick keeps 
tabs on Sunset’s operations. Gaensler, 
the present merchandising manager 
(who was hired just recently), is be- 
ing trained to take over the general 
managership of the company. 

Sunset, despite the name, plans to 
keep its place in the sun. Supply con- 
tracts have recently been signed with 
a major company. Now, Sunset sta- 
tions market a 97-octane premium 
and an 88-octane regular gasoline; pre- 
mium sales have gone up to 50% of 
total gasoline gallonage since the com- 
pany tied up with a major (they used 
to be 25%-33%). No plans are in the 
works for a third grade. Not yet, that 
is. 

“If all the majors go to a third 
grade, and we see we have to, we will,” 
says Gaensler. “We formerly didn’t 
pay too much attention to quality, 
but autombile advances have made 
it necessary for us to quit buying from 
some of the independent refiners we 
formerly bought from, and go the 
major-company route. 

“Our gasoline is now costing us 
more, but we want to hold our posi- 
tion in the San Antonio market. If it 
takes a still higher octane gasoline, 
we'll buy it. With our type of custo- 
mers, however, we can satisfy most of 
them for the next few years with 97 
and 88, we think.” * 
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How Gulf Revamped Texas Distribution 
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G ULF OIL corp. has almost com- 
pletely revamped its Texas prod- 
ucts distribution system over the past 
two years. In moves designed to cut 
transportation costs, reduce the num- 
ber of exchange agreements and pro- 
vide faster delivery for increased sales, 
Gulf has: 

e Closed two obsolescent refineries 
to make room for the system. 

e Converted a crude pipe line to 
products, started working its interest 
in another products line. 

e Spent more than $2.3-million in 
building seven new products terminals 
and bulk plants, remodeling two others. 

e Started planning to extend its 
building program further. 

This work has stirred the interests 
of other majors marketing in Texas, 
and with good reason. Gulf’s sales 
have been climbing, and all Gulf’s 
present activities are designed to keep 
them pushing upward. 


Time for a Change 


Taking up the Republican 1952 
battle-cry, “It’s time for a change,” 
Gulf’s marketing department went to 
management some three years back. 
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The trend to direct delivery, the fight 
for commercial business that meant 
low bidding, and constantly climbing 
octane ratings led Gulf marketers to 
feel they had to revamp their means of 
supplying their Texas consignees, job- 
bers and salaried bulk plants. 

Prior to 1954, the company was 
supplying points throughout the state 
from four refineries—at Corpus Christi 
(where it has an interest in Pontiac’s 
30,000 b/d plant), Sweetwater, Fort 
Worth and Port Arthur. In addition 
to these plants, Gulf had numerous 
“exchange agreements” with refiners 
in various places. 

Gulf felt there were several things 
wrong with this supply picture. The 
Fort Worth and Sweetwater refineries 
were becoming obsolete; they couldn’t 
keep up with the gasoline quality race 
without being modernized at consider- 
able expense. Quality was also a 
troublesome factor on some exchange 
agreements, where the small independ- 
ents couldn’t keep up. 

Aside from this, Gulf found time 
and again that transportation costs 
were squeezing the margin of profit 
too tight when it came to bidding on 
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Shooting for greater efficiency, 
Gulf took these FOUR STEPS: 


Closed down two refineries. 
Then, to compensate .. . 


Converted Mesquite pipe line 
from crude to products 


Began using its share of Casa 
products pipe line 


Built barge products terminal 
for lower Rio Grande valley 


commercial business. It also was dif- 
ficult, in many cases, to try much 
direct station delivery because of high 
transportation costs from a few scat- 
tered supply points. 


Pipeline Distribution 


Gulf closed both the Sweetwater and 
Fort Worth refineries early in 1954. 
At the same time, it converted a 
former Midland-Beaumont crude oil 
line into a products carrier. This line 
alone has replaced the two shutdown 
refineries and many exchange agree- 
ments in Gulf’s products distribution 
picture. 

Moving a step farther, Gulf also 
put to use its interest in a products 
line owned jointly with Sinclair Pipe 
Line Co. This line runs from Corpus 
Christi as far inland as Austin, with 
a branch to San Antonio. Then, to 
complete the picture, a barge products 
terminal was built at Harlingen to 
serve the lower Rio Grande valley. 

Gulf is now able to supply most of 
its wholesale distributors from the 
Port Arthur (245,000 b/d) and Cor- 
pus Christi refineries. There are still 

(Continued on next page) 
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‘It adds up to more than $2.3-million Gulf has 


spent just for terminals and bulk plants on two 


Texas products pipe lines .. . 


(Story begins on peg» 1923) 

a few exchange agreements at far- 
reaching points where the pipelines 
don’t go, but they’re not too important. 

Mesquite and Casa—The crude line 
Gulf converted is known as the Mes- 
quite Line. Ranging in size from 6 in. 
to 10 in., it starts at Lucas, right out- 
side Beaumont, where the company’s 
products tank farm is located a stone’s 
throw from the Port Arthur refinery. 
It moves northward to Lufkin and 
then heads west, passing close to the 
heavily populated areas of Waco, Dal- 
las and Fort Worth. It ends at Mid- 
land, but so far Gulf is using it only 
as far as Eastland, some 385 miles 
from Lucas. 

The Mesquite Line moves products 
at the rate of 10,500-12,500 b/d. 
Punpp stations are located at Lucas and 
Lufkin, which do most of the pump- 
ing, and at Weatherford. 

The Casa Line, which Gulf owns 
jointly with Sinclair, is 6 in. to 8 in. in 
size. It runs 189 miles from Corpus 
to Austin, with a pump station at 
Luling to push products to Austin and 
San Antonio. The part of the line 
running from Luling to San Antonio 
measures 49 miles. The Casa moves 
between 14,500 and 15,000 b/d of 
products. 

Both lines carry a variety of prod- 
ucts—gasoline, kerosine, diesel fuel 
and No. 2 fuel. Kerosine blocks are 
put into the line before and after 
tenders of diesel, No. 2, and gasoline 
to prevent comingling of products, 
and double checks are made at receiv- 
ing terminals to assure there’s no im- 
proper mixing. 


Terminals: Fancy Figures 


Mesquite Line terminals and bulk 
plants, including district offices in 
some cases, have been built since 1954 
at Lucas (cost: $168,000); Dawson 
($146,000); Fort Worth ($455,000): 
and Eastland ($226,000). 

Terminals along the Casa Line are 
located at Victoria ($164,000); Austin 
($331,000); and San Antonio ($344,- 
000). Throw in another $174,000 for 
the new barge terminal at Harlingen, 
and $343,000 for remodeling the 
Houston barge terminal, and it all 
adds up to more than $2.3-million 
Gulf has spent just for terminals and 
bulk plants. 
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All these terminals are as modern 
and up-to-date as Gulf could make 
them. Most are designed to function 
on a five-day work week (though some 
are now working five and a half days), 
thanks to adequate storage space and 
fast delivery systems. Deliveries can 
be made on an automatic and unat- 
tended basis if necessary (for a close 
look at the San Antonio terminal, see 
p106). 

More Terminals?—There are un- 
doubtedly other terminals or take-off 
points planned on Gulf’s Mesquite 
Line, although the company says no 
such plans are in the works at this 
time. It all depends on demand in 
particular areas which the line travels 
through or near. 

One place where one could con- 
ceivably go in the future is in the Luf- 
kin area of East Texas, where Gulf’s 
sales have been showing a particularly 
good increase. Right now, products 
are hauled into the Lufkin area from 
points along the line, though the line 
goes right by the town. 

But for economic reasons, you don’t 
put terminals in an area just because 
you have a pipe line going through it. 
Terminals cost money to put in, and 
they cost money to operate. 


Speculation—And Sales 


While Gulf is concentrating now on 
finishing its terminals (all are in opera- 
tion but final touches are being put 
on some), it’s a good bet the company 


“Next time you try one of these trick 
refueling stunts, count me out!” 


is keeping in mind that it has a pipe 
line not being used from Eastland on 
out through West Texas to Midland. 
Part of the line, in fact, has already 
been “cleaned.” (When you have run 
crude through a line, it has to be put 
through a cleaning process before you 
can convert it to a products carrier.) 

For more speculation (although 
Gulf is not saying it will or will not 
do this), there might be a chance of 
extending the Mesquite Line from Mid- 
land on out into New Mexico. At 
least, in talking with Gulf marketing 
and transportation people, you get the 
idea that it’s possible. 

But with the setup Gulf now has, 
the company can economically serve 
the more thickly populated areas of 
the state, with its own products. Only 
in the area between Eastland and New 
Mexico, and in the very thinly popu- 
lated area around the Pecos River, are 
exchange agreements necessary. 

This heavy coverage of Gulf’s is 
causing other companies to keep a 
close eye on the company’s gallonage 
gains. A “weak” third in total gasoline 
sales two years ago (according to state 
tax paid figures), Gulf is now strongly 
entrenched in that spot. And, the com- 
pany is giving every indication it plans 
to give Humble (currently No. 1) and 
Texaco (No. 2) a battle for top 
honors. 

Gulf still trails the two leaders con- 
siderably, despite the fact that the 
company’s Texas sales neared 40-mil- 
lion gal. per month for the first time 
this summer. Claiming some 12.38% 
of the total Texas market for the first 
six months, the company was still well 
back of Humble (approximately 16% ) 
and Texaco (approximately 15%). 

But Gulf sold almost as much 
gasoline the first six months of 1956 
(216,306,811 gal.) as it did the first 
seven of 1954 (224,178,000 gal.). 
And some of the new terminals 
weren't in operation during part of 
that period. It’s what Gulf can do 
now, and what it may do in the future, 
that is causing the leaders to look over 
their shoulders at the company. 

There are, of course, many reasons 
why Gulf’s sales have been climbing 
besides the revamping of its distribu- 
tion. They include such things as an 
over-all national program of building 
and remodeling service stations, keep- 
ing closer supervision on_ stations 
through the revival of the company’s 
old “RCA” or retail commission agent 
plan, and others. 

But at the very least, the new ter- 
minals and pipe lines are helping 
Gulf’s Texans carry out the company’s 
national sales building programs. &@ 
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the word is upsurgent 


We made it up ourselves. It means you 
are freer to profit faster. It can be 

the word for your business, too, when 
your supplier is Ashland Oil & Refining 
Company. We offer you a plan for your 
business to allow you freedom of operation. 
Ashland Oil is recognized everywhere as 
the independent supplier of highest quality 
gasolines and petroleum products for 
independent operators who want to stay 
independent. Interested in becoming 


upsurgent? Call us now, 





ASHLAND OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 


ALTON, ILL., 2616 E. Broadway — BUFFALO, N. Y., 800 Ellicott Square — CHICAGO, ILL., 6 N. Michigan Ave. — CINCINNATI, 
0.. 1402 Federal Reserve Bank Bldg. — CLARKSVILLE, IND., 214 Center St. — CLEVELAND, 0., Standard Bidg. — DETROIT, 
MICH., Dearborn P. 0. Box 6025 — EVANSVILLE, IND., 2500 Broadway — FINDLAY, 0., P. 0. Box 210 — FREEDOM, PA. — 
LOUISVILLE, KY., 1202 S. Third St. — NASHVILLE, TENN., 5 E. Main — PADUCAH KY. — PITTSBURGH, PA., 711 Park Bidg. 


The Independent Brand for Independents 
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Swinging loading arms are one of the big time-savers in Gulf’s San Antonio terminal, and one of the secrets in. . . 


Keeping a Pipe Line Terminal Buzzing 


‘oo $344,000 TERMINAL on the 
Casa Line at San Antonio is typ- 
ical of the new plants Gulf Oil Corp. 
has built in Texas over the past two 
years (see story on p103). Its features 
include: 

e Speedy loading. It only takes 
eight or nine minutes to load an aver- 
age 5,000-gal. transport. 

e Automatically controlled ticket- 
printing meters. 

e Large storage capacity—3.1-mil- 
lion gal. 

e Floating roofs on gasoline storage 
tanks to cut evaporation losses. 

Speed—some 125,000 to 175,000 
gal. of gasoline move out of the San 
Antonio terminal every day, and the 
plant is designed to handle consider- 
ably more. (It runs 16 hours on week- 
days, half a day Saturdays.) The load- 
ing racks accommodate four trucks 
simultaneously. Products can be loaded 
at rate of 500-600 gal. a minute. 

Meters — Product moves through 
meters that automatically start and 
stop the flow according to the par- 
ticular withdrawal figures set on them. 
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Chey also print the number of gallons 
withdrawn on a ticket, plus the code 
of the product loaded. This helps in 
bookkeeping and serves as a double 
check to assure that no products will 
be mixed. 

While the meters control product 
flow automatically, the loader must 
keep a valve pulled. This is done so 
operations can be stopped immediately 
in case of fire or other emergency. 
The automatic meters could enable 
the terminal to operate at night with- 
out a dispatcher, but this has not been 
done so far. 

For pipe-line deliveries into the ter- 
minal, there are two receiving meters. 
This speeds up product delivery and 
enables partial receiving operations to 
continue if one meter should break 
down. 

Storage — The terminal’s storage 
capacity includes 1.5-million gal. of 
premium gasoline, 700,000 gal. of reg- 
ular, and 450,000 gal. of kerosine and 
diesel fuel. There are also three 15,- 
000-gal. tanks for solvent storage. 
Other Gulf and Sinclair Oil Corp. ter- 


minals are served by the same pipe 
line, so San Antonio superintendent 
E. J. Wisdom must figure his stock 
needs 30 days before delivery, have 
enough storage to tide him -over if 
necessary. 

The terminal, located on six acres 
of a 26-acre tract Gulf owns, includes 
a ground level warehouse 100 ft by 
180 ft. Packaged products are pal- 
letized there for quick and easy load- 
ing. This serves Gulf as a TBA dis- 
tribution center for one-third of Texas 
(the other two points are at Austin 
and Houston), and approximately 75 
Gulf consignees receive their TBA 
from the terminal. 

In addition to terminal operations, 
the San Antonio plant serves as a bulk 
plant for the San Antonio and Bexar 
County area, serving 21 points within 
a 150-mile radius. A district office is 
being constructed there, to go with the 
present building for superintendent. 
dispatcher and clerks. There is also a 
motor repair shop for minor adjust- 
ments; heavy repairs are contracted 
out. 
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under tank on truck of James W. Tolbert, Waukesha, Pure Oil jobber. 


GORMAN-RUPP CENTRIFUGAL PUMPS THAT PRIME FOR 
Faster Deliveries! Surer Performance! 


WAUKESHA DEALER’S TRUCK DUAL-EQUIPPED WITH PTO UNITS 


Time is of the essence in delivery of petroleum products. One 
extra truck trip per day can mean a large difference in profits. 
And equipment breakdowns can prove costly. 

That is why so many are turning to Gorman-Rupp Centrifugal 
Pumps That Prime. These small, light weight pumps get the 
petroleum products delivered with top speed . .. and without loss 
of pay load caused by excess dead weight. Sturdily built, their 
design is simple. Owners are impressed with their trouble-free 
dependability. Sure, positive priming. Safer—no check valve. 







Ask your Gorman-Rupp Distributor for a demonstration. 


THE GORMAN-RUPP COMPANY 
305 Bowman Street * Mansfield, Ohio 






UNSURPASSED 
FOR PUMPING FAST 
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Twin installation of Models 01144A-GL and 014A-GR mounted on rack 


Dual 59% PTO drives both units 
from 1956 Chevrolet truck engine. 

















These 114” x 114” pumps weigh only 
32 lbs. each. 
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Sam Reeve was broke eleven years ago. Today he knows the secret of . . . 


More Profit for You and Your Dealers 


e Dealer Sam Reeve earns $18,000 a year 


e Annual sales are nearly $500,000 and rising 


e Gallonage topped the million mark last year 


e Here's how Reeve did it... 


“SERVICE is all I have to offer,” says 
Sam Reeve. “If it’s good enough, I'll 
get the business.” 

It’s better than good, say Reeve’s 
1,250 regular customers. It’s murder, 
say his competitors. Reeve’s Standard 
service will plough your driveway, lend 
you a car, chase your stray dog, and 
check your house if you’re away on a 
trip. 

The charge? Nothing—all free. It’s 
part of the complete customer care 
that has helped bring Sam Reeve from 
rags to moderate riches in eleven years. 

When Reeve opened his station in 
Birmingham, Mich., in 1945, Standard 
of Indiana advanced him the initial 
$5,000. It even gave him the change 
to keep him going the first few weeks. 
Throughout the first year, he did 6,000 
gal. a month. 

Reeve had spent two years as a 
Standard salesman. He had seen at 
first hand the opportunities many 
operators were missing just because 
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some of the services and ideas “cost a 
few bucks.” Then—as now—he was 
willing to do almost anything to get 
and hold a customer. 

His success is something of a legend 
in Standard circles. Last year his gross 
sales were $455,000. His gallonage 
was 1,056,828. For every gallon of 
gasoline sold, 42.9¢ flowed into Sam 
Reeve’s cash registers. His station em- 
ployed thirty-six men and was open 
twenty-four hours a day, every day of 
the week. 

What was different about his opera- 
tion? Sam Reeve did his selling off 
the driveway. Over the years he built 
a chain of free services so complete 
and so convenient that, as he puts it, 
“sales to my customers almost take 
care of themselves.” 

Reeve says he could boost his 
$18,000-a-year income to $30,000 by 
cutting back some of the free services 
he now offers. But he’d rather be 
sure of that figure for the next twenty 


years, than skimp on services and lose 
customers. 


Services That Sell 


No competitor has been able to 
crack Reeve’s customer loyalty. Several 
operators have opened up across the 
street. They went under when they 
found they couldn’t match the array 
of free services Reeve offers. 

Small wonder. A quick check turns 
up these features at Reeve’s station: 

e All customers — regular and 
transient—get a royal welcome. Three 
salesmen run out to meet every car at 
the pump island. All windows are 
cleaned before an order is taken and 
the front end is checked. 

e Reeve’s rest rooms are air-con- 
ditioned and spotless. A Reeve em- 
ploye checks and cleans rest rooms 
every 30 minutes. 

e Daily and Sunday newspapers are 
on sale. 

e A lube and oil-change follow-up 
post card system reminds a customer 
he needs service at ‘east every thirty 
days. 

e To back up the reminder cards, 
Reeve offers free pickup and delivery 
service for all cars to be serviced or 
repaired. 


(Continued on page 110) 
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Personal touch—Salesman checks name of customer in 
sales book after spotting numbered credit tag on car 





House detective—Reeve picks out key, preparing to 
make daily check of house of vacationing customer 





Treasure chest—Goods move fast, but two Reeve 
stockrooms hold normal inventory of more than $25,000 
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Royal welcome—Three salesmen hustle to car, clean 
windows, raise hood, before taking customer’s order 









. 
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Money-saver—Reeve talks with full-time bookkeeper, 
who introduced enough economies to pay his own way 





Cool and clean—Air-conditioned rest room is scrubbed 
every 30 minutes by Reeve employe 
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Story begins on page 108) 

e Vending machines offer candy, 
0p, ice cream, coffee, cocoa, hot 
soup, cigarettes, and ice. 

e A thriving specialty sideline in- 
cludes crab-grass spray, insect bombs, 
waxes and many other items. Much of 
this business is done with women, who 
form 60% of Reeve’s clientele. 

Most good stations, of course, in- 
clude some or all of these services. But 
for Sam Reeve, they’re just the cake. 
Take a look at the frosting. . . 

Unique Services—Most of Reeve’s 
patrons are in Birmingham’s upper in- 
come, two-car level. Their homes cost 
$35,000 or more, many employ chauf- 
feurs. They demand—and get—the 
best in services. 

Reeve insists there was no master 
plan behind the accumulation of free 
services. Like Topsy, they just grew. 
All Reeve had was a willingness to do 
something extra, to go another mile, 
and comply with any reasonable re- 
quest from a customer. “You don’t 
run a service station. You wear it,” 
is his way of putting it. Here are some 
of his extras: 

e A courtesy car is at the disposal 
of all customers. When a car is laid up 
for repairs, or when a housewife is 
stuck for transportation, the car is 
hers, gassed and ready to go—free, of 
course. 

e A courtesy pickup truck is also 
available for customers. It’s often used 
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a 
From headquarters in salesroom, dispatcher contacts one of Reeve’s four 
wreckers and three jeeps equipped with two-way radio 


for moving furniture, and may be out 
of the station two or three days at a 
time. Reeve says the two vehicles have 
more than paid for themselves in good 
will. 

e The station is bicycle headquart- 
ers for youngsters. Tires are fixed free. 
lube “problems” solved. 

e Gifts go out at Christmas to all 
credit customers. Last year Reeve 
gave away 300 thermometers that cost 
him $4.90 apiece. During the year, 
give-aways included ball-point pens 
and needle threaders. 

e When the snow piles deep in 
Birmingham, Reeve’s men are out in 
his three jeeps and two tractors plow- 
ing the driveways of all credit cus- 
tomers without charge. Even in light 
snows, when Reeve does not send out 
crews, a customer may have the serv- 
ice on request. If a customer is away, 
his drive is plowed just the same—to 
give the appearance that someone’s 
home. The jeep-plows also clear neigh- 
borhood skating rinks free. 

e A vacation-bound customer can 
drop his house keys at the station. 
Reeve will check the house personally 
every day, take in the mail, double- 
check the furnace, and turn on one 
light at night. 

e For those who travel by air, there 
is airport taxi service. One of Reeve’s 
men will drive the customer to the 
airport in the family car and wait until 
the plane takes off. Then the car is 


serviced and returned home. 

When the family is ready to fly 
back, they wire Reeve telling him the 
arrival time. Out comes the car. It’s 
dusted off, checked again, and driven 
to the airport to meet them. For the 
whole service, the only charge is for 
labor and parts actually used on the 
car. 

e Miscellaneous services range from 
the delivery of cracked ice for a cock- 
tail party to shopping errands for a 
harried housewife. Flowers are sent 
for illness or death in a family. Stray 
dogs are picked up in a jeep and re- 
turned to their owners. Reeve, it is 
said, knows most of his customers’ 
dogs by name and family. 


Everything for the Customer 

Breathtaking? Most of Reeve’s proj- 
ects are. Take his credit system, for 
example. Of more than 1,250 regular 
customers, 736 hold credit cards— 
better than 50% of his business. More- 
over, at least 20% of those are carried 
by Reeve himself. 

Even in the credit system, there’s a 
special Reeve gimmick. All accounts 
are given a numbered brass tag for 
their license plates. A new attendant 
can spot the credit number as a car 
rolls in, check it quickly against a sales 
record in a correspondingly numbered 
rack, and call the customer by name, 
even though he has never seen him 
before. 

Most customers have their tags 
changed when they buy a new car or 
license plate. For those who forget, 
Reeve keeps a duplicate set. Car deal- 
ers sometimes call to ask if Reeve 
wants a set they’ve found on a car 
taken in trade. Tags cost $90 for 300. 
For Reeve, this is a dividend-paying 
investment, not a burdensome ex- 
pense. 

Credit losses are low, and getting 
lower since the addition of a full- 
time bookkeeper to the station com- 
plement. In 1953, losses stood at 
$2,300. They dropped to $1,900 in 
1954, the bookkeeper’s first year. By 
1955 losses were down to $500. 

Reeve keeps close tabs on his cus- 
tomers. When one fails to appear 
regularly, he asks why. Quick apologies 
are in order if something is wrong, and 
an honest promise is made to remedy 
the situation. Reeve believes the cus- 
tomer is always right—and proceeds to 
prove it. 

Reeve also does an_ exceptional 
transient business. Many tourists— 
particularly vacationers traveling on 
Route 24—become summer regulars. 

Cost of Services—Reeve estimates 
it costs him about $6.26 a year to get 
and hold a customer. 
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But Reeve believes every cent of the 
more than $5,000 he spends each year 
on his extensive services is well worth 
while. “Sure I could charge my cus- 
tomers for these things,” he says. “But 
I don’t want their money. I want their 
business.” 


Equipment for the Job 

Twelve pumps front the Reeve sta- 
tion. Two are for Benzol, a private- 
brand gasoline that Reeve handles as a 
courtesy. The station has a 14,000 gal. 
storage capacity: 4,000 premium, 
8,000 regular, 2,000 Benzol. About 
5,000 gal. of Benzol are sold each 
month. 

Three service bays are used for 
lube jobs, oil changes, and light engine 
repair work. A fourth bay is strictly 
for car washes. Brake drum reliners 
were recently added to the list of sta- 
tion equipment. 

The station building also contains a 
salesroom, Reeve’s office, the office of 
his bookkeeper and two large stock- 
rooms—one for TBA and one for 
cases of oil and other bulk items. The 
stockrooms regularly carry an inven- 
tory of more than $25,000. Supplies 
include batteries—usually about 80— 
fuel pumps, generators, carburetors, 
and almost any other replacement item 
a car might need. 

Reeve’s four wreckers and three 
jeeps are radio equipped and dis- 
patched from the salesroom. On heavy- 
traffic weekends, the wreckers are 
spotted at strategic locations for quick 
trips to the scene of an accident. The 
jeeps stand by for road service calls. 
From the seven vehicles, Reeve grossed 
$6,400 last year—exclusive of TBA, 
replacement parts and labor. 


The Payoff 


Sam Reeve still hasn’t reached the 
plateau. His yearly gallonage continues 
to rise. In 1948, he sold 532,462 gal. 
In 1950, it stood at 721,685. By 1954, 








How Reeve Picks 


Reeve looks for a man without 
too much station experience. He 
wants to break a man into his own 
way of doing things. Previously- 
learned habits—good or bad—are 
hard to “unlearn.” 

Each prospect completes an appli- 
cation. This gives Reeve background 
information, and helps him judge 
whether the man writes and spells 


fluently. A high school education. 


is a must. Detailed records are a 
part of station operation. A man 
must at least know elementary math. 





it was 916,462, and last year it boomed 
over the million mark. Next year, 
Reeve conservatively estimates a 10% 
gallonage rise. 

From the multitude of goods and 
services, you get a picture of balanced 
selling that is the dream of every sales 
promotion manager. Here’s a break- 
down of station income last year: 


Gasoline sales $336,000 
Oils & greases 15,600 
Tires 11,400 
Batteries 3,100 
Misc. Accessories 31,600 
Vending machines 12,400 
Wrecker fees 6,400 
Repair Labor .. 37,300 


Miscellaneous accessory sales will 
probably rise 50% this year, Reeve 
says, because fewer families in the 
neighborhood are trading in their cars. 
Repair labor is running nearly 50% 
ahead of last year. 

This has been Reeve’s best tire and 
battery year. In 1955, he reached peak 
sales of 350 tires and 250 batteries. In 
the first half of 1956, he moved nearly 
250 tires and 150 batteries. Since the 
new-tire field is so highly competitive, 
most of Reeve’s tire profit comes from 
the sale of trade-ins. 

Last year the station sold $2,000 
worth of crab-grass spray, insect 
bombs, and other specialty items. In- 
sect bombs normally retail at 98¢. But 
at the beginning of the vacation sea- 
son, Reeve stocks up on case lots and 
sells them for $10.50 per dozen. 

Motor oil sales have jumped from 
8.9 gal. per 1,000 gal. gasoline in 
1955 to 12.2 gal. per 1,000 gal. gaso- 
line. Reeve expects to move 12,000 
gal. of motor oil this year. He buys 
cases of motor oil in carload lots, gets 
it 4¢ a gal. cheaper than in case lots. 


The Reeve Philosophy 
Customer loyalty is his best security, 

says Reeve. He does everything within 

his power to hold it. If one customer 


His Men 


Appearance is important, too. If 
a man is sloppy, unshaven, or if he 
slouches, his chances for a job are 
slim. A man’s speech and actions 
usually tell Reeve if he is good 
salesman material. 

The first three or four days the 
new man sticks with Reeve to see 
how the station works. He spends 
another three or four watching the 
routine of the island boss. After 
that, he should be able to do a bang- 
up job—if Reeve has been right 
in his selection. 
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leaves him, he reasons, chances are 
that two or three more will follow. 

The best way to keep happy cus- 
tomers is to have happy employes, he 
believes. The customers trust his men, 
and Reeve is especially careful about 
the kind of man he hires. 

Case in point: Reeve’s car washer. 
A wash costs $1.50, of which $1 goes 
to the employe. A polish costs $15— 
the employe gets $10. Forty to fifty 
cars are handled each day, and a 
washer can make up to $9,000 a year. 

There are two shifts of seven island 
salesmen. Each shift has an island 
boss. Two men work the graveyard 
shift from 11 p.m. to 7 a.m. All sales- 
men are salaried—$81 to $100 a week. 

Salesmen also receive commissions 
on all sales and a special bonus of one 
dollar for each tire or battery sold. 
Island bosses earn $100 to $125 per 
week plus 5¢ on each tire or battery 
sold by one of their crew. They also 
get a 5% override on salesmen’s com- 
missions. 

Punchy Profits—There are also two 
shifts of seven mechanics, supervised 
by a service manager. Mechanics are 
paid the same salary as salesmen and 
also receive 5¢ for each set of spark 
plugs installed. Reeve also uses a 
punchboard incentive system worth 
about $20 a month for the top man. 

There is still a third bonus for 
mechanics. The service manager is 
paid $150 a week plus 5% of the total 
shop income. In turn, he splits 25% of 
that with the mechanics. 

Other Reeve employes—two stock- 
room clerks, a restroom attendant— 
share in regular employe benefits. 
After a year, they get two weeks paid 
vacation and a hospital insurance plan 
for which Reeve pays half the cost. 

The bookkeeper is paid $650 a 
month. In the two years he has been 
with the station, Reeve figures, he has 
paid his own way in economies ef- 
fected. 

Once a week, Reeve holds a bull 
session with his salesmen. The ses- 
sion is recorded and later, as he plays 
back the gripes and suggestions, Reeve 
often hits on ideas for improving the 
operation still further. 

The Man Behind It—Eleven years 
ago, Sam Reeve worked sixteen hours 
a day, seven days a week. Today he 
works only nine or ten hours a day, 
six days a week, and spends more 
time with his wife and two sons in 
a $55,000 ranch-type home. 

As a sign that he has finally ap- 
proached the peak he set for himself 
years ago, Reeve plans to fly with his 
wife to Acapulco, Mexico, for three 
weeks—his first vacation in twelve 
hard but rewarding years. a 
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Independent dealers, like Bertie Miller, and company agents, like J. O. Roebuck, are scratching their heads as . . . 


Britons Ponder the Big Petrol Puzzle 


HAT’S THE BEST way to sell 
petrol to an Englishman? 

British oil companies, independent 
service station operators and accessory 
manufacturers are now waging a vig- 
orous fight over that question. 

The controversy has ranged over 
such diverse subjects as disappearance 
of multi-brand stations, TBA tie-ups, 
tipping, service and women attendants. 

Goodbye, Split Pump—Under the 
influence of American-owned compa- 
nies, independent stations selling more 
than one brand of gasoline are disap- 
pearing rapidly from the British scene. 
Five years ago, Britain’s retail outlets 
were almost entirely split-pump sta- 
tions. Today, 22,000 of the country’s 
25,000 service stations are company 
stations. 

Fighting a rearguard action against 
this phenomenal growth of so-called 
“tied” stations are a number of inde- 
pendent operators, supported by the 
Motor Accessories Manufacturers 
Assn., formed by a small group of ac- 
cessory firms early this year. 

Announced objective of MAMA is 
to halt TBA tie-ups between the oil 
companies and their dealers. But the 
major oil companies suspect that the 
true objective is somewhat different. 

Guiding light in the formation of 
MAMA was C. C. Wakefield & Co. 
Ltd., the lubricating firm that manu- 
factures Castrol, an oil popular in 
England and well-known to sports car 
owners in the United States. Wake- 
field’s concern is not with the TBA 
equipment but with the agreements 
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that restrict company stations to the 
sale of company motor oil, thus shut- 
ting the door on Wakefield, which 
makes only lubricants. Its chief op- 
ponent is Shell-Mex and British Petro- 
leum Ltd., which markets the most 
popular brand of gasoline in England. 
Shell-Mex and BP is jointly owned 
by the Royal Dutch Shell group and by 
British Petroleum Ltd., in which the 
British Government has a major inter- 
est. 

Shell-Mex and BP do not control 
purchases of TBA items on either com- 
pany-owned or dealer-owned stations, 
but the firm does follow a restrictive 
policy on motor oils. 

The company says: “These are nor- 
mal commercial arrangements on the 
basis of mutual advantage . . . Shell- 
Mex and BP do not withdraw supplies 
of their products from those already 
using them who do not accept the sales 
agreements, but naturally they do not 
create new competition against those 
who have done so.” 

Simon J. Vos, chairman of Regent 
Oil Co., says the fact that companies 
specify that only their own lubricating 
oils can be sold in company stations is 
not a restrictive practice but a “normal 
commercial agreement”. 

American-owned firms such as Esso 
and Socony Mobil do not restrict their 
dealers in the sale of either TBA items 
or motor oil, although they use a re- 
bate system to encourage the sale of 
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company lubricating products. 

“Our fight,” says a spokesman for 
MAMA, “is not with the American 
firms; it is with Shell-Mex and BP.” 
Oddly enough, one of the chief sup- 
pliers of Wakefield’s base products is 
Shell-Mex and BP. 

The whole question of tied versus 
split-pump stations has been brought 
to public attention by the TBA contro- 
versy. Independent dealers who have 
been under pressure from the oil com- 
panies to sell their sites or sign ex- 
clusive agreements have joined the 
fight. 

More than one split-pump dealer 
says he has been threatened with cut- 
off of his gasoline supply if he did not 
sign an exclusive agreement. And not 
all of those who have signed are happy 
with company efforts to introduce 
American selling methods. 

American Revolution?—The whole 
question of American methods is 
looked on rather dourly by men whose 
stations often started as blacksmith 
shops and who ire no( at all convinced 
that an Englishman wants service in a 
service station, 

Take Bertie Miller at Iver, in the 
county of Buckinghamshire. He can 
remember when Cecil Rhodes used to 
drive into the station (then a smithy) 
in one of the first automobiles in Eng- 
land. When you buy petrol from 
Bertie, he does not wipe your wind- 
shield, check your oil and water, or 
check your tires—unless you ask him 
to. 

“Man comes in here, wants me to 
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put juice in his tank,” says Bertie. “If 
I try to do anything else he tells me 
‘Go away, I want to get on with it.’ ” 

That is the attitude of many dealers. 
They feel that most Englishmen would 
regard such service as a nuisance—or 
feel that the attendant was trying to 
increase the tip. 

Unlike the U. S., tipping of service 
station attendants is common in Eng- 
land. Many take home up to £3 
($8.40) a week in tips. The reticence 
to appear to be working for a bigger 
tip undoubtedly is a factor that is slow- 
ing the introduction of American-type 
service in British stations. 

American-owned oil companies 
naturally have been the leaders in the 
effort to introduce service that will 
lure customers into their stations. It 
was, in fact, an American company 
that started the whole shift away from 
split-pump stations. 

Until 1948, distribution of gasoline 
still was handled in England by the 
wartime rationing organization, the 
Petroleum Board. Even as late as 1953, 
gasoline, although marketed under dif- 
ferent brand names, came from a com- 
mon source. 

Esso Changes Things—But during 
1951, Esso began to sign dealers to 
exclusive agreements even . though 
operating with pool-grade gasoline. It 
did this by offering them rebates on 
volume purchases, loans to fix up run- 
down stations, and training schools for 
station personnel. This was the begin- 
ning of the end for split-pump stations 
in England. 

Other companies followed suit and 
when the pool system ended in 1953, 
the spread of company stations was 
swift. One factor behind it was postwar 
building of oil refineries in the United 
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Over 15% of attendants are women. Marketers admit they’re good merchandisers, but repairs are something else 













Split-pump stations were widespread until 1951, when Esso started a trend 
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Tipping’s common, retards service: attendants fear charges of tip-gouging 
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“, .. If we said ‘Shall I fill ’er up, sir 
soon complain that the attendants were bullying them” 


Kingdom. Faced with a heavy demand 
for fuel oil and distillates, the oil com- 
panies wanted assured outlets for by- 
product gasoline. 

The companies believe that well- 
planned stations with American-type 
service will increase sales. Restroom 
accommodations are being pushed. 
(At the moment no more than 15% 
of British service stations have ade- 
quate restroom facilities.) Free uni- 
forms are provided. Architectural ad- 
vice is offered to encourage wide drive- 
ways and easily accessible pumps. 

Company officials such as T. W. W. 
Thompson, Mobil’s retail merchandis- 
ing manager, spend time actually work- 
ing as station attendants to see which 
American methods are applicable. 

Some, of course, cannot be fitted 
into the British tradition. When Mo- 
bil’s training school first started, it en- 
couraged attendants to ask the custom- 
er: “Shall I fill ’er up, sir?” 

“If we said that to our customers,” 
says a Mobil dealer, “most of them 
would soon complain that the attend- 
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to our customers, most of them would 


ints were bullying them.” 

Mobil has dropped the suggestion 
from its training course. 

rhe British motorist seldom fills his 
tank, in any event. The average fill is 
four gallons and dealers report that 
there are hundreds of one-gallon cus- 
tomers among drivers of small cars. 

And there is no English equivalent 
of “Give me a dollar’s worth of gas.” 
The Britisher orders by amount, not 
price. One reason for this may be the 
lack of computing pumps in the United 
Kingdom. It is estimated that no more 
than 20% of the pumps here are of the 
computing type. And if you have ever 
tried to multiply four shillings and six- 
pence by 4.3 gal., you know why most 
attendants encourage customers to 
order in even gallons. 

Credit card systems are still un- 
known, although several companies are 
toying with the idea. For one thing, 
there is no easy check in England on 
a customer’s credit rating. The com- 
panies also are not convinced that in a 
small country where a motorist usually 


has enough gasoline to get back to his 
“home” station, there is any need for 
credit cards. 

Service . . . vs. Tradition—The oil 
companies believe, despite numerous 
comments to the contrary, that the 
average Englishman welcomes service 


‘ along with his petrol. Esso has made a 


survey that indicates better service 
means better sales. Obviously, a station 
that checks the motorist’s oil stands a 
good chance of increasing its oil sales. 

But it has been a major problem for 
all companies to convince their dealers 
of this. It has been an uphill fight 
against British traditionalism. 

“Things are better this year than last 
but it still needs a lot of improvement,” 
says Mobil’s Thompson. 

All companies are backing up their 
dealers with national advertising, and 
Mobil has introduced its Economy 
Run to England for the first time this 
year. 

Distaft Question—Some dealers are 
convinced that the best way to sell 
petrol to an Englishman is to have 
women do it. More than 15% of 
Britain’s service station attendants are 
women. Just how efficient they are is 
open to question. 

“We think they do a fine job,” says 
a spokesman for Esso. 

“Let’s put it this way,” says the 
manager of Moons Motors Ltd., a 
Shell-Mex and BP station on Bucking- 
ham Palace Road. (He hires 10 girl at- 
tendants). “When a man gets nag, nag, 
moan at home, a little smile does won- 
ders in selling him petrol.” 

“Not for me,” says J. O. Roebuck, 
a successful Mobil agent in Houn- 
slow. “There are two kinds of service. 
There’s the beautiful girl with a lovely 
bosom. That is superficial. The other 
is real service to the motorist. All my 
forecourt attendants are capable of 
minor repairs. You can’t expect a girl 
to get under a car in the middle of the 
night to fix a waterpump.” 

One thing all dealers agree on. The 
British would buy more gasoline if 
taxes weren’t so high. The tax on an 
imperial gallon is the equivalent of 29¢ 
on a U. S. gallon. (An imperial gallon 
of premium grade sells for roughly 
64¢ and the dealer’s margin is about 
S¢.) 

But whatever happens to taxes, 
American selling methods have made 
their foothold. Split-pump stations are 
fast becoming a rarity on the country 
roads of England. American standards 
of service are slowly spreading, and it 
seems the Englishman is going to like 
them—when he gets used to the idea. 
After all, it was only a year ago that 
he stopped paying sixpence each to 
have air put in his tires. bd 
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Margaret B. Hane, the lady of L.A. oil 
marketing, heads Magnum Oil Co. 
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Big black and white Magnum station is topped by the familiar “Hane canopy.” Chain 
of these multipump outlets is backbone of 500,000 gal.-a-month operation 
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Frank Hane’s “swarm process” is Magnum feature. All unoccupied salesmen flock to 
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incoming car, deluge it with services while customer's order is being filled 


Nine Ways to Whip the Competition 


| gree oIL co., one of Los 
Angeles’ sharpest independent 
marketers, follows a nine-point mer- 
chandising program guaranteed to 
move product and sive the competi- 
tion sleepless nights. 

Magnum is a fast breaking 24-hour- 
a-day operation, growing in import- 
ance in the Los Angeles retail market. 
Behind the Magnum name is the pro- 
prietor, Margaret B. Hane, “the lady” 
of the L. A. oil industry (see profile on 
page 212). She took over the business 
when her husband Frank died in 1952. 

Frank was one of L. A.’s most color- 
ful marketers. Mrs. Hane kept many 
of his rocket-hot ideas and added a few 
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of her own. The result: a chain that’s 
added four multi-pump stations in two 
years, and looks good for several more. 

Magnum’s price policy is to meet all 
independent competition on the nose. 
In the L. A. market, this means a com- 
petitive price of 2¢-3¢ less than majors 
are posting. Mrs. Hane has a reputa- 
tion for sensing price movements. “She 
is respected by the very worst in this 
business,” says One competitor. 

The entire Magnum organization of 
72 employes co-operates in keeping up 
with current postings. “We keep a daily 
check on prices,” Mrs. Hane explains. 
“All the boys check stations on their 
way to work in the morning and the 
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truck drivers keep pretty close tabs as 
they move around town.” 

All Magnum stations carry bold 
price signs. “We can never give up the 
price sign,” says Mrs. Hane. “The 
public has been educated to it. We’ve 
even taught the majors to use it now.” 

Mrs. Hane signs no long term con- 
tracts with suppliers, buys each load 
in a separate deal. A phone call is her 
strongest commitment. At least one 
major tried to sign up the Magnum ac- 
count. “It would have been a lovely 
deal as long as everything worked 
smoothly,” Mrs. Hane recalls, “but if 
we'd been hit with a price war some- 

(Continued on page 116) 
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Ty merchandising 


(Story begins on page 115) 
where, I’d have been hooked.” 

De luxe service is a feature of Mag- 
num stations. A competitor once com- 
plained that Magnum not only met his 
price, but threw in one extra cent in 
service. 

The “swarm process”, worked out 
by Frank Hane, is at the heart of Mag- 
num service. When an auto pulls into 
a station, every attendant who isn’t 
actually occupied with another custo- 
mer trots over to the approaching 
vehicle. This “swarm” of attendants 
renders as much service as possible 
while the order is being filled. Com- 
monly, all visible glass is cleaned. Even 
in hurry-up orders, front and back 
windows are wiped. 

Under-the-hood services are offered, 
but not pushed. Magnum is concerned 
first with gasoline, second with oil. 
“We keep just enough TBA inventory 
on hand to satisfy customers’ needs,” 
Mrs. Hane says. “We don’t try to push 
them. We tried promoting tires for a 
while, but we found you had to be a 
really big operator to make it pay.” 

Magnum handles several brands of 
oil. including its own, all canned. “We 
took out bulk oil recently,”” Mrs. Hane 
explains. “It was too messy. It seemed 
like we were always having to clean up 
spilled oil. I think we make just as 
much money on the canned oil because 
we lost so much of the bulk oil.” 

Magnum stations are noted for their 
sharp, clean look. Company colors are 
sharply contrasting black and white. 
Signs are lettered in red. At night, all 
stations are generously lighted. 

All but one of the stations are dis- 
tinguished by the high, free-standing 
canopies which have become known 
as “Hane canopies”. They are being 
widely adopted by other big station 
marketers in the Los Angeles basin. 

Cleanliness is as much a part of the 
Magnum tradition as the “swarm pro- 
cess.” From rest room to lube bay, 
each station is scrubbed daily, more 
often if needed. 

An automatic clothes washer and 
drier is standard equipment. The all- 
white Magnum station uniforms have 
a “just-out-of-the-laundry” look. The 
secret is this: when a uniform is soiled, 
the attendant takes it off, drops it into 
the automatic washer. He takes another 
from the shelf and is ready to present 
a bright countenance once more to the 
customers. 

Mrs. Hane maintains a daily per- 
sonal contact with each station to 
check on service and business manage- 
ment. On her way to work in the 
morning, she stops by the four stations 
nearest the office, picks up inventory 
sheets, and runs her practiced eye 
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around for details that may have been 
overlooked. Later in the morning 
she completes her station visits and 
often checks back again in the course 
of an evening drive with her daughters. 

“Frank used to hire people to go 
around and check the service at the 
stations to see if the boys were doing 
what they were supposed to,” says Mrs. 
Hane. “But I just ask my friends to 
tell me if there is anything wrong—it’s 
cheaper.” Competitors say that Mrs. 
Hane must have perceptive friends to 
keep the Magnum service at its cur- 
rent high level. 

Magnum guarantees every gallon of 
gasoline sold at its outlets. All pumps 
carry a sign that reads: “Warranty— 
You can’t buy better gasoline at any 
price.” 

Mrs. Hane buys from many sources 
of supply. To maintain quality at an 
even level, she subscribes to the Cali- 
fornia Testing Laboratory’s regular re- 
port of quality spot checks. She takes 
frequent samples from her suppliers 
to the laboratory. 

When a customer is not satisfied 
with a tankful of Magnum gasoline, he 
gets another without hesitation. 

Like most L. A. independents, Mag- 
num pumps three grades of gasoline— 
regular, middle ethyl (94 octane) and 
premium ethyl (96 plus). And Dan 
Lundberg, executive secretary of the 
Serve Yourself Multiple Pump Asso- 
ciation (Magnum is not a member) 
credits Mrs. Hane with a marketing 
idea he has presented to his own or- 
ganization. 

Magnum features its middle ethyl 
above its regular. Lundberg says, “On 
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Salesman drops soiled coveralls into auto- 
matic washer, puts on clean pair 


NATIONAL PETROLEUM NEWS * 


checking her operation I figured she 
was selling about three to one premium 
over regular. Most of my guys were 
selling about the opposite.” Mrs. Hane 
acknowledges that the idea has helped 
achieve a high premium ratio. She says 
the figure is actually closer to four to 
one premium over regular. 

A profit-sharing plan, recently re- 
vamped, builds a high degree of em- 
ploye cooperation. “We used to pay 
profit-sharing payments in monthly 
paychecks,” Mrs. Hane says. “But it 
began to look like part of the salary. 
So we raised the wage scale and began 
to make profit-sharing payments every 
three months by separate check, so it 
would look like something special.” 

There is no set formula for the 
profit-sharing plan. Base wages run 
from $1.40 to $1.70 an hour for a 40- 
hour week. The amount of profit-shar- 
ing is determined by the extent of an 
employe’s interest in the operation. 
The most recent payment to the 72 
employes was for 15% of the firm’s 
net profit over a three-month period. 

A shortage fund helps cut mistakes 
and shortage errors. The fund amounts 
to 3% of the base wages paid at each 
station. At the end of each month, 
shortages are deducted from the fund, 
and the remainder is divided among 
the attendants on a pro-rata basis. 

Since she has been at the helm of 
Magnum Oil Co., Margaret Hane has 
steadily improved the already keen 
marketing operations of her late hus- 
band. In the past two years she has 
built or leased four new stations, two 
of which are operated by Magnum. 
When leases on the other two stations 
run out next year, they will be re- 
opened as Magnum outlets. 

All five Magnum stations have a 
dozen or more pumps, and storage 
capacities as high as 30,000 gal. Be- 
cause Magnum has no bulk plant, big 
tanks in stations are a must to get 
volume price discounts in purchasing. 

Magnum does a monthly business of 
an estimated 375,000 gal. in its own 
outlets and approximately 275,000 gal. 
from outside accounts. It all adds up 
to a first class operation in the fiercely 
competitive Los Angeles basin. 

Mrs. Hane says she intends to keep 
right on building. Her goal is a chain 
of twelve of the big black and white 
multipump Magnum outlets. 

“If I had that many stations, we 
could have a large enough manage- 
ment staff so we could all have a little 
time off,” she muses. 

With her nine-point program and 
her unquenchable enthusiasm, Mrs. 
Hane is an odds-on bet to make her 
goal, say even the toughest of her 
competitors. * 
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@ Standard Oil Co. (New Jersey) is 
expected to complete its first invasion 
of Chicago early this month by taking 
over 77 stations in the “Oklahoma 
Group,” owned by Southside Petro- 
leum Co., and 44 Perfect Power Corp. 
outlets. 


SIGNIFICANCE: Jersey’s program to de- 
velop a Midwest market is gaining mo- 
mentum. It began last June when 
Jersey bought Pate Oil Co., of Mil- 
waukee (NPN—July, p98). This deal 
gives Jersey a string of high-gallonage 
stations in Chicago. The Oklahoma 
stations alone sell 6-million gal. a 
month, averaging close to 78,000 gal. 
per station. Jersey says it has no im- 
mediate plans to change brand names, 
operating personnel, station designs, or 
suppliers; nor any plans now to con- 
solidate its Chicago outlets with Pate. 
Jersey’s negotiations for the two 
chains were handled by Pate officials. 
The company has long-term supply 
contracts with Globe Oil & Refining 
Co. for the Chicago stations, and with 
Phillips Petroleum Co. for Pate. 


® American Gas & Electric Co. ex- 
pects to add 3,000 all-electric homes 
to its system this year and says that 
by the end of 1957, 25% of its antici- 
pated half-million customers will be 
all-electric users. 


SIGNIFICANCE: In the near future, 
upstart electricity will give heating oil 
and natural gas stiff competition for 
the home heating market. Electricity 
is already making inroads into the 
market with complete heating and 
cooling systems. 


@ The Internal Revenue Service says 
contributions to organizations _ pri- 
marily designed to influence legislation 
cannot be allowed as income tax de- 
ductions. 


SIGNIFICANCE: There may be an effort 
to apply this ruling to dues paid to 
trade associations that do substantial 
lobbying. This could effect American 
Petroleum Institute contributions that 
go to American Petroleum Industries 
Committee, state PIC contributions, 
and jobber association dues in states 
where distributors take an active inter- 
est in state legislative activities. The 
ruling gained emphasis at hearings of 
the Senate committee investigating 
lobbying on the Harris-Fulbright bill, 
and there may also be attempts to ap- 
ply it to contributions to the General 
Gas Committee and the Natural Gas 
and Oil Resources Committee. Major- 
company officials have stated they con- 
sider NGORC an educational group, 
rather than a lobbying organization. 
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®@ Brooklyn, N. Y., Shell dealers ran a 
co-operative program to promote the 
company’s new Super Shell premium 
gasoline. Sixty-three dealers split the 
cost with the company on an ad spread 
in a metropolitan newspaper. They 
also rented 25 Hollywood-type search- 
lights for the campaign’s first night. 
SIGNIFICANCE: This local dealer pro- 
motion, tied in with a national cam- 
paign, helped set Brooklyn sales 
records. It’s an example of effective 
dealer initiative and participation in 
merchandising, something marketing 
chiefs have been trying to push for a 
long time. 





How do you sell fuel oil 


.. in a balmy climate? There's a 
trick to it—see page 121 





@ The new Southern Pacific pipe line 
between west Texas and California 
has taken over the majority of petro- 
leum shipments into Arizona, says the 
state highway department. Before the 
pipe line went into operation early this 
year, most petroleum products moved 
into Arizona by truck. May figures 
show 63.9% coming in by pipe line. 
Further rises are possible. 
SIGNIFICANCE: Once a lucrative mar- 
ket for truck transporters, this part of 
the Southwest is being lost to them. 
They must develop business elsewhere 
to keep their fleets rolling, and it hasn’t 
been easy. 


@ Ten major oil companies were 
among the top 200 buyers of television 
spot time for the second quarter of 
1956. Figures published by the maga- 
zine Advertising Age show Esso Stand- 
ard Oil Co. leading the majors, in 
36th place for all industries. Shell Oil 
Co. and Socony Mobil Oil Co. fol- 
lowed in 50th and 52nd places, with 
Standard Oil Co. (Indiana) not far 
behind at 62nd. 
SIGNIFICANCE: Oil companies didn’t 
use TV as extensively as other adver- 
tisers early this year, but later statistics 
may reflect greater expenditures on 
intensified campaigns for new third 
grade and improved premium gaso- 
lines. 
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®@ Standard Oil Co. of Ohio has quiet- 
ly launched a new subsidiary, Boron 
Oil Co. of Ohio. The Sohio station in 
a new shopping center at Newport, 
Ky. (across the river from Cincinnati) 
has been converted to a Boron Oil Co. 
outlet, selling “X-Tane” regular and 
“Boron” premium gasolines. 
SIGNIFICANCE: Sohio is covering its 
in the battle of the Standards. “Boron” 
and “X-Tane” are names Sohio has 
built up at its own stations in Ohio; 
they mean “Sohio” to many Midwest 
motorists, But Standard Oil Co. (Ken- 
tucky) can’t complain about those 
names, and it had been expected to 
sue Sohio for using the “Sohio” brand 
in Kentucky. Sohio is currently fighting 
a similar suit brought by Standard Oil 
Co. (Indiana) (NPN—July, p96), and 
didn’t want a battle on two fronts at 
the same time. Now, if Sohio loses the 
Indiana Standard suit, it has Boron 
Oil Co. established and ready to serve 
its expansion outside its home state. 
But Boron is expected to stand pat 
with one station for the time being, 
and the four Michigan stations that 
sell Sohio-brand products will con- 
tinue to do so unless Indiana Standard 
wins in court. 


@ Service station sales totaled $1.235- 

billion in August, according to the 

Commerce Department. That’s $127- 

million above August 1955 _ but 

$4-million below July 1956. 
SIGNIFICANCE: These figures back up 
earlier reports of an 11% increase in 
service station sales for the first four 
months of 1956 over the same period 
in 1955. If the rate of increase holds, 
total sales for 1956 should reach $14- 
billion. 


@ Second phase of a fuel preference 
study by the Hartford, Conn. Better 
Home Heat Council is being prepared. 
Real estate agents and home builders 
will be surveyed to determine the fuel 
preference of prospective home buyers. 
This follows a survey of present home 
owners, 90% of whom favor oil heat 
over other fuels, according to pre- 
liminary returns. 
SIGNIFICANCE: Complete results of 
both surveys will enable heating oil 
men to assess their promotional ef- 
forts. In turn, they can decide whether 
any changes should be made and 
whether operations can be improved to 
make the householders more satisfied. 
The sponsors hope, too, that the find- 
ings will convince non-participating 
distributors that there is a market 
worth protecting. 
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High pressure meter Model D-35. 
D Series meters for working 
pressures up to 600 psi. 


Line meters. Model B-200, 
shown, has capacity range 400 
to 2000 gpm. 


High pressure meter Model M-12. 
M Series meters for working 
pressures up to 1200 psi. 


A MILLION BARRELS OF CRUDE 


THERE’S AN A. O. SMITH METER 


accuracy for greater efficiency, highest flow 


‘TANDARDIZING on A. O. Smith meters 
rates. And with simplified hook-up design, fewer 


and gasoline dispensers is the most depend- 


able safeguard against loss in your production, 
processing, delivery and dispensing. 

All along the line — from wellsite to service 
station — you can rely on A. O. Smith meters 
to give you sustained, uninterrupted measuring 


fittings are needed — you save time and money 
on installation. 

If you aren’t using A. O. Smith products now, 
it will pay you to get in touch with your nearest 
representative or write direct. 
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Line meters. Model AS-50, 
shown, has capacity range 90 
to 500 gpm. 


Truck and industrial meters. 
Model T-10, shown with air 
eliminator, has capacity range 
20 to 100 gpm. 


Dispenser pump meter, Model 
PM-2. Exceptionally c<«curate, 
doubly guaranteed. 


OR A DOLLAR’S WORTH OF ETHYL 


TO ACCOUNT FOR EVERY DROP 
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Through research ° .a better way 


R Ook: t 
METER PRODUCTS 


Factories: 5715 Smithway St., Los Angeles 22, Calif., P. 0. Box 500, 
Succasunna, N. J. Offices: Atlanta, Ga., Chicago 7, I1l., Houston 20, 
Texas, Los Angeles 22, Calif., New York 17, N. Y. Canada: Toronto 
12, Vancouver 1, International Division — Milwaukee 1, Wisconsin 
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eens of the MONTH 


Shure installation at Heeman Service ead Martin Oil, H, High Ridge, Me 
This 9 ft. long by 7 ft. high Shure unit sells more gasoline, oil, and TBA items, too. 


WITH SHURE MERCHANDISING FIXTURES 


Every square foot of space sells lil 
more service...more gas and oil HK =a 


Shure engineers are currently designing and manufacturing selling- fixtures that bring 
in greater sales and profits to many of America’s leading oil 





vr 


Your stations, too, will sell more home, garden, do-it-yourself, TBA it items AND MORE al 
GAS AND OIL when they're planned right with Shure-built interiors. B Sa 


Write for folder showing full line and suggested 
arrangements for sales-room and lube-room. i 


Shure * 


MANUFACTURING CORPORATION 


1601 S. HANLEY RD. « ST. LOUIS 17, MO. 
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= FUEL OIL 


Cold weather is scarce in Florida, but distributor L. A. Johnson’s 17 trucks and sharp customer service are . . . 


Keeping Things Hot in a Hot Climate 


Jobber Johnson had to throw the rulebook away 
when he took over his Florida oil heat business. 


But he kept the chapter on customer service 


“SELLING OIL HEAT in Florida is 
like being retired in paradise,” says L. 
A. Johnson of Orlando. “You throw 
away all the books—except the chapter 
devoted to customer service. You 
keep adding paragraphs to that one 
every season.” 

To people in the North, Florida may 
be a land of waving palms and sun- 
shine, a tropical wonderland of rare 
birds and exotic flowers, and (with 
an assist from the chambers of com- 
merce) a land where bathing beauties 
relax on the beaches while their fisher- 
man friends bag record catches mere- 
ly by dropping a hook and line into 
the blue waters. 

But to fuel oil distributors like 
Johnson, it’s a land of 50-gal. home 
storage tanks and three-day cold 
spells, a land where a five-degree drop 
in temperature from 70 to 65 means 
50,000 extra gallons in sales. It’s a 
land where the degree day system is 
an unknown theory, the pot-type space 
heater is standard equipment, and 
kerosine is a standard fuel. 


During the heating season, which 
lasts less than six months in Orlando, 
the L. A. Johnson Fuel Oil Co. makes 
from 130 to 140 deliveries per truck 
in a day that runs from 6 a.m. to 8.30 
p.m. Allowing time out for lunch and 
dinner, that’s one delivery every six 
minutes. 


Streamlining Service 


Johnson has found that to make 
the fuel oil business pay in such a 
short winter season as Florida has, he 
must get the maximum use of his 
equipment during the rush period. 
Here’s how he’s cut three to five 
minutes off average delivery times: 

e Every one of his 17 tankers is 
specially equipped with hose reels on 
both sides. Customers on both sides 
of a street can be serviced without 
losing time in turning around or back- 
ing up the truck, and in a day’s opera- 
tion this time-saving is considerable. 

e Five storage plants are located 
strategically to save backtracking and 
mileage. The Orlando metropolitan 
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area, which includes Winter Park and 
some smaller suburban towns, is ar- 
ranged as a circle with five sectors 
instead of the usual four. A storage 
plant is situated in each sector. One 
central dispatcher controls the move- 
ment of all trucks. Those who re- 
plenish their supplies from outlying 
storage plants don’t come to the cen- 
tral office and plant at all during the 
workday. Their orders are sent to 
them at the outlying plants. 

e Under a high-efficiency order de- 
partment system, orders are partially 
written up in advance. The date, the 
name of the customer and the address 
are written on the delivery ticket, 
which Johnson designed. All the driver 
has to do is to place the ticket in the 
meter and figure the amount of the 
delivery from the metered total. 

Fast Ordering—The delivery ticket 
Johnson uses is a revised version of 
the “standard form” delivery ticket. 
“Our first idea,” says Johnson, “was to 
make the customer’s copy of the 
ticket look as much like an invoice as 
possible. As a result, instead of 
waiting until the end of the month 
for a statement, an increasing number 
of our customers pay their bill within 
two or three days after delivery is 
made.” 

A space was added to the delivery 


121 





—, J fuel oil 


ticket where the driver can enter any 
payment the customer makes on a 
past due account. The customer's 
copy becomes his receipt and the of- 
fice copy becomes the basis for credit 
to the customer’s account. 

The order department is a busy 
place on chilly days in winter. Four 
girls work in rotation during the eight- 
hour day. One goes on at 7 a.m. and 
works until 4 p.m., two go on at 8 a.m. 
and work until 5 p.m. and a fourth 
starts at 9 a.m. and stays until 6 p.m. 

A service automobile makes four 
trips a day to the outlying storage 
yards to deliver orders that have been 
properly arranged in delivery sequence. 
Each driver covers a specified route. 
When he returns to the bulk plant for 
a refill, he picks up the new orders 
that have been left for him and goes 
over his route again. 

Heavy on Credit—Johnson Fuel 
services about 14,000 accounts in the 
Orlando area, most of which are 
households. It also has some commer- 
cial accounts, but these are served 
mainly by transports, which haul to 
them direct from Tampa. Johnson 
firmly believes that it is necessary to 
have most of the household accounts 
on a credit basis if kerosine is to be 
delivered in fairly small gallonage at 
a profit. Otherwise, time is lost when 
people aren’t home, and it takes time 
to make cash collections. 

With about 12,000 credit accounts, 
Johnson has been able to keep credit 
losses below 0.5%, which he believes 
is less than the time and money saved 
by a system of fast deliveries. Credit 
losses have been’ proved to be con- 
siderably less than the estimated cost 
of one employe whose job it would be 
to check on the credit standing of each 
customer. 


Key Man: the Driver 
For kerosine deliveries the company 


has standardized on Diamond T 
trucks of 1,000 gal. capacity, and the 
men behind the wheels are key figures 
in Johnson’s operation. Most of the 
drivers will deliver 8,000 gal. on a 
cold day during the heating season, or 
an average of 44 gal. to 130 customers. 
Each driver has a helper who runs out 
the hose and fills the tank while the 
driver watches the meter and makes 
out the ticket. 

Keeping Them Busy—Drivers are 
paid flat salaries ($70-$75 a week) 
with periodic increases, plus commis- 
sions based on total gallonage de- 
livered. These commissions are based 
on the first, second, third and fourth 
hundred thousand gal. of sales. Half 
of the commissions are held back dur- 
ing the busy season. As of April 1. 
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the unpaid balance of commissions 
due each driver is divided by 26 and 
added to the man’s salary during the 
April-October period. They run from 
$15 to $20 a week. During this “dull 
period” regular drivers are put on col- 
lections in their own territories. 

By giving year-around employment, 
the Johnson company always has a 
trained crew of drivers. Experienced 
men can make faster deliveries and 
thus make more money for themselves 
and the company. 

Keeping Them Safe—Moreover, ex- 
perienced drivers have fewer accidents 
and lower damage losses. During the 
past October-April season, the local 
truck units averaged about 6,000 miles 
each, the long-haul transports about 
30,000 miles. Property damage losses 
in that period were only $48.95. For 
the third consecutive year, public 
liability and property damage losses 
were less than $100. 

At the beginning of the fall and 
winter heating season, Johnson opens 
a $100 “safety account” for each of 
his drivers. The money is deposited 
in their names, but they cannot with- 
draw it without Johnson’s counter- 
signature. Out of this $100 each man 
pays for small claims—damage to 
someone’s azalea bushes, for instance. 
Whatever is left at the end of the 
season is turned over to the driver 
himself. In the past winter season the 
largest single amount any driver had 
to pay was $36.48 for damage to a 
septic tank. 

Sometimes damage is done to prop- 
erty for which the driver disclaims any 
responsibility. He’s likely to say, “It 
didn’t happen when I was driving.” 
Johnson has set up a special procedure 
to take care of such cases: the drivers 
have their own court. They put their 
own fellow workers on trial, but the 
complainant has to prove to their 
satisfaction that the damage was due 
to the driver’s negligence. 

Oddly, in these proceedings, the 
drivers don’t alibi each other. All are 
anxious to maintain a good record for 
safety and in customer relations. A 
dissatisfied customer on one route may 
tell a friend or relative on another 
route of alleged unfair treatment, so 
another driver besides the one re- 
sponsible may be affected by losing a 
customer. 

Responsibility Builder — Another 
factor that helps maintain esprit de 
corps among the drivers is that each 
one gets his own truck, and only in 
cases Of illness is anyone else permitted 
to drive it. The driver feels that the 
truck is his own and he takes care of 
it—each truck must be washed every 
other day and polished once a week. 


When a new truck is purchased, the 
driver who has the oldest truck gets 
it. He goes to the factory to take de- 
livery and drives it down to Orlando. 
From then on, he is responsible for 
it as if it were his own, even to second- 
ary maintenance, which is paid for by 
the company. 

Every year one of the drivers is sent 
to safety school at the University of 
Florida with all expenses paid. This is 
a one-week course designed to correct 
mistakes and make better drivers. 


About the Company 


The L. A. Johnson Fuel Oil Co. 
was established in 1924 as the Woods 
Fuel Oil Co. Johnson bought the 
company in 1944. It then had three 
delivery trucks of 400 gal. each. A 
measure of the company’s growth 
since then is that it now operates 17 
tankers and service trucks, plus one 
used to dispatch orders to outlying 
bulk plants and to give customers spe- 
cial service in emergencies. In 1944 
the old company had storage capacity 
of 40,000 gal. Today’s storage capacity 
is 200,000 gal. Last year the company 
sold 3,500,000 gal. kerosine and 1,- 
000,000 No. 2. 

All of the company’s supplies are 
hauled from Tampa by two transports, 
which sometimes make three round 
trips a day, 100 miles each way, at a 
cost 25% less than charges by outside 
carriers. 

That Extra Touch—Johnson Fuel is 
reputed to do the largest volume of 
home-delivery fuel oil business in Cen- 
tral Florida. Reggie Moffat, general 
manager, believes painstaking service 
to customers is largely responsible for 
the company’s growth. For example, 
during the quiet summer months the 
company (often without charge) per- 
forms jobs like pumping out a tank if 
an account is moving and putting the 
fuel into a tank at the new home. 

Promotional Push—Advertising isn’t 
overlooked. Newspapers, television and 
radio are used as well as direct mail 
and door-to-door soliciting (the can- 
vassers give away tank measuring 
sticks). The company’s advertising ef- 
fort is concentrated in the four months 
ending December 31. Johnson be- 
lieves that by the end of the year 
people have made up their minds 
where to buy their fuel, and that any 
advertising after January 1 will not 
bring enough new customers. 

“Florida isn’t the ideal place to sell 
heating fuels,” Johnson admits, but he 
adds: “Where else can you park a fuel 
truck under an orange tree to eat a 
sandwich for lunch? It’s true we have 
a short season, but that gives us a lot 
of time to go fishing.” a 
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THIS STACK CONTROL element had to be removed from a domestic 
heating unit because of faulty operation caused by deposits. The 


non-metallic, ashless properties of Du Pont FOA-2 can help you re- 
duce similar failures, and consequent service calls, to a minimum. 


Many stack control failures can be 
prevented with this ashless additive 


Du Pont Fuel Oil Additive No. 2 
(FOA-2) can protect your distribu- 
tors against many unprofitable serv- 


ice calls. Since it is a non-metallic, 
ashless additive, it burns completely, 
without leaving any significant trace 
of deposit to interfere with the op- 
eration of stack controls. 

This ashless feature also means that 
heating oils stabilized with Du Pont 
FOA-2 will not contribute to de- 
posits that cause shorting on the 
electrodes of the burner system. In 
this way, it helps to minimize igni- 
tion failures, too. 


Sales Offices: 


CHICAGO 3—8 So. Michigan Ave. . 
CLEVELAND 14—1321 National City 
HOUSTON 2—705 Bank of Commerce Bldg. 


LOS ANGELES 17—612 So. Flower St. ........ 


NEW YORK 20—1270 Ave. of the Americas 


we sesse MAdison 5-1691 


To prevent clogging of nozzles, 
screens and filters—another common 
cause of service calls costly to distrib- 
utors—FOA-2 retards the forma- 
tion of insoluble residues. And this 
stabilizing action is effective over 
unusually long storage periods. 

FOA-2 also has an effective disper- 
sant action which reduces the parti- 
cle size of any residues that may 
form. And it helps to remove exist- 
ing sludge deposits from the fuel 
system, 


For best results, FOA-2 should be 
added to freshly prepared stocks at 
the refinery. It is economical to use 
because it is effective in low concen- 
trations. Any of our sales offices 
listed below will be glad to supply 
you with the full details. 


AEG. u. 5. pat. Ort 
Better Things for Better Living 
- + + through Chemistry 


Petroleum Chemicals 


RAndolph 6-8630 
MAin 1-6460 
. CApito!l 5-1151 


COlumbus 5-2342 


E. |. DUPONT DE NEMOURS & COMPANY (UINC.) ¢ Petroleum Chemicals Division ® Wilmington 98, Delaware 


PHILADELPHIA 2—3 Penn Center Plaza 
PITTSBURGH 22—Room 751, 1 Gateway Center 
SAN FRANCISCO 4—Room 626, 114 Sutter St. 
SEATTLE 3—Room 215, 4003 Aurora Ave. .. 
TULSA 1—P. O. Box 730, 1811 South Baltim 


LOcust 8-3531 
ATlantic 1-2933 
EXbrook 2-6230 
. MElrose 6977 

LUther 5-5578 


IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals—85 Eglinton Avenue East—Toronto 12, Ontario—HUdson 1-6461 
OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Room 7496 Nemours Bidg.—Wilmington 98, Delaware—OlLympia 4-5121, Ext. 2962 
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are helping make your 


Me Al 


Whether it is washing machines, breakfast foods, or 
petroleum products, the marketing of any merchandise 
is dependent on good salesmanship. 














But the more salable a product is, the more resultful 
is the application of good salesmanship to it. Behind 
the scenes in the petroleum industry some very good 
people are helping make petroleum products more 
salable, so that good salesmanship, at the wholesale 
and retail level, can pay off to the fullest degree. May 
we tell you about some of these people? 





—_ 
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For instance, at Universal there are the scores of 
petroleum research scientists working with the most modern 
equipment. These men are constantly seeking ways 

to make better products from every barrel of crude oil 
processed by the petroleum refining industry. 

Then there are the groups of process engineers constantly 
studying ways and means of more economically producing 
motor fuels required by today’s automotive engines and 
the many other products which the consuming public requires 
from the petroleum industry. 

Technicians and engineers are always at work in the field, 
too, constantly checking the efficiency of the refining processes 
and the quality of finished products—helping the refiner 
adjust his process operations so that he can, at all times, 
adequately supply the constantly shifting demand. 


We are citing these three types of men of science because 

we know them intimately. They have been functioning here 

at Universal for over forty years in helping refiners the 

world over. Similar good people are doing the same type 

of helpful work in the research and technological 
departments of individual refiners, too. So, however you 
sell in this industry, wholesale or retail, you can 

count on the help of some very good people to make 

the petroleum products you sell more salable. — 





UOP has prepared an interesting booklet on ‘‘How Men of Science 
Help You Seil”’. We'll be glad to send you a copy on request. 


UNIVERSAL Ol PRODUCTS COMPANY 


30 Algonquin Road, Des Piaines, Illinois, U.S. A. 
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THIS TAG SELLS BATTERIES... 
WITH A PROFIT / 




















NEW PLASTIC RIBS GIVE 
GREAT MECHANICAL STRENGTH 


New plastic discovery gives batteries 20% 
faster starting power... and faster sales. 


The tag that Tom Henderson is holding fits on the 
battery post easily and quickly. 

It identifies a battery that uses the sensational 
new plastic discovery—separators with plastic 
ribs that deliver 20% greater cranking speed 
even in winter. 

Tom Henderson, the famous cartoonist, 
is illustrating a series of Saturday Evening 
Post ads for new U. S. Sentinel Battery 
Separators that are sure to attract the 
attention of millions. Tell your suppliers 
to stock you with batteries that carry 
the U. S. Sentinel tag... because that’s 
exactly what car owners and truck 
operators will be looking for. United 
States Rubber, Rockefeller Center, 

New York 20, N. Y. 


Electrical Wire & Cable Department 
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How to Gamble for Business and Win 


Scranton wasn't much of a market for heating oil 
until a smart jobber started playing the angles. 
What worked for him can work for you 


eam OIL in the heart of the coal 
market sounds about as easy as 
getting the refrigerator message across 
to the Eskimos. But Airline Petroleum 
Co. did it—proving there’s more than 
one way to beat tough competition, 
whether it’s gas, electricity or coal. 

The Clarks Summit, Pa. Esso job- 
ber was running its heating oil opera- 
tion at a loss in the years just after 
World War II. There were just 20 ac- 
counts and a single truck. Then Air- 
line tore up the script and gam- 
bled, determined to make a place for 
itself in the hard-coal Scranton area. 

Airline tailored its attack to fit the 
situation: 

e The company loaned out storage 
tanks to homeowners in return for a 
supply agreement, as a way of show- 
ing that equipment shortages were 
licked. 

e Sales, installation and service of 
burners were turned over to plumbers 
and heating contractors, while Airline 
concentrated on supply. In turn, the 
plumbers and contractors boosted Air- 
line. 

Sol E. Lettieri, Airline’s executive 
officer and secretary-treasurer, ex- 
plains, “We took a gamble on the 
chance that eventually we were going 
to build up a good oil business.” The 
gamble paid off: red ink changed to 
black in 1948, and today Airline lists 
1,700 accounts in surrounding Lacka- 
wanna and Wyoming Counties. More 
than 4-million gal. of fuel oil are 
pumped out of the company’s four 
bulk plants yearly. 


Getting a Toehold 


Scranton was a solid coal market 
until the end of World War II, Let- 
tieri recalls. Anthracite, mined locally, 
was cheap and plentiful. Local people 
earned their living in the coal industry 
and it made sense to them to use coal. 
But when the war ended, things began 
to change. Lettieri figures it this way: 

e Many Scrantonians returned to 
the city from defense-plant work in 
non-coal areas. While away, they be- 
came sold on the benefits of automatic 
oil heat. They saw no reason to go 
back to their old-time chores of 


October, 1956 * NATIONAL PETROLEUM 


shoveling coal and hauling ashes. 

e The one-industry economy of the 
area underwent a switch. With the 
war Over, coal demand _ slackened, 
mines shut down and unemployment 
rose. Scranton started its “Operation 
Bootstrap” to attract new and diver- 
sified industries, and the drive was 
successful. New industries brought in 
employes who had no allegiance to 
King Coal. They were willing pros- 
pects for oil heat. 

But there were problems. What 
looked like a big demand soon slowed 
down to a trickle as shortages in 
burners, tanks and even heating oil 
cropped up from time to time. Too 
many people who were unable to 
switch to oil during the war now 
wanted equipment. And there wasn’t 
enough. 

In the Scranton area, people think- 
ing of switching to oil began to won- 
der what would happen if they did 
change over and shortages continued 
later. Lettieri says many of them de- 
cided to remain with coal even after 
the shortages were overcome. Airline’s 
prospects of building a good oil busi- 
ness were at low ebb. 


Building Up Interest ¥ 


“We had to do something to re- 
kindle their interest in oil and to 
prove that the shortages were past. 
We had to have an incentive to make 
them want oil heat,” Lettieri says. 

That’s when Airline began its tank- 
loan plan. By tying the loan to the 
supply agreement, both the account 
and Airline benefited. For the ac- 
count, the loan was an incentive to 
save at least $100 in the cost of an 
oil-heat installation. And for Airline. 
it meant more volume. 

The idea clicked in a big way, and 
accounts rose to 100 by the end of 
1948. Tank loans are still a big item 
in Airline’s growth, but with a dif- 
ferent pitch. With coal conversions 
drying up, Lettieri says that Airline 
is out to get its share of the 9 out of 
10 new homes that install oil heat. 
And tank loans are an “in” to get the 
supply contracts. 

Airline will “lend” a 275-gal. tank 


NEWS 


(a $60 loan) in exchange for a three- 
year contract, and two such tanks (a 
$100 loan) for a five-year contract. 
Loans are “amortized” at the rate of 
$20 a year over the supply period. 

But, Lettieri adds, no money changes 
hands if the customer remains on Air- 
line’s book for the stated period. “In 
that way,” he says, “we tell accounts 
they save $20 a year by dealing with 
us.” The loan is “cancelled” at the end 
of the supply period. If a tank leaks 
during the loan period, it’s replaced 
free and the loan plan starts over 
again. 

A customer who wants to switch 
suppliers before the end of a loan 
period must pay Airline $20 for each 
year remaining in the agreement. But 
most of them renew contracts with 
Airline because they like the type of 
service they get. 

Airline plays up tank loans in its 
advertising slogan: “Heat on Tap, 
Tanks on Loan.” Small, one-column 
ads with this message appear daily, 
except in summer, in two local news- 
papers. In one of the papers, the ad 
is next to the detailed weather fore- 
cast map for the area. 


Keeping Sales Rising 


Key to continued growth for Air- 
line’s heating oil operation is the use 
of plumbers and heating contractors 
to get new business. This is contrary 
to the thinking of many oil-heat 
people, who argue that the only sure 
way to gallonage increases is to offer 
homeowners the complete oil-heat 
package, not just oil supply alone. 

But Airline has a good reason for 
doing what it does the way it does. 
As a gasoline jobber, the company 


“I'm getting out of here. Mowing the 
lawn was bad enough before, but now 
they’re fertilizing.” 


127 





has many good commercial accounts 
among the big coal producers still ac- 
tive in the area. And Airline doesn’t 
want to offer these companies any 
direct competition. The way things 
stand now, Airline is “just supplying” 
oil for burners that others have sold 
and installed and will service. 

Dealing with plumbers and _heat- 
ing contractors has worked out well. 
In the past year, they have brought in 
more than 300 new accounts. In act- 
ing as Airline’s salesmen, these out- 
siders tell new oil-heat users they can 
save money by letting Airline lend 
them a tank in consideration for the 
supply agreement. Gallonage growth, 
therefore, comes to Airline without 
overhead in the form of sales, instal- 
lation and service departments. 

Lettieri says plumbers and contrac- 
tors don’t resent Airline’s offer to lend 
tanks, even though it may seem to be 
cutting down their take. They’re con- 
tent with the profit from sales and in- 
stallation plus the money they'll make 
on servicing burners, he explains. 

Airline, according to Lettieri, works 
closely with “five or six” outsiders. He 
refers to them as Airline’s “affiliates,” 
although Airline has no legal connec- 
tion or direct control over them. 

Airline, however, insists that they 
do good work. The company makes 
sure all connections are tight and spill- 
free, that proper vents are installed, 
and that burners are adjusted for top 
efficiency. 

The oil-heat demand that Airline 
helped along has meant bulk-plant ex- 
pansion to assure accounts prompt, 
efficient delivery and to lower Airline’s 
operating costs. Originally, 20,000 gal. 
of oil storage at Clarks Summit was 
more than enough to meet Scranton’s 
needs, while 18,000 gal. of oil storage 
kept accounts in rural Wyoming 
County warm. 

But by 1950, with the Scranton 
market growing bigger, Airline brought 
supply closer to that area by opening 
an 80,000-gal. plant at Dunmore, just 
east of Scranton, and using half of its 
capacity for heating oil. And for the 
past two years, Airline has been serv- 
ing the Mt. Pocono area deep in 
Monroe County, south of Scranton, 
from a 20,000-gal. plant in Toby- 
hanna. 

A breakdown of Airline accounts 
shows that more than 600 are supplied 
by Clarks Summit, another 200-plus 
from Factoryville, more than 700 by 
Dunmore and another 250 by Toby- 
hanna. Total: 1,750-plus. That’s not 
bad for an “interloper” in a hard-coal 
bailiwick. Any time Eskimos buy that 
many refrigerators, appliance salesmen 
can take a bow. & 
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ry LUBRICATION 


_.. And Out Through the Other 


CONVENIENT is the word for his 
lube and wash set-up. says Phillips Pe- 
troleum Co. dealer Walter Kyle. You 
drive in one side of his St. Louis sta- 
tion, and when the car’s been lubri- 
cated it can be moved off the lift and 
driven straight out the other side. No 
backing-up needed, and it’s easier to 
keep the driveway free. 

Doors at both ends help keep the 
station cool in St. Louis’ sweltering 
summer, but Kyle tends to close one 
side in the wintertime. He has two lube 
bays and two wash bays. 

The open-end design is especially 


good for Kyle’s car-washer: it enables 
him to work on something of a pro- 
duction-line basis. After washing one 
car, he leaves it to drain and dry in 
one bay and moves a couple of feet to 
wash the next car in No. 2 bay. That 
helps him manage 100 car-wash jobs 
in the Thursday-Friday-Saturday rush. 

In addition to the four bays, the 
station has a storeroom the same size 
as one lube bay. Because there is no 
back wall, lube equipment is placed 
against the splash wall between the 
wash bay and lube bay, and in the 
storeroom area. . 
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INLUCITE 21 
STAYS ON THE JOB 
AT HARVEST TIME 


Corn picking often at below 
freezing — is rough enough with- 
out worrying about the greasing 
of farm equipment. That’s why 
more and more farmers swear by 
INLUCITE 21, the multi-purpose 
lithium-base grease that outlasts 
every specialized grease it replaces. 
INLUCITE 21 is exceptionally water 


resistant ... won't oxidize or cake 


in bearings . . . flows instantly on 


frosty mornings. 


For details, write 


INTERNATIONAL LUBRICANT CORP. 
NEW ORLEANS, LOUISIANA 
Manufacturers of Quality Lubricants * AVIATION »* INDUSTRIAL »« AUTOMOTIVE « MARINE 
With Research Comes Quality, With Quality Comes Leadership 


i 


} 
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OIL FILTER Coming ! "I If 


THIS NEW OIL FILTER DESIGN WILL OUTMODE 
PRESENT DAY CONSTRUCTION WITH “TWIST 
OF THE WRIST” INSTALLATION EASE. IT WILL 
ALSO PROVIDE THESE GREAT ADVANTAGES— 


Sensational ease of installation ... no tools required. 2 easy 
steps ... just a twist of the wrist — discard the old filter — 
spin on the new. 


A self-contained Filter, so simple it eliminates 12 of the 14 
steps now required to make a Cartridge change. No Filter 
housing, no cover, no cover bolt, no loose gaskets, no oil lines! 


A new relief valve with every Filter change — it's built-in! 
Eliminates present type, permanent relief valves that can 
become clogged with accumulated dirt and sludge. 


Built-in gasket provides positive seal. No leaks. 


Special spring-loaded valve in Filter base, retains sludge 
and old oil — no drain-back, no mess during Filter change. 


Extruded aluminum body with exclusive grip-paint top for 
hand installation. Lightweight, rustproof. 


This new full-flow Filter provides maximum flow rate and 
exceptional capacity for microscopic particle retention. 


LOOK FOR FURTHER DETAILS OF THIS COMING ORIGINAL EQUIPMENT 
DEVELOPMENT THAT WILL REVOLUTIONIZE OIL FILTER SALES AND SERVICE! 


& 
® 


‘ ~) ENGINEERED FILTRATION 


WIX CORPORATION - GASTONIA - N.C. 


In Canada: Wix Accessories Corp. Ltd., Toronto 
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New Globe-Union 
dry-charged 
battery programs 











Cists oo 
®@ lower shipping cost 
®@ easier handling 
®@ handier stocking 
® safer activation 


@ faster delivery 








All this in a self-selling package! 


New ease of handling and stocking — that’s what spot inventory control...makes it easy to set up 
Globe dry-charged battery program extras offer you! _ traffic-stopping floor or window displays. Each carton 
These investment-protecting benefits are wrapped up__is complete in itself — contains battery... light- 
in a single eye-catching, self-selling display carton weight, disposable electrolyte bottles. ..and a safety- 
that stacks easily ... provides fast, accurate, on-the- insuring handling sleeve. 

Fast, low cost delivery! Thirteen* of 16 Globe battery plants are equipped for dry- 


charged battery production... are strategically located so that fast, low-cost shipments can be 


provided for all markets. 


Battery plants at: “HOUSTON, TEXAS *MEMPHIS, TENN. *ATLANTA, GA. “DALLAS, TEXAS *“MEDFORD, MASS. “MILWAUKEE, 
WiS. *MINERAL RIDGE, OHIO *PHILADELPHIA, PA. *EMPORIA, KANSAS *REIDSVILLE, N.C. *SAN JOSE, CALIF. *LOUISVILLE, 
KY, *HASTINGS-ON-HUDSON, N. ¥. — LOS ANGELES, CALIF. — OREGON CITY, OREGON — AJAX, (ONTARIO) CANADA 


Giose-UNION INe. 


—— MILWAUKEE 1, WISCONSIN 
SPtyrr. TING age , + 
ee If it’s Petroleum-powered there's a (UA uizia right from the start! 











TIRES—-BATTERIES—ACCESSORIES 


How TBA Jobbers Boosted Gulf's Sales 


e Volume has increased six-fold since Gulf Oil's 


New York division started pushing sales through 
independent, non-petroleum wholesalers 


e These specialists handled 80% of the division's 
$6.5-million gross last year 


IT’S GOOD BUSINESS for the job- 
bers, too. Their annual volumes range 
from $60,000 to $500,000. Profits run 
from $7,500 to $30.000 a year. 

Gulf division TBA manager Richard 
W. Fulton began looking for TBA 
wholesalers shortly after Gulf switched 
from a commission contract with B. F. 
Goodrich in 1946 in order to start 
its own TBA distribution. 

Fulton’s first step was to visit all 
district managers to get space set 
aside in their bulk plants for a TBA 
stock. This is what he found: 

e Gulf had outgrown its bulk 
plants; there was little space to spare. 

e Government restrictions on build- 
ing made new or enlarged plants out 
of the question. 

e Deliveries from bulk plants to 
dealers were slow. They depended on 
a few large van-type trucks, supple- 
mented by tank trucks, common car- 
riers, and even salesmen’s cars. 


Where Jobbers Fit In 


Fulton felt sure dealers would buy 
more of Gulf’s TBA merchandise if 
they could get it faster and could buy 
from an independent wholesaler whose 
only interest was in TBA service. 

“We don’t claim the idea is original 
with us,” Fulton says. “In order to get 
secondary TBA stocks closer to deal- 
ers, rubber companies already had key 
dealers doing both a retail and whole- 
sale business. They are constantly ex- 
panding this type of outlet. And wagon 
jobbers are always competing with us 
for service station business. All we did 
was take steps to meet wagon jobber 
competition. 

“I always believe it’s better to pay 
somebody else to perform any dis- 
tributing functions he can handle bet- 
ter than you can,” says Fulton, “espe- 
cially if they are functions that are 
better performed by small, indepen- 
dent distributors who have a personal 
stake in the profits. 

“Here I think they do a better job 


By FRANK C. STURTEVANT 
TBA Editor 


at less cost, for a number of reasons,” 
Fulton continues. “They can set their 
own prices. They can change them 
promply to meet local competition. 
We can’t. We have to sell to all at one 
price. 

“The distributor, his truck drivers 
and other employes can put in longer 
hours. Drivers can work on some kind 
of commission plan. Altogether there 
is a degree of close personal contact 
and flexibility, impossible to attain in 
a large organization,” he concludes. 

Who Else Does It?—The same or 
similar forms of secondary TBA dis- 
tribution have been adopted by other 
Gulf divisions and other oil companies 
in a more limited way. There are prob- 
ably over 700 dealer-distributor com- 
binations, known variously as key 
dealers, re-delivery dealers, or TBA 
supplier dealers. Socony Mobil, Sin- 
clair, Texas, Atlantic, Cities Service 
and Esso Standard move some part of 
their TBA sales through such channels. 

Richfield of California distributes 
TBA exclusively through 26 non- 
petroleum jobbers. Union Oil of Cali- 
fornia dealers get battery and acces- 
sory merchandise (no tires) through 
the Service Station Supply division of 
Wilco Corp. And of course other oil 
companies on a TBA commission basis 
get a good deal of dealer TBA serv- 
ice from rubber company dealers who 
make a specialty of the service sta- 
tion field. 


Finding the Man 


Gulf looks for a man who is first of 
all a salesman. While all of Fulton’s 
TBA distributors started off in a small 
way, each of them had the quality of 
being able to get along with dealers. 
Combined with the selling touch they 
had to be willing to get out and hustle 
for business, to keep longer hours and 
generally keep dealers happy. 

A natural place to look is among 
dealers, says Fulton. “A dealer with 
some capital and some extra space at 
his station can start a wholesale TBA 
business while continuing to make a 
living from his service station,” he 
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points out. 

Other candidates are former Gulf 
salesmen, rubber company salesmen, 
or men from the auto parts and sup- 
ply trade. 

Supplier Help—Although a TBA 
distributor can start operations even 
today on as little as $10,000 initiai 
capital, he will probably need some 
assistance as his business grows. This 
may take the form of a larger line of 
credit, some kind of dating plan, or 
perhaps an inventory loan to be 
amortized over a period of time. 

“In his second or third year,” says 
Fulton, “a distributor often finds he 
has sold a lot of merchandise to deal- 
ers, has a lot of money outstanding in 
accounts receivable, but very little 
cash. That’s when he begins to need 
help from us. There is no uniform 
plan. We work out the kind of finan- 
cial aid that best fits the individual. 

“Now we are helping some of them 
finance new warehouses because they 
have outgrown their old quarters,” 
says Fulton. “One in particular started 
with one truck and now has five.” 

Making It Work—There is no con- 
flict with territories served by the 
division’s 45 petroleum jobbers, be- 
cause TBA distributors serve only 


RICHARD W. FULTON ... 


He thinks so highly of TBA whole- 
saling that he’s retiring five years 
early from his job as TBA manager 
for Gulf’s New York division to 
enter the business himself. He'll be 
distributing the Gulf TBA line in 
the Miami, Fla. area. Fulton was 
instrumental in developing the suc- 
cessful program described above. 
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**, . . The TBA wholesalers are getting to be big 


business, and they are making money .. . 


(Story begins on page 133) 

Gulf’s direct marketing areas. This 
makes it possible for Gulf salesmen to 
help the TBA jobbers get started by 
steering dealer TBA business to them. 

The Gulf petroleum jobbers are 
free to develop all the TBA business 
they can. “Some of them are doing 
very well with TBA,” Fulton observes. 
“A few operate along the same lines 
as the TBA distributors.” 

But wherever a Gulf TBA jobber 
operates, it’s the division’s policy to 
turn over all the TBA orders to him. 
“Whether it’s taken by the salesman, 
or phoned in to the bulk plant, we 
pass the order on to the TBA dis- 
tributor,” says Fulton. 

“Naturally we have to give our TBA 
wholesalers prices that are as good 
or better than they can get from other 
sources,” says Fulton. “I believe some 
marketers object to giving up part of 
their wholesale margin to an _ inter- 
mediate distributor. On paper it may 
seem that our net realization is less 
than we would get if we sold dealers 
direct. In practice, it’s just not so.” 


The Rules to Follow 


One problem arises early tor the 
TBA wholesaler who also runs a 
service station. Fulton tries to per- 
suade him to let go of retailing en- 
tirely as soon as wholesale volume is 
big enough to support the distributor. 

“There are always some dealers who 
are never entirely happy buying from 
another dealer,” Fulton explains. “For 
no good reason they resent the fact 
that another dealer can buy at a better 
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price. I tell the distributors they will 
get along better with all their dealers 
if they get out of retailing. Some of 
them compromise on this point by 
holding on to their service stations, 
while physically removing the whole- 
sale operation and conducting it under 
a separate name.” 

Skip the Sidelines—Because there 
are many things dealers buy aside from 
the Gulf TBA line, there’s always a 
temptation for the TBA distributor to 
add them to his stock. “They are 
naturaily eager to sell all they can,” 
Fulton observes, “and in the begin- 
ning a man may be justified in taking 
on a number of sidelines when his 
volume is small.” 

Early in the game Fulton warns his 
men of two dangers inherent in side- 
lines. “I try to counsel them on the 
wholesaling facts of life. First, if 
you're in the TBA business you have 
to do like other merchants and keep 
weeding out the slow movers. 

“Next, there’s another angle that’s 
hard for the TBA distributor to 
grasp. These sidelines he keeps adding 
may not be competitive to the TBA 
line itself, but they are bound to be 
competitive for the wholesaler’s time.” 
Fulton keeps reminding them that their 
time is their most important asset. 

There is a good margin in lubrica- 
tion equipment, for example, Fulton 
notes. “To the TBA distributor it looks 
mighty attractive,—for the first year. 
Along about the second year he be- 
gins to get calls for service on the 
equipment he sold. While it isn’t al- 
ways free service, it isn’t service that 
pays its way. It steals too much of the 
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distributor’s time away from his main 
interest. The same time devoted to ex- 
panding his TBA volume will pay him 
far better returns.” 

But Push TBA Tools—In a dif- 
ferent class, however, are battery 
chargers, tire repair equipment and 
mechanical tire changers. It pays the 
distributor to push them, Fulton says, 
because they make a direct contribu- 
tion to bigger TBA volume. Dealers 
equipped for good service are always a 
good bet to sell more TBA, he says. 

Don’t Forget Your Dealers—Fulton 
also warns wholesalers not to be short- 
sighted about letting dealers in on dat- 
ing offers, special price promotions, 
and so on. “For example, if Gulf of- 
fers a temporary price concession as 
part of a seasonal promotion, whole- 
salers are tempted to keep all of the 
cut themselves. But we point out how 
they gain in the long run by using it 
to enlist dealer participation.” 

Gulf helps the TBA wholesalers 
settle the sideline problem and other 
matters of policy as they arise. “While 
they need salesmanship most of all to 
get started, as they get bigger they find 
they need all-around business skill. So 
we try to help them with accounting, 
financial, personnel and other non- 
selling phases of the enterprise,” says 
Fulton. 

The New York division supplies the 
TBA wholesalers by truck from two 
TBA warehouses. But batteries are 
shipped direct from the factory, and 
as the wholesalers get larger they get 
an increasing quantity of other mer- 
chandise in direct factory shipments. 

“Our system gets better as it goes 
along,” Fulton believes. “I was visiting 
one of our wholesalers just the other 
day and found him in the midst of 
unloading two carloads of antifreeze. 
Just the day before he took in a ship- 
ment of over 500 batteries, and he 
regularly buys tires in full truckloads. 
Buying on that scale he is able to 
meet or beat competition on prices. 
The TBA wholesalers are getting to 
be big business, and they are making 
money. 

“Even with this healthy growth, 
we’ve only scratched the surface,” 
Fulton claims. “We are expanding as 
a company and our dealers sell more 
and more TBA each year. 

“Now that our TBA wholesalers 
are well organized, they see the pos- 
sibility of big expansion ahead of 
them. For all of these reasons I think 
our division can hit $10-million in 
TBA in the next couple of years.” @ 





To see how one TBA jobber has built 
a flourishing business, turn the page 
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ELECTRIC CONSUMER PUMP 


Now, for the first time, a consumer type gasoline 
pump with greater dial visibility and fueling ease. 


NEW “icciver 


Lighted 


NEW 


... featuring the convenience of 
“Multi-Level” Fueling Design 
where new extra pump height 
coupled with the “tilted” dial 
area assures perfect readability, 
regardless of vehicle size or ele- 
vation of vehicle fuel tank, No 
more stooping or bending... 
makes every fueling operation 
easier. Marketers can realize 
big returns on low initial invest- 
ment — stimulates larger bulk 
deliveries with fewer stops. 


Dial Face* 


NEW ‘rites dict 
NEW 


Area 


51” Overall 
Height 


e Direct drive rotary vane 
pump and motor eliminates 
gears, belts or pulleys 


e Adjustable compression type 
coupling eliminates alignment 
problems 


® Heavy gauge steel housing 
over rugged welded chassis 


e Easy accessibility for inspec- 
tion and service 


Write today for full details, 


Mw rank discount Bennet{i Chilly ——- 


Extra Cost 


SMALL FLEETS ESTATES 


JOHN Woop COMPANY 


Bennett Pump Division - Muskegon, Michigan 
In Canada: John Wood Company Limited — Toronto + Montreal + Winnipeg + Vancouver 


oe 
te: 
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A TBA Jobber’s 


Sileacktwe neler ltl lok 


Clockwork Calls 


a 


Speedy Delivery. 


Results come fast when salesman 
Paul Guiton swings into action 

_ at a station. Here’s the way he 
operates on a typical visit. . . 











1:4 Guiton gets on the telephone, calls jobber Benjamin’s warehouse in . 
' Wallington, N. J. Counterman Louis Quinzel takes the order there others, from stockroom shelves 
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1:35 He winds up his first step—a 1:40 After noting out-of-stock items, Guiton sits in on the operator’s 
check of the TBA inventory milk-and-sandwich break to suggest possible order, have it okayed 





2:40 Dealer signs receipt. Elapsed time from Guiton’s 
arrival to this moment: one hour and 25 minutes 





2:32 Driver Dick Benjamin (on truck) pulls into station 


with items Guiton ordered only 47 minutes earlier Business has increased 12 times in 8 years for 


Guiton’s boss. To see how, turn the page ~ 
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Roadside sales conferences aren’t unusual for jobber C. D. Benjamin (left) and sales- 
man Paul Guiton. Benjamin keeps in close touch, handies sales when necessary. 


(Story begins on page 136) 


How to Build a TBA Business 


VERY morning at 7:30, salesman 

Paul E. Guiton gets in his car 
and starts beating the bushes for deal- 
er TBA business (see pictures on pre- 
ceding pages). As outside man in Gulf 
TBA jobber Charles D. Benjamin’s 
distribution operation, he has two pri- 
mary responsibilities: 

e Make regular, clockwork visits 
each week to the 100 Gulf dealers 
who buy from Benjamin; 

e Trip the switches for ultra-fast 
delivery of dealer orders. 

With a good line of merchandise 
and a pricing structure that meets 
competition, those are the two strong 
links between warehouse and dealer, 
says Benjamin. He believes they can 
make or break a TBA jobbing busi- 
ness. 

Scrupulous application of his own 
formula has paid off for Benjamin. 
His first year’s volume was less than 
$20,000; now, eight years later, it’s 
over the quarter million mark and still 
climbing. Benjamin’s business is 12 
times bigger today than it was in 1948. 
To house it, he’s moved four times 
since then—most recently from a 
2,200-sq-ft warehouse into one of 
6,000 sq ft. 

It Takes Help—Benjamin, a former 
wagon jobber and tire salesman, read- 
ily grants Gulf a lot of credit for his 
growth. At the outset, the company 
helped him launch his jobbership on 
small capital. After a couple of years, 
Benjamin found himself in a strait- 
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jacket because he could sell only for 
cash; Gulf came through with an in- 
ventory loan that let him sell on credit. 
Finally, when Benjamin was ready to 
move into larger space six months ago, 
Gulf made it possible for him to buy 
the new location by taking a 15-year 
mortgage on a large portion of the 
purchase price. 


Keep Up The Visits 


Ihe Benjamin operation rests on a 
fast, well-planned schedule of dealer 
calls by Guiton, the only salesman. 
“We don’t let anything interfere with 
the schedule,” Benjamin says. “If the 
salesman has to be off, as is bound to 
happen sometime, then I make the 
calls. If we’re both away, then our 
counterman, Louis Quinzel, gets in a 
car and makes them.” 

“When a holiday breaks into the 
schedule, the salesman sticks to his 
regular route for the day following the 
holiday. While he’s doing that, one of 
us covers the dealers he would normal- 
ly have visited on the holiday,” Ben- 
jamin explains. “Dealers have come 
to expect us on a certain day of the 
week, at about the same hour of the 
day. They count on it. If for any rea- 
son we ever miss a dealer, within two 
or three hours of the time our man is 
due we are quite likely to get a call 
from the dealer wanting to know if we 
are coming.” Dealers would soon be 
buying from other sources, Benjamin 


says, if he ever relaxed the pattern of 
regular calls. 

Same-Day Delivery—The Benjamin 
organization goes to a lot of trouble to 
shorten the time between taking a 
TBA order and delivering the mer- 
chandise to the station door. Salesman 
Guiton breaks off his calls about three 
times daily to phone in orders. 

The warehouse goes into action fast. 
As soon as Guiton’s orders come in, 
Quinzel writes them and passes them 
to a truck driver to be filled. Nobody 
stands on ceremony. If Quinzel isn’t 
handy, someone else takes the order. 
Each of the six employes, plus Ben- 
jamin himself, can take phone orders, 
assemble them for delivery, or drive 
any one of the three trucks. 

As a result of all this teamwork, any 
order Guiton phones in before noon 
will be delivered at the station door 
the same day. Any order he takes in 
the afternoon gets to the station by 10 
the next morning. 


Exit The Truck 

About three years ago Benjamin 
reversed his policy of selling right off 
a truck. The idea of carrying a TBA 
stock around to the stations is to get 
the dealer inside the truck, he explains. 
“But I found after calling on the same 
dealers every week for two or three 
years, it was no longer easy to get 
them into the truck. They had seen 
the stock many times. 

“I only carry the Gulf TBA line. 
Without a wide variety of sidelines | 
rarely had any new items to show a 
dealer. I tried to overcome this by 
putting an opened box of cigars in the 
truck. I tried balloons and other trin- 
kets for the dealer to give to his 
youngsters. I even tried a box of 
candy. Nothing worked. 

“So one month I kept the truck out 
of sight. I went around making calls 
and taking orders. | made some com- 
parisons. When you're selling off the 
truck, the first thing you do when you 
get to a station is to hunt up the deal- 
er and get him into the truck to see 
what you can sell him. You have to 
wait until he is free. Then it takes 
some time for him to look over the 
stock and decide what he wants. 

“As soon as he indicates what he 
wants, he leaves and goes back to 
work. You have to write up the order. 
Then you have to go hunt him up 
again to get his approval. I found the 
best you could do was make 14 stops 
a day. 

“Without the truck I could make as 
many as 24 calls a day, just checking 
the dealer’s stock and taking orders. 
Then too, the truck doesn’t help 
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General Air Springs are specified equip- -- c r 
ment on all new units in Mr. Posnik’s fleet 
of 500 oil rigs, bulk cement units and flats. 


“THE GREATEST COST-SAVING SUSPENSION 
EVER DESIGNED FOR TANKERS!” 


Mr. A. F. Posnik, President | 
A. F. Posnik Co.— Michigan Transportation ROVER OVE 
MILLIONS OF MILES 


One of the original users of General Air Springs, 
Mr. A. F. Posnik has not only been equipping all 

new units with this cost-cutting type of suspension for 
the past five years but also carrying out a complete 
changeover program on all existing equipment. 


‘Since the installation of General Air Springs, we have 
more than doubled the life of our wheel bearings and 
brake linings and have greatly increased our tire mileage. 
With the weight saving of 300 to 400 pounds per 
tandem axle, we have eliminated tank leakage, which 
was an expensive item for us.”’ 


General Air Springs can improve your profit picture too, 
by cutting maintenance and operating costs to the 
bone, by protecting cargoes and equipment against 
vibration damage. Find out about them today! 


Like A. F. Posnik Co.,— Michigan Transportation, Tank 
Transport, Taylor Transport and Superior Transport 
...Specify General Air Springs on new Equipment 


Member of T. T. M. A. 
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much except on accessories. You have 
to make your tire and battery deliveries 
with another truck anyway. 

“But the clincher was what hap- 
pened to accessory volume. Accessory 
sales were 65% higher without the 
truck than with the truck. I didn’t 
hesitate after that. I put a sign on the 
big truck offering it for sale, and ever 
since then we’ve sent a salesman to 
take the orders and a truck to make 
the deliveries.” 

Pickups Help, Too—A_ wholesaler 
can always fill a limited number of 
orders for dealers who come in to 
pick up the goods. That kind of busi- 


Get DEEPER PENETRATION 
in the consumer market! 


OKHEIM 


New Model 48 


ness is good to have. Benjamin found 
out by trial and error that convenience 
of location has the most influence on 
the pickup trade. He has always had 
some pickup business, even when he 
first started. In those days his whole 
TBA inventory was in the basement of 
his home, and while he was out selling 
Mrs. Benjamin filled the pickup orders. 

But Benjamin was never satisfied 
with the pickup volume. He knew he 
was losing some that he felt he ought 
to get. So when he made one of his 
moves into larger space he signed up 
to pay $275 a month for store front 
space on a motor highway. 


NEW, IMPROVED 


in design and 
performance! 


i.e. 


Chat didn’t help his pickup trade be- 
cause he wasn’t centrally located in his 
territory. When the lease expired he 
moved into warehouse space in back 
of the store-front quarters that only 
cost him $75 a month. He found he 
did just as much pickup business as 
before. 

Benjamin now has a good central 
location, with plenty of parking space. 
As a result his pickup volume is build- 
ing up to a healthy level. 

Sideline Slant 

There’s one exception to Gulf’s ad- 
vice and Benjamin’s conviction about 
no sidelines. He sells Alemite lubrica- 
tion equipment. In order to do it 
right, he sent a man to the Alemite 
factory for service training. Now he 
is set up to repair and rebuild Alemite 
units. Benjamin keeps a stock of spares 
on hand so he can fix up a dealer with 
a piece of loaned equipment in case 
a major overhaul is needed. 

He’s branching out in another direc- 
tion, too, but it could hardly be called 
a sideline to the TBA field. He has 
built an addition on to his new ware- 
house and put in (with Gulf’s financial 
help) a small, $29,000 recap plant. 
It’s equipped with four Lodi molds 
and is the first all-electric plant in the 
area. 

Benjamin believes that by furnish- 
ing a retread service for his dealers he 
can keep them away from his tire com- 
petitors. Only passenger size tires will 
be retreaded because that’s the kind 
that make up the bulk of service sta- 
tion tire business. He has no desire to 
get into big truck sizes. 

Otherwise Benjamin is pretty well 
sold on the idea that if you concentrate 
on pushing the TBA line, and try to 
get the most out of it, you'll be further 
ahead in the long run than if you 
scatter your shots. He’s come a long 


or | aN 
7 “> MANY OUTSTANDING way from his start with a $7,100 in- 
sos oS we i FEATURES! ventory and a second hand truck. He 
~ has room now for 1,400 tires. His anti- 
freeze inventory alone is worth $9,000. 
And best of all, business is running 
15% ahead of last year. 


§ 


e New high-convenience 
. housing design 

CONSTRUCTION 
e New horizontal register 
P P e High-vacuum rotary gear- 
Step up motor fuel sales—enjoy bigger volume type pumping unit 
deliveries, fewer stops. New Tokheim Model 
48 turns the trick. Eliminates costly repair 
headaches. Assures safe, speedy, simplified 
service—minimum maintenance. Features high 
vacuum rotary gear-type pumping unit...new 
horizontal register dial... convenient nozzle 
boot, right on the front. Many other features to 
bring you BIG returns on your investment. 
See your Tokheim representative. 


® Built-in by-pass valve 

@ Built-in check valve 

e@ Explosion-proof motor 

e Removable strainerscreen 
e Rugged welded chassis 


e Approved by the Under- 
writers’ Laboratories 


General Products Division 
TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 WABASH AVENUE SINCE 1901 FORT WAYNE 1, INDIANA 
Subsidiaries: Tokheim N.V., Leiden, Holland—GenPro, Inc., Shelbyville, Indiana 
Factory Branch: 1309 Howard Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 





“Mrs. Smith, can’t you arrange to 
make a budget payment some other 
way?” 
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Boost for Winter Starting Programs? 


Considering what guaranteed radiator protection 
has to offer the smart marketer, it’s surprising 
that everyone doesn’t have his own plan 


Bah A GOOD CHANCE we're go- 
ing to see more guaranteed radia- 
tor protection plans offered by oil 
companies this 

fall. That’s not 

strange if you 

realize how easily 

these plans pro- 

duce a large vol- 

ume of business 

at a low cost. 

All you have to 
do is guarantee to 
car owners that 
your glycol base \ Ne 
antifreeze, in- By F. C. Sturtevant 
stalled in their TRA Editer 
cars, will protect to 2s low a tempera- 
ture at the end of winter as it did at 
the start. If it doesn’t you agree to 
make up the deficiency without charge. 

Since that’s the way glycol anti- 
freeze works, your risk is limited to 
the minor fraction of failures that are 
bound to occur from error or ac- 
cident. The companies that have tried 
it have found the cost of making good 
on their guarantees is negligible. And 
the business a radiater guarantee pulls 
makes it well worth the cost. 

Sells Everything—It’s a natural for 
oil marketers. It reaches far beyond 
antifreeze sales. The customer who 
comes in to take advantage of the 
guarantee offer is motivated by a de- 
sire to get his car ready for weather 
hazards in the months ahead. He 
couldn’t be in a more receptive state 
of mind. 

The seasonal overhaul appeal for 
car owners is much the same as in the 
“changeover campaigns,” once the 
standby of the whole industry. Change- 
over isn’t such an easy theme for 
promotion in these days of multi-vis- 
cosity motor oil, automatic transmis- 
sions and permanently lubricated dif- 
ferentials. Too bad, because the public 
still regards any kind of seasonal serv- 
ice as an appropriate occasion to take 
care of everything. 

That’s the way a radiator guarantee 
program works. The emphasis is on 
all-winter protection, so it’s easy to 
mention radiator cleaners and sealers, 
to replace radiator hose and perhaps 
the thermostat. At such a time it’s 
natural to check the fan belt. And a 


look at the battery code date uncovers 
many a battery that’s nearing the end 
of its life. 

From there on it’s just logical to 
check the lamps, wiper blades, spark 
plugs, and in fact to go right down the 
whole TBA line. A motor oil change 
and lubrication are often included in 
the job as a matter of course. 

The companies that have used the 
plan have studied the job tickets sent 
in with the guarantee records. Some 
have staged local contests with prizes 
for the dealers who turn in tickets with 
the biggest dollar totals. A study of 
these tickets indicates that a radiator 
guarantee offer can do two things: it 
can build sales for almost everything 
a dealer can sell; and the average 
amount of each sale will run well 
above the $6 or $7 represented by a 
couple of gallons of antifreeze. 

Easy to Start—Another reason why 
a radiator guarantee promotion is a 
natural for oil marketers: it doesn’t 
take any special training and only a 
minimum of dealer education to start 
one. The terms aren’t complicated, and 
the services the dealer performs are 
just what he is doing right along dur- 
ing fall and winter. 

There aren’t any price cuts or pre- 
miums involved. The only thing you 
give away is the guarantee to make 
good if the antifreeze doesn’t give the 
protection it’s supposed to give. 

The public grasps the idea, too, be- 
cause it’s so simple. That magic word, 
guarantee, tells the whole story. Car 
owners seem to appreciate any pro- 
position that includes a guarantee. 

Considering their many good fea- 
tures it’s strange that winter radiator 
protection programs haven’t caught on 
more quickly. During the past four 
years only three oil companies—Pure, 
Standard of Indiana and Standard of 
Ohio—have gone in for annual radia- 
tor guarantee campaigns. 

No Bandwagon—tThe oil industry 
has been remarkably apathetic about 
the promotion value in the guarantee 
idea. The forerunner and inspiration 
for radiator guarantees was Standard 
of Ohio’s Guaranteed Starting. It has 
been running successfully for 19 years; 
during all that period the idea was 
around for anyone to pick up. 
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Under that program, all a motorist 
has to do is come in to a Sohio sta- 
tion, have winter grade motor oil put 
in his engine, winter grade lubricant 
in his transmission, and a_ battery 
check. For that he got a guarantee that 
his engine would always start, or Sohio 
would pay the service bill to get it 
started. 

The first year it was in operation, 
some 60,000 customers took advan- 
tage of the offer. Fifteen years later 
the same idea was applied to radiator 
protection. Now Sohio runs both plans, 
with the radiator offer effective from 
about mid-September, and Guaranteed 
Starting along about Nov. 15th. 

Despite its obvious success, no com- 
petitor ever tried guaranteed starting. 
No doubt the Sohio people believe 
that’s a break for them. Sales depart- 
ments always live in hope that no one 
will catch on to their most effective 
strategy. 

For that matter, Pure Oil and 
Standard of Indiana are less than en- 
thusiastic at the thought of others pick- 
ing up the radiator guarantee. It al- 
ways seems more effective to promote 
something new and different. 

Acceptance Builds Sales—It will be 
a good thing for all, though, when 
more companies offer radiator guaran- 
tees. The more companies advertising 
them, the greater the impact on the 
public. Each one of the three com- 
panies will do more business as a 
result of their own radiator programs 
when and if more competitors get on 
the bandwagon. 

There’s proof of the reverse of this 
in the case of Sohio’s Guaranteed 
Starting. Sohio has advertised it 
steadily for 19 winters. Customers like 
it and come back for more. Four years 
ago, when the Radiator Protection 
campaign was started, it too was an 
instant success. Between the two pro- 
grams Sohio probably signs up some 
250,000 customers. 

Considering what those customers 
spend at Standard of Ohio service sta- 
tions, that’s a lot of very profitable 
business. But in numbers it’s only a 
little better than 10% of cars reg- 
istered in the marketing territory. 
They are not stealing customers from 
any other oil company. They’re just 
selling more to a portion of their own 
customers. 

Standard of Ohio would do even 
more business and make more money 
if it could persuade a half dozen other 
oil companies to get going with the 
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FLASH! ALL PAPERS PLEASE COPY.... 
RICHFIELD OIL CORPORATION OF NEW YORK 
ANNOUNCES SENSATIONAL NEW GASOLINE.. 

.. SUPER PREMIUM RICHFIELD... EXTRAORDI- 
NARY PERFORMANCE CHARACTERISTICS... 
CONTAINS NEW CHEMICAL POWER BOOSTER 
THAT ELIMINATES... REPEAT... ELIMINATES... 
HARMFUL ENGINE DEPOSITS 

.. NEW GASOLINE SUSTAINS NEW CAR POWER 
... STEPS UP POWER IN OLDER CARS 
IN ULTRA-HIGH COMPRESSION ENGINES IT 
ASSURES SUPER PREMIUM OCTANE PERFORM- 
ANCE...TOP MILEAGE 


.. SUPER PREMIUM RICHFIELD PROMOTED BY 


BILLBOARDS REACHING 9 MILLION MOTORISTS 
EVERY DAY. IN HOMETOWN NEWSPAPERS OF 


me kind of program. With every- 
body promoting winter guarantees of 
some kind, the average motorist would 
soon come to think of himself as un- 
der-privileged if he didn’t sign up for 
some kind of protection. * 


What's New in TBA... 


Big AC Contest 


... this fall offers 10 sports cars and 
40 trips to football bowl games as 
prizes for dealers who sell AC spark 





plugs and oil filters. The sports cars 
are 1957 Chevrolet Corvettes. Simul- 
taneously AC is running a 60-day con- 
sumer advertising campaign on 5,000 
billboards, plus television, and con- 
sumer magazines. Dealers may get 
point-of-sale displays consisting of a 
giant weaterhproof AC spark plug for 
mounting on the exterior of a display 
window, and a four dimensional oil 
filter display with a colorful dangling 
mobile. 

A reproduction of the oil filter bill- 
board will also appear on several mil- 
lion Kellogg breakfast food packages 
and as part of a miniature service sta- 
tion toy set to be sold in chain stores. 


RICHFIELD DISTRIBUTORS, POWERFUL ADVER: | i 


TISEMENTS REACHING MILLIONS MORE.... 
POINT-OF-SALE PROMOTION AND OTHER HELP 
IN MARKETING THIS TERRIFIC NEW PRODUCT 
WILL GIVE RICHFIELD’S INDEPENDENT 

REPEAT... INDEPENDENT DISTRIBUTORS A 
FIELD DAY OF PROFITS...MORE INFORMATION 
AVAILABLE DIRECT... CALL, WRITE OR WIRE: 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 
Serving the Eastern Seaboard from Maine through Florida 


Grid alloy 


. . . for storage batteries, known as 
Silver-Metalex, has been introduced 
by Willard Storage Battery division 
for its Super Master line. Silver- 
Metalex is said to have high resistance 


* to grid corrosion, a common form of 


battery damage resulting from over- 
charge or undercharge. Willard points 
out that 62% of all battery failures 
are caused by overcharging and 20% 
by undercharging, a total of 82%. The 
new alloy was purposely designed to 
meet and solve these two problems. 
Willard is launching its new Super 
Master line with Silver-Metalex with a 
broad consumer and trade paper ad- 
vertising campaign, plus Day-glo ban- 
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ET 3 MONEY SAVING QUALITY PRODUCTS 


other point-of-sale items. At the same SAVE MAINTENANCE 


time, Willard is encouraging better 
battery service by offering a special | 

low price on the Willard PC-10-A_ | AND BUILDING 
fast charger and the Willard open 


circuit charge tester. cos TS 


Heater hose kit 


. Offered by Dayton Rubber Co. 
includes 20 curved preformed hose 
units in seven different lengths, and 
12 watertight metal connectors. The 
kit will accommodate 12 leading makes 
of autos and trucks. The units in the 


kit permit replacement of heater hose 
by shunting around chassis and en- a 
gine parts where heat, vibration or 
STEEL FORMS with the Rolled Top Edge .. . 


abrasion might affect hose life. All 
ready to use when received 


curves are at 90 deg angles to fit 
Island edges can’t be chipped or scarred—tires 


around the modern square engines. 
: she ; . can't be scuffed. Ready to use—no lost time 
. gives complete information on di hi t. Per t beauty—elimi- 


te Pp 
spark plug wires, battery cables, pri- nates weekly painting. 
mary cable, lighting wire, terminals 


This is it—the all around pump island protection that 

: * . ee will save you money and eliminate customer complaints 

tar se ee due to scuffed tires. Spiffy form is constructed to make 
f ; sets 

and for battery cables is included in 


it impossible for form to lose shape. 
this 24-page catalog just issued by the 


tale a “te - INCREASED PROFITS 
ag Auto-Lite Co., Toledo 1, NEWBERRY 

10. . . 

aca Meter Calibrating Tanks 


Booster rates Portable and stationary models — any 
for the Atlas line of dry-charge size. Stop meter errors from draining 
we =e a our profits. 
batteries, as recommended by Esso wep « 








New wire catalog 





Here is a way to have accurate meters and 
Standard Oil, are 30-40 amps for 12- 
volt types and 50-70 amps for 6- 
volt types. Before installing a new 
dry-charge battery, Esso tells dealers, 
put it on the fast charger at the above 


stop the errors that add up to high costs. You 
take no chances with this precision instru- 
ment that is proving its value in many 
terminals. Conforms with A. P. I. Code No. 
1101. It pays for itself in short time due to 


: P t'e soe it makes pate. 
rates for 10 minutes. Or if a fast if a 


charger is not available, put on a slow 
charger for a half hour at 6 to 9 amps. 


New premium tire 

. just added to the Gulf private- 
brand line is called the Gulf Seal- 
master. It’s made of nylon, and has a 
puncture- -sealing liner. The Sealmaster 
is the fifth tire in the line. The others 
are the Gulf Premium Rayon; two 
100-level tires, with and without a 
tube; and a second-line tire, the Gulf 
Cushion. 


increase service opportunities: — a ae 


“Prestone” advertising 
may exactly fit your need 


this season will feature joint If your requirements do not justify an expensive grease rack, our Model 100 Drive-On 
sponsorship with three other adver- Grease Rack 24,000 Ibs. capacity is your answer. No installation cost—no maintenance 
tisers of the television program “Om- cost—portable—heavy duty. Will take dual wheel trucks. Write for prices and 
nibus” from Oct. 7 through Nov. 4. specifications. 
National Carbon is also using the 
John Cameron Swayze newscast and 


a special election night program. Other NEWBERRY EQUIPMENT COMPANY. Ine 
advertising will include heavy news- P.O. Box 293 Jackson 5-1751 iauahte 1, Vem, 


Pere: radio and billboard coverage. Member NAOEJ Will be glad to furnish prices and specifications on request 
Trade advertising urges dealers to 


Order from your jobber or write us. 
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solicit antifreeze business early in the 
season. 

A dealer kit includes a set of win- 
dow streamers, an antifreeze potect- 
tion chart, a poster urging motorists 
to drain old antifreeze, and a special 
A-board poster for service station use. 


Brake fluid demand 

. apparently totals about 11-million 
gal. a year, based on a report issued 
by the Chemical Specialties Manufac- 


turers Assn. Some 10.5-million gal. 
were produced in 1955 by the 28 
companies belonging to the associa- 
tion. They represent about 90% of 
the industry, the association says. Out- 
put last year was 24% larger than the 
previous year. 

More than half of the 1955 volume 
was heavy duty 70-R-1 or R-71 type. 
Of the balance, 27% was moderate 
duty, 70-R-2 or R-72; 3% _ met 
government requirements for other 
than heavy duty fluids, but not SAE 


Champion's vertically stacked air 
compressor Model TUV 55-80 is a 
real square foot saver where floor 
space is limited. 


And cool... because of its relatively 
slow operating speed (510 r.p.m.) the 
air output is at a lower temperature 
than is the case with faster running 
machines. Champion's exclusive 
domed pistons and Swedish razor 
blade steel valves contribute to its 
high efficiency and long, trouble- 
free performance. 


Model TUV 55-80 delivers 9.8 cu. ft./ 
min. at 125 Ib. pressure: two stage 
compressor: 80 gallon tank capacity. 


Champion manufactures quality air 
compressors from 1/2 to 10 h.p., 
electric and gasoline powered.Write 
for the new catalog, hot off the press. 


€ ee ATs = © Cw Ml 
PNEUMATIC MACHINERY COMPANY 


846 N. Pleasant Street, Princeton, IMlinois 





standards; and 17% failed to meet 
either government or SAE standards. 


New Kelly-Springfield 


. truck tire is called the H. D. 
Armor Trac. It’s available in a full 
range of sizes from 7.00-17 6-ply rat- 
ing through 10.00-22, 12-ply rating. 
It is designed, says the company, to 
deliver exceptional service at low first 
and final cost. 


Delco-Remy plant 


. recently completed in Olathe, 
Kan., has started battery production. 
In addition to supplying batteries for 
two General Motors assembly plants 
in Kansas City and one in Arlington, 
Texas, the Olathe factory will make 
both 6- and 12-volt dry-charge bat- 
teries for replacement sale through 
United Motors Service retail outlets 
and through GM dealers. 


‘Hot Car Harry’ 


. is the automobile enthusiast who 
is the big booster for cooling system 
care. He is the leading character in a 
new colored movie, “Spring Holiday,” 
produced by Calvin Co., Inc., Kansas 
City, and distributed jointly by six 
sponsoring TBA _ suppliers: Dow 
Chemical Co., Midland, Mich., anti- 
freeze; Warner-Patterson Co., Chi- 
cago, radiator chemicals; Thermoid 
Co., Trenton, N. J., radiator hose; 
Carbide and Carbon Chemicals Co., 
New York, antifreeze; Robertshaw- 
Fulton Controls Co., Knoxville, Tenn., 
thermostats; and the Stant Manufac- 
turing Co., Connersville, Ind., radiator 
caps. 


Cooling system manual 


. . . prepared by Dow Chemical Co. 
is designed especially for service sta- 
tion men. It has a small page size, 512 
in. x 8% in., with a minimum of text 
and plenty of cut-away engine draw- 
ings that show all parts of the cooling 
system. The booklet tells how to 
check for air leaks, exhaust gas leak- 
age, thermostat operation and tem- 
perature gage operation. It contains no 
reference to Dow products. Copies are 
available from the organic chemicals 
sales department, Dow Chemical Co., 
Midland, Mich. 


Personnel .. . 





Harry P. Noznesky is now president 
and general sales manager of the 
Bowers Battery & Spark Plug Co., 
Reading, Pa., as a result of a change 
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in control of the company. A group 
headed by Noznesky; William A. 
Shea, a New York City attorney; and 
Alexander J. MacRae, former Bowers 
vice president; recently acquired con- 
trol of the firm from Clarence P. 
Bowers, who founded the firm in 
1922. 

Bowers, 54, will remain active with 
the firm in the newly created position 
of board chairman. MacRae has been 
named executive vice president and 
general manager. 

Noznesky was at one time vice 
president in charge of sales for the 
Bowers company, and more recently 
held a similar position with the Price 
Battery Corp. of Hamburg, Pa. 

a 

R. W. Maney is the new vice presi- 
dent and general manager of the 
Goodyear Tire & Rubber Co. of 
California, succeeding the late Dent 
W. Sanford. Maney has been general 
manager for the past year. His long 
career with Goodyear started in 1929 
and included both sales and produc- 
tion activities. 

Guy Gundaker, Jr., and J. T. Calla- 
han have been made vice presidents of 
the B. F. Goodrich Tire Co. Gundaker 
was formerly field sales manager, and 
will now have charge of replacement 
tire sales. In his 30 years with B. F. 
Goodrich, he has held managerial 
positions in tire sales, advertising and 
merchandising. 

Callahan will now head equipment 

sales. Since 1928 he has filled a num- 
ber of sales posts, and since 1942 has 
been district manager of equipment 
sales in Chicago. 
- 
James E. Snead 
has been __pro- 
moted to division 
TBA manager at 
Gulf Oil’s New 
York division, 
succeeding Rich- 
ard W. Fulton. 
Fulton has re- 
signed to go into 
the TBA distribut- 
ing business in 
Miami, Fla. Snead 
has been with Gulf in New York since 
1935, except for service in the U. S. 
Navy from 1941 to 1946. He has been 
a distributor salesman, a field sales 
promotion and merchandising man, 
and district manager, and most recent- 
ly supervisor of dealer merchandising 
and training. 





Snead 


T. G. Gibian has been promoted to 
general manager of the battery separa- 
tor division of the Dewey and Almy 
Chemical Co. division, W. R. Grace 


& Co. He succeeds Russell L. Haden 
who has been transferred to another: 
division. Gibian will be responsible 
for the separator plant at Acton, 
Mass., as well as the research and sales 
activities at the Cambridge head- 
quarters. 

Gibian was formerly a_ research 
chemist for Atlantic Refining Co., 
moving to Dewey and Almy in 1951 
as a development engineer. Later he 
became manager of the Acton separa- 
tor plant. 





































tires—batteries—-accessories — fj 






A. S. Holmes is the new director of 
national accounts for AC Spark PJug 
division of General Motors, succeed- 
ing Lloyd M. Steward who has been 
made director of quality control. 
Holmes started with AC in Atlanta, 
Ga., in 1922 as a salesman. He moved 
to his new post from Los Angeles 
where he has been regional sales 


manager since 1950. 

George R. Work succeeds Holme- 
as regional manager in Los Angeles, 
where he started as a territory man in 





* Self-adjusting for wear — with sliding vanes. 


* Compact and lightweight. 


* Quiet operation at engine idling speeds. 


® Proved Performance 


Ask the man who has used 


Blackmer Rotary Truck Pumps through years of 


dependable service. 


® Available in sizes from 114” through 4”. 


* Capacities from 25 GPM through 500 GPM. 








7 ee 


liquid materials handling ® 


BLACKMER 








INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 


| BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK ¢ ATLANTA « CHICAGO e GRAND RAPIDS « DALLAS « WASHINGTON e SAN FRANCISCO 


See Yellow pages for your local sales representative 
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1944. Later he served as fleet manager 
BUILT TO | 


| and then zone manager in San 
| Francisco. Since 1952 he has been 
| regional manager in Kansas City. 
Robert C. Jones, Jr., becomes re- 
| gional manager in Kansas City, re- 
| placing Work. He has been assistant 
| regional manager in Los Angeles 
where he started with AC in 1946. 
He also has held the posts of territory 
representative, fleet manager and zone 
manager in the Los Angeles region. 


--e-AND TAKE IT, TOO! 


ROPER TRUCK PUMP 


e 
W. A. Robinson heads a newly 
created TBA department at General 
Tire & Rubber Co. He was brought in 
OUTBOARD from the field, where he spent the last 
BEARING six years as manager of General's 


HARDENED ee yt ee ee 
STEEL SHAFT Twin Cities division. 


HARDENED . 


BRONZE \ MECHANICAL 


BEARINGS 


ADJUSTABLE 
RELIEF 


SERIES 3600 
Pressures to 90 P.S.lI. 
40 to 300 G.P.M. Sizes 


Fitzgerald 


O. E. Miles, 
formerly general 
manager of Good- 
year Tire and 
Rubber Co.'s re- 
ail stores divi- 
sion, has _ been 
appointed to a 
newly created 
post of tire divi- 
sion sales man- 


Simplicity of construction and principle of operation distin- 
guishes Roper as your best pump buy. For, with simplicity 
comes more dependable performance, less maintenance, easier 
installation, and longer service life. 

All is not simple with Roper, however. Not when you consider 
the precision-ground, hardened steel shaft . . . accurately ma- 
chined iron alloy gears that mesh perfectly . close-fitting 
bronze bearings . . . sensitive, adjustable relief valve . . . and 
durable seal. Then — careful assembly of all these components. 
Yes, Roper know-how and the Roper policy of combining the 


simple with the more complex is your assurance of pumps that 


can really dish it out. . 


more satisfaction with Roper! 


ADJUSTABLE RELIEF VALVE 
— in pump face plate elimi- 
nates outside piping. Ample 
size. Easily adjusted over 
wide range — 20 to 90 
p.s.i. 


SPLIT GLAND 
Repacking is easy with 
split-ring packing and two 
piece gland. No need to 
disturb drive coupling or 
pipe connections. 


. and take it, too! You can get so much 


MECHANICAL SEAL 
Available in Models 3602. 
Provides positive sealing 
action... minimizes down- 
time . . . no adjustments 
necessary. 


GEO. D. ROPER CORPORATION 
480 Blackhawk Park Ave., Rockford, Ill. 


| ager. At the same 


Miles 


| time R. W. Fitz- 


| towns, 


gerald, former manager of tire sales, 
has been named to the new position 
of general merchandise manager. L. 
W. Moore, former manager of service 
and equipment sales, replaces Miles as 
general manager of retail stores divi- 
sion. 

Miles joined Goodyear in 1932 as 
a member of the training squadron. 
He managed stores in a number of 
and also served as district 


| manager before taking charge of the 


retail stores division in 1954. 
Fitzgerald started as a truck tire 
salesman in Chicago in 1924. He 


| moved up to become division man- 
| ager in Chicago before moving to 


Akron in 1952 as manager of tire sale. 

Moore was a general line salesman 
in Columbus in 1930. He was store 
manager in several towns, moved up 


| to a district manager post in 1951, 


and became manager of service sales 


| and equipment in 1954. * 
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TO THE 


NEW 
HOME oF 


The new home of the Oscar Phillips 

Co. .. . situated on over two acres 

of ground with modern plant facili- . loyal customers for their kind con- 
ties and production equipment to sideration and patience during the 
produce Quality Famous, Glo-Rite period that we were forced into 
Station Lighting Equipment. limited production by the fire which 
IMMEDIATE DELIVERY! destroyed our former factory. 


OSCAR PHILLIPS COMPANY 


9701 READING RD. (READING) CINCINNATI 15, OHIO 
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They offer complete service for the kings of the road. That’s why... 








Truck Stop Stations Are Mushrooming 


It takes a top-flight business man to run one 
Investment is heavy and the hours are rugged 
But high-volume operations bring fat profits 


@ The field is wide open. Look at Pure Oil... 


NEW TRUCK STOPS are being added 
almost as fast as Pure Oil can build 
them. This year alone the company 
will put up fifty new sites. Latest addi- 
tion to the growing Pure chain is a 
$300,000 station at the entrance to the 
Chicago stockyards. 

Three years ago the company had 
only fifteen stops scattered indiscrim- 
inately throughout its market area. By 
the end of 1956, Pure will boast 190 
truck stations, most of them crammed 
full of modern equipment for the com- 
fort and convenience of road-weary 


cross-country haulers. 

[he staggering increase in truck 
transport since the end of World War 
Il has created an ever-expanding de- 
mand for specialized stations to cater 
to the needs of truckers. Fleet Owner, 
the McGraw-Hill magazine of truck- 
ing. estimates that on-the-road trucks 
have increased from 5,986,000 in 1946 
to more than 10,400,000 today. 

The New Look—Truckers pay good 
prices for the right kind of facilities. 
But they want the best in service and 
know-how. A truck stop of the type 


built by Pure has a “new look.” It’s a 
fueling station, light repair garage, 
restaurant and motel rolled into one 
operation. It has a clean modern ap- 
pearance and it offers more extras than 
a new car. 

A typical Pure truck stop sprawls 
over 6.5 to 12 acres. It has full truck 
service facilities, including a lube pit 
and an oversized parking area. Open 
24 hours a day, it offers road service. 
wet and dry ice, and a public scale. 
It can handle minor repairs like igni- 
tion, lights, mufflers, and tires. A spot- 
less restaurant feeds hungry drivers, 
and sleeping quarters feature individ- 
ual bedrooms, tile showers and toilets. 

A trucker pay from $1 to $3 for a 
bedroom and crisp linen. In some 
stops, bunks are doubled-decked to 
accommodate truckers who travel in 
pairs. Showers are usually free, soap 





Long, low lines of a new Pure truck stop are highlighted against the backdrop of the Virginia night 
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and towels are supplied. Restaurants 
(leased to concessionaires) charge 
standard prices for the heavy meals 
truckers thrive on. 

Why this new look? Pure executives 
say “we're trying to get away from 
the old type flophouse. We have several 
new stops going up built on a one- 
story rambling style of architecture 
to avoid that barracks appearance.” 
First: Find the Man 

For the alert jobber or major eying 
& potential site, the hardest job is find- 
ing the right man to run it. Truck stop 
facilities aren’t picked up in bargain 
basements. It takes big money to buid 
and run one. 

“A good class one stop requires an 
iavestment of usually $50,000 on the 
cperator’s part,” says Jerry Sanner, 
manager of Pure’s special outlet de- 
velopment division. “That on the 
average is less than half of what it 
costs us to build it.” 

In return for his investment, says 
Pure, a sharp manager can expect to 
make up to $35,000 a year. That’s two 
or three times what exceptional retail 
gasoline dealers make. Other major 
officials say that in a few unusual 
cases, a truck stop operator’s income 
has soared into six figures for one year. 

The initial investment of $50,000 
covers only inventory, a_ limited 
amount of equipment such as beds 
and linen, and the working capital 
needed for a heavy credit business. 

Charge It to the Company—“An 
operator has to be an excellent credit 
manager,” Sanner says. “If he isn’t, 
he will be by the end of his first year.” 
Sanner estimates that 50% of truck 
stop business is done on credit, where- 
as 20% is a high figure for retail out- 
lets. One consolation: collection is not 
much of a problem, since most of the 
business is done with established truck- 
ing companies. 

For a good station, Pure says, there 
is almost no limit to the amount the 
company will invest, but it won’t fin- 
ance an operator’s working capital. 

Pure has a limited finance arrange- 
ment available to property owners. 
The company will build a complete 
station on their land and allow them 
to buy it back over a period of ten 
to fifteen years. 

There are other things that Pure 
looks for in new Operators. “A man 
must be a good promoter,” Sanner 
says. “He must be able to contact ai) 
trucking lines within a reasonable 
radius of his truck stop. 

“He must be a good housekeeper 
and a good station manager. Good 
housekeeping is more important at a 

(Continued on page 150) 


The New Look: Cleanliness and Comfort 
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Restaurants are a big truck stop drawing card for h 
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Spotless showers offer welcome relief from the grime of the road 














Homelike lounges often have TV sets, lack only the wife and kids 
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— fe stations 


“Pure’s goal: 300 truck stops 300-350 miles apart 


on major trucking routes” 


(Story begins on page 148) 

truck stop than a: a service station 
because of the sleeping facilities and 
restaurants. They must be clean.” 

“Education is not always an im- 
portant factor,” says another Pure of- 
ficial. “If a man is sharp, we don’t 
care what kind of tormal education he 
has had. On the other hand, we do 
have several operators with college 
degrees, and one of our men was a 
practising lawyer before he went into 
the truck stop business.” 

Sanner was a successful truck stop 
jobber before he joined the Pure 
management, but the company does 
not encourage jobbers to undertake 
truck service operations. Stops are 
large, have heavy gallonage. Pure 
thinks the business is worth the full 
time of the man in charge. “Some ot 
our stops,” says Pure, “have heavier 
gallonages than most jobbers. One in 
particular does over 400,000 gal. a 
month.” 

Talent Scouts — Good operators, 
like good facilities, aren’t found in 
bargain basements either. To get the 
right man, Pure runs ads in metro- 
politan dailies from Florida to the 
Canadian border, spreads promotional 
materials throughout its market area, 
and scours its retail gasoline outlets. 
So far the efforts have paid off. 
Enough men to run all the sites have 
passed the stiff screening processes at 
division and headquarters level. Pure 
reports about two-thirds of the candi- 
dates processed are selected. 

Before an operator is installed in a 
new site, he is sent to a Pure truck 
stop training course. Chief trainer is 
Frank Talarico, a Conneaut, Ohio. 
operator whose truck stop pumps more 
than 3-million gal. a year. Trainees 
are broken into classes of eight, spend 
a week with Talarico either at Con- 
neaut or another large truck stop 
around the country. 

Training is nearly as rugged as the 
business itself. After three hours in 
class each morning, trainees work 
around-the-clock shifts at the pump 
islands getting the feel of a 24-hour-a- 
day job. When a station operator has 
completed his course, he usually sends 
his shift managers to the school. 

“We try to impress On our trainees 
that this is a 24-hour business,” says 
Sanner. “It’s not for sissies. It takes a 
lot of hard work. And we never make 
any promises about what he can earn 
until he goes through the school. He 
has to suit us and we have to suit him. 
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Only after an operator goes through 
a school does he get a truck stop 
location.” 


Second: Find the Spot 

Finding that location is nearly as 
complex as finding the man. Sanner’s 
goal is 300 truck stops 300-350 miles 
apart on major trucking routes. “That’s 
what we feel will be necessary to 
service the trucks on the road,” he 
says. 

About 75% of Pure truck stops are 
built in outlying areas. Land is often 
tight in cities, high-priced and 
squeezed into poor access locations. 
Besides, says Sanner, the snowballing 
traffic problems of big cities are mak- 
ing it less economical to operate big 
rigs in downtown areas. 

The first job is to run a traffic count. 
Pure wants to know the number of 
over-the-road trucks, not the total. 
Local truck traffic has little potential 
for a truck stop. A good class 2 spot, 
according to Sanner, should have a 
minimum of 1,000 long-haul trucks 
running past its driveway each day. 

Sanner also analyzes the terrain. A 
location should be level so that little 
filling has to be done. Grade locations 
are frowned on. Truckers are wary of 
brake failures on downgrades, and 
dislike the strain of picking up speed 
on an upgrade. 

New highway plans are important. 
Today’s choice spot could be tomor- 
row’s dog if road-building bypassed it. 
Pure checks highway officials on all 
proposed sites. 

Windy City Premiere — In some 
cases, Pure still builds stops in con- 
gested areas. Citrus fruit terminals in 
Florida are one example. Another is 
the new stockyards truck stop in 
Chicago. Built at a busy entrance to 
the yards, it is Pure’s first truck sta- 
tion in the Chicago area. The grand 
opening of the new site was held last 
month. 

Preliminary traffic surveys showed 
that 5,200 trucks entered the stock 
yards every day, carrying 90% of all 
product to the inside. Amazed at the 
Pure figures, stockyards managers 
checked the results and gave Pure a 
twenty-year lease on the site. 

The new station has a 450-ft drive- 
way—small, as Pure truck stops go- 
and a storage capacity of 60,000 gal. 
Its lube pit is 115 ft. long, the largest 
in the Pure chain, and can handle 
three tractors at a time. Two islands 
mount twelve pumps that distribute 


four different kinds of fuel trom pre- 
mium gasoline to #2 diesel fuel. 

The operator comes from a high- 
volume Pure service station. He em- 
ploys three shifts of four men. The 
restaurant, largest in the Pure chain 
with a capacity of 71 persons, has 
twenty employees. 

In line with the “new look,” the 
second floor has twenty air-condi- 
tioned bed rooms with terrazzo floor- 
ing, a large lounge with a TV set, six 
all-tile showers and six toilets. 


Blazing a New Trail 

Pure considers itself one of the 
pioneers of the modern truck stop. 
But its real interest began only in 
1953. At that time, Sanner sold his 
Olympic Hi-Speed truck stop chain in 
northern Ohio to Pure. The company 
asked him to undertake a survey of 
the market area to find out if there 
was need for more truck stops. 

Sanner reported back that expan- 
sion in truck transport would continue 
at a rapid pace. Special facilities for 
truckers, he said, were sorely needed. 
As a result, Pure set up a special out- 
let development division to build up a 
truck stop chain and put Sanner at its 
head. His task was to develop inte- 
grated service truck stops as rapidly 
and efficiently as possible. 

From the original helter-skelter 
fifteen stops, Pure stretched its chain 
from Key West, Florida, to Fargo, 
North Dakota. Pure truck stops popped 
up on main highways and in trucking 
centers at a rapid pace. 

Sanner’s plans call for new stations 
in St. Cloud, Minn., Bloomington, IIl., 
Bridgeport, Mich., Little Rock, Ark., 
Birmingham, Ala., and Macon, Ga., 
all before the end of 1956. He predicts 
that Pure will double the number of 
its stations in the next few years and 
will continue to keep pace with the 
growth of the trucking industry. 

Pure will have some competition 
from other marketers. Esso, for one, 
has just built four ultra-modern stops 
in Virginia to sell its line of Essofleet 
truck products. Esso marketing ex- 
ecutives say the company is proceed- 
ing slowly, but has definite plans for 
expansion. 

Beside the trend away from cities. 
Sanner sees a tendency to build stops 
adjacent to airports. Truck safety men, 
he says, are taking to the air. They 
can now land at one of four Pure 
stops, check truckers’ records, and be 
off in a minimum of time. 

If airborne service is still new to 
truckers and operators, it is at least 
an indication of the heights to which 
Pure will go in its efforts to serve the 
big fellows. a 
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and our F style 
cans will do a job 


Jor YOU, too! 


Your package. has to “speak up” for sales, or it doesn’t stand a chance in today’s 
fast competition. That’s why Continental's “F” style cans are the choice of so many 
manufacturers of waxes, polishes and other petroleum products. For, in addition 
to sturdy, easy-to-use construction, these containers offer you color and brilliance 
that only Continental master lithographers can achieve. 





We'll start things off right by delivering all the “F” style cans you need, exactly 
when you need them. Sizes from four-ounce (spout top) to one gallon. Then, if 
you want help with research or engineering, it’s available anytime as part of our 
Tailor-Made Package Service. Why not let “F” style cans do a selling job for you? 
Call soon. 


CONTINENTAL E CAN COMPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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FIRST CHOICE of Leading Transporters 
and Tank Truck Manufacturers 


NEW WARREN SQUARE* 


DESIGN 


Provides important weight savings even over earlier lightweight WARREN 
constructions. Made in steel and aluminum fabrications for petroleum 
service and in stainless steel for chemical and special petroleum product 


WARREN DUAL* 
Unequalled flexibility for 
split loads. Number of 
valves, flanges, gaskets 
and connections cut to 
an absolute minimum. 


WARREN SPLIT* 
Another proved fabrica- 
tion for safer, lower-cost, 
trouble-free manifolding 
with great flexibility. 
Eliminates metal-to-metal 


WARREN SELECTIVE* 
Tamper-proof design per- 
mits opening of-only one 
valve at a time to com- 
ply with requirements of 
certain states. 


seats of gate valves. 
*Protected by U.S. Patent No.-2557177 
Sit Lv DAR COO 





You are paying for the best in manifolding. Are you getting it? You are, 
if you have standardized on WARREN Manifold Valves. And here is why: 


IN DESIGN AND CONSTRUCTION 


No other manifolding arrangement is as func- 
tionally simple and safe and none is as compact 
and lightweight as WARREN. All four of the 
models shown are available in 2”, 3” and 4” 
sizes, in aluminum, steel or stainless and the 
fabrications you desire. Buna N discs are stand- 
ard; Teflon discs available when specified. 


WARREN SQUARE DESIGN 


provides greater flow volume, 
more compact and direct piping 
than possible with cross valves. 
Fewer joints. No gasket leaks. 





IN UTILITY AND VERSATILITY 


WARREN Manifolds provide proved greater capacity and turbulence-free flow — the best in safe, de- 
pendable manifolding! What's more, they are easy to order and install. You get the number of valves, 
the location of connections and hangers and the angle and type of outlets you need. All models can 
be furnished with either fixed discs or swing checks and all except Selective can be changed from solid 
to check, easily and quickly, without body alterations. 


IN EFFICIENCY AND ECONOMY 


When you install WARREN Manifolds, you get performance — the fastest, safest unloading that money 
can buy. Low in original cost, WARREN Manifolds are inexpensive to install and require only minimum 
maintenance. This all adds up to a fact that many profit-conscious transporters have known for years: 
It costs more if you settle for anything less than WARREN Manifolds — best in the business! 


WRITE TODAY for complete information 


Manufacturers of 
WARREN Snap Seal® Safety Lamps 


MACHINE COM?ANY 


WARREN, PENNSYLVANIA 


Sincel901 
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C) AUTOMOTIVE 


Free Piston Engine Forging Ahead 


The power plant that will run on almost any fuel 


begins to look even better. You may not see it 


in passenger cars, but you'll feel its impact 


= FREE PISTON engine is looming 
as a stronger contender in the 
power plant race than earlier reports 
indicated. But the big potential is in 
the non-automotive field. 

Designers still haven’t been able to 
shake the disadvantages that have been 
dogging them (NPN—June, p135). 
Putting a free piston into a car would 
cancel out all gains to date in lower- 
ing the hood and any future gains that 
can come from fuel injection. 

Best thinking in auto circles now is 
that the free piston will make its big- 
gest inroads in the field of heavy en- 
gines: ships, locomotives, stationary 
power plants, heavy-duty  off-the- 
highway vehicles. : 

This spells competition for diesel 
engines. But the extent of impact on 
oil marketing depends on how wide a 
swath free pistons can cut as they are 
developed and improved further. 

Fuel Picture—The free piston en- 
gine will run on a wide range of fuels, 
varying from 200 octane gasoline 
down through kerosene, diesel fuel, 
bunker C and crude oil. Even some 
vegetable oils will power it. 

Obviously, either because of cost or 
burning qualities, some of these fuels 
can be eliminated from the free pris- 
ton fuel picture immediately. But the 
insensitive fuel appetite of this bounc- 
ing power package indicates that it 
could do things to diesel fuel, kerosene 
or bunker C markets—or all three of 
them. It appears now that whichever 
fuel is used—or even if an entirely 
new one is developed—the lot of the 
refiner may be made a little easier. 
Free piston fuel specifications may be 
much less stringent for many power 
plant fuels now. 

Detroit engineers differ on some of 
the advantages and disadvantages of 
the free piston engine as a future 
power plant. But they agree on one 
big advantage—its insensitive fuel ap- 


He looks for free piston engines to 
move heavily into the field of locomo- 
tive and ship power. He doesn’t think 
it will even get into the automotive 
picture as a replacement of the gas 
turbine compressor, which would 
result in a combination free piston- 
gas turbine power plant. 

Since introducing a midget version 
of free piston power (the XP-500) in 
an experimental car (NPN—June, 
p|34), General Motors has developed 
a new free piston engine—the GM-14. 
This engine has won a vote of con- 
fidence from the GM research en- 
gineers who worked on it. 

Gregory Flynn, Jr., of GM research 
staff's mechanical development depart- 
ment, says, “We are convinced of the 
free piston’s many real advantages, 
and we are cognizant of their problems 
and limitations.” 

A total of 25,000 hours of testing, 
Flynn says, indicates future develop- 
ment will improve the engine’s power 
output, economy and reliability. Al- 
ready GM _ has increased the rated 
power output by 25% and the life of 
all critical parts has been extended. 

The GM-14 is rated at 1,250 gas 
horsepower and has a thermal ef- 
ficiency of 43.5% as compared to the 
automotive engine’s 24% efficiency. 
This is a prototype of six gasifier units 
GM’s Cleveland diesel engine division 
is supplying the Office of Ships Con- 
struction and Repair of the U. S. 


gasoline-proof dise 





Maritime Administration for installa- 
tion on a repowered converted Liberty 
Ship, the S. S. William Patterson. 

Around the Industry—Ford and 
Chrysler both are doing research and 
development of free pistons, but here. 
as well as at GM more recently, there 
is a reluctance to discuss progress or 
to speculate on the engine’s future. 

At Chrysler the emphasis is still on 
the automotive gas turbine, and pro- 
gress continues. It looks now as if 
Chrysler has the productive costs of its 
turbine wheel under $25, and with- 
out strategic metals. The next goal 
will be to cut that cost down to $10. 
At the moment there seems to be no 
feeling that the free piston engine 
will replace the turbine compressor in 
a turbine-powered car. 

While the news front on automotive 
gas turbines has been relatively quiet 
in recent weeks, research and develop- 
ment is proceeding at a fast pace. And 
there is increasing evidence that oil 
companies are working just as hard to 
develop at least some prototypes of the 
type of fuel the first automotive tur- 
bines will use. 

One oil company research labora- 
tory is known to have come up so far 
with better than a dozen different 
kinds of turbine fuels and almost as 
many lubricating oils. The exchange 
of information between oil researchers 
and auto turbine scientists is being 
stepped up almost daily. 

While all this brings the day of the 
turbine that much closer, there is no 
information available now which 
would alter materially the turbine 
timetable set forth by NPN in April, 
1955 (p45). a 


UNION CHECK VALVE stops suction line leaks 


at gasoline dispensing pump 


Eliminates digging up installation to replace faulty foot valve or angie check valve. 
Installed in existing union at base of pump. All bronze construction with a composition 


Guaranteed performance. Sizes 1-'4”, 1-2” and 2” 
Two No. 200A _ (without screen) 
models No. 200AS (with screen protection) 


Write for complete information and prices. 
Available at your local oi! equipment jobber. 
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Charting the Course—One automo- \ | if S7 
tive engineer has changed his think- >? l Tr FY 
ing in recent weeks regarding the ai een : 
future of the free piston engine, but a. —_— =i a h6h(U)|— 





he sticks to his original opinion that 
it will not find its way into passenger 
car application. | 


UNIVERSAL VALVE COMPANY 


400 South St. Elizabeth, N. J. 
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THIS SERVICE STATION is one of a chain of 58 modern gasoline stations owned 
by the Hewitt Oil Marketing Company and equipped exclusively with Gilbarcos. 





a tea 


-MR. JOHN H. WHITE, President & Chairman of the Board, Hewitt Oil Marketing Co., Charleston, S.C. 


“HERE'S WHY WE’RE SOLD ON 


SALES-MAKERS!” 


“For the past fifteen years, we have been 
using Gilbarco gasoline pumps,” says Mr. 
White, a former president of the National 
Oil Jobbers Council, “and now we are using 
them exclusively. We buy pumps for trouble- 
free operation, ease of servicing, and last 
but not least, good looks. It is on that basis 
that we’ve standardized on Gilbarcos. 

“The new Sales-Makers are everything 
that their name implies from a marketing 
viewpoint. We spend money to attract 
people to our stations, and the new Sales- 
Makers are really helping to this end. In ap- 
pearance they are outstanding, a design so 
contemporary that they will be as modern 
looking years from now as they are today. 


We’re sold on Sales-Makers. They are pumps 
that live up to their promise.” 

You’ll also like Sales-Makers and what 
they can do for your gallonage. Write today 
for illustrated booklet and full information. 


Gilbert & Barker 
Manufacturing Company 
West Springfield, Mass. 
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- EQUIPMENT 


Pioneering the Underground Hose Line 


Equipment men are watching Phillips Petroleum’s 
experiments with hose in station piping systems 
below ground. Advantages are already showing 


SHORT LENGTH of hose, used as 

a flexible connector between the 

underground tank and the line to the 

service station pump, serves two pur- 

poses, according to Phillips Petroleum 
Co.: 

e It prevents leaks that may occur 
when strains develop on rigid piping. 

e It simplifies reconnecting after 
installation of booster pumps in pres- 
ent stations, or where other changes 
must be made in existing pipe lines. 

Operations men express an interest 
in the flexible unit as an aid in booster 
pump installation. They believe the 
trend in fuel developments will bring 
on increasing vapor lock problems. 
Vapor lock is encountered in all cli- 
mates, they say, because refineries 
make it a practice to deliver more 
volatile gasoline to northern areas. So 
they expect to be breaking into more 
driveways to put in more booster 
pumps as time goes on. 

Phillips, however, uses the flexible 
connectors for underground tanks in 
new stations as well as for alteration 
jobs. It’s been the rule for over two 
years, except where the connectors are 
not permitted by local authorities. 
Phillips engineers think the flexible 
connectors are better than all pipe. 
Underground pipe systems, they feel, 
are too rigid to cope with soil shifts, 
settlement, vibration. frost upheaval 
and seismic disturbances. 

The Phillips men point out that the 
plumber on the job may put in only 
one swing ell where two are needed; 
or he may apply a pipe dope to the 
joints that becomes rigid when it sets. 
When flexibility is lost, they say, there 
is always a greater hazard of leaks. 

Pipe has other drawbacks, according 
to Phillips. The use of rigid ells causes 
an appreciable friction drop through 
the system. And in some situations the 
use of an all-pipe system may make it 
necessary to run the pump lines closer 
to the surface than is desirable. 

Industry Waits to See—Other oil 
companies still depend on swing ells 
and other pipefitting combinations to 
take up any movement below ground. 
Most of the operating and construction 
men still feel that pipe and fittings do 
a satisfactory job. 

There’s a general attitude of pre- 


ferring to wait for the outcome of the 
Phillips experiment. Meanwhile, many 
are dubious because Phillips does not 
yet have Underwriter’s Laboratory ap- 
proval of the connector. And they are 
slow to accept the idea that rubber 
hose of any kind can last as long as 
pipe when buried underground. 

Search for a Substitute — Phillips 
men first looked outside the oil in- 
dustry for examples of flexible lines 
with a good record for safe operation. 
They found no lack of successful in- 
dustrial use of hose in place of piping. 
For one example, railroads depend on 
flexible air hose for safe brake opera- 
tion. On airplanes also it has been 
found safe to use flexible lines for 
gasoline and for hydraulic fluid. 

But while the principle seemed well 
established, there was no specific prod- 
uct on the market suitable for under- 
ground gasoline lines. So Phillips en- 
gineers experimented by fitting some 
hose lengths with forged carbon steel 
seamless pipe end nipples. They used 
corrosion resistant hose clamps to at- 
tach the nipples to the hose. 

The hose and nipple assembly final- 
ly adopted will carry a working pres- 
sure of 100 psi-ga. It will withstand 
without crushing a 28” mercury 
vacuum, plus the concentrated weight 
of a 200-Ib man standing on a one- 
foot section of the hose. Bursting 
pressure of the unit is estimated at 
625 psi-ga and the tensile resistance 
of the joint between nipple and hose 
is estimated at 1,000 psi-ga. Oil men 
agree these results show a wide margin 
of safety. 

Good Results—The flexible hose as- 
semblies were first used at a few ex- 
perimental spots, where they estab- 
lished a good service record. Then 
they were given a wider tryout in a 
number of service stations. They per- 
formed so well Phillips adopted the 
flexible connectors as standard and 
they have been installed since then 
wherever permission can be obtained. 

Getting approval from fire marshals 
and other local authorities proved to 
be a slower process than developing 
the connector itself. As with all new 
products, fire officials raised questions 
of safety. Phillips currently has a 
favorable interpretation for the use of 
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the flexible line from the National 
Fire Protection Assn. under Standard 
30-L. 

The hose is also now in the hands of 
Underwriters Laboratories for inves- 
tigation and labeling. At present the 
connectors are assembled from stock 
items consisting of lengths of Hewitt- 
Robins Maltese Cross tank car hose 
and King combination nipples sched- 
ule 80, made by the Dixon Valve and 
Coupling Co. 

The nipples are secured by two 
Everdur punch-lock bands at each end 
In assembling, the nipple shanks are 
coated with Armstrong S-14 water 
proof cement and the hose ends are 
protected with a coating of Hewitt 
No. 226 self-curing Neoprene cement. 
Assembly is being done by F. L. Mur- 
dock, a distributor of Tulsa, Okla. 
Units range in length from 1’10” in 
over-all len th to 3’, and in 142” and 
2” diameters. Hewitt-Robins says the 
cost ranges between $7.30 to $11.80 
each. 

It is claimed that the hose has de- 
monstrated” in government service, 
an underground life equal to that of 
pipe, and that it will outlast pipe 
under some conditions. Underwriters’ 
tests are understood to have resulted 
favorably. The Underwriters label 
should remove current official resist- 
ance, in the opinion of Clarence F. 
Reinhardt, technical assistant to the 
Phillips engineering department, and 
open the way to wide acceptance. 


What's New 


in Equipment .. . 








New loading assembly 


_ is claimed to offer low cost and 
maintenance with few parts and ac- 
cessories. New double ball-bearing 
swing joint is sealed against leakage 
with an O-ring packing. Compression- 
type spring in a tight, weather-proof 
cylinder serves as counter balance. 
Adjustable spring buffer brings the 
arm to smooth stop when returning 
to upright position. All-bronze, shock- 
less, self-closing loading line valve 
uses a special disc said to withstand 
300 deg F. Adjustment screw may be 
regulated while under pressure for 
various pressures and viscosities to 
eliminate hammer on all connecting 
equipment. Presently available in 2-in., 





You the ALL-ALUMINUM 


J STEBER Wd 2.44.74 


Available in One-Piece Units 
of 4, 8, 12 and 16 Feet! 











Exclusive Steber sliding pole 
fitter fastens anywhere along 
fixture channel. Service knock- 
outs are provided along the 
entire fixture channel. 


Center rib is quickly re- 
movable allowing lamps 
to be taken out in any 
order, straight down. 











Light any Station Brighter — 
Retain Top Efficiency and 








New Appearance Indefinitely! 


Steber wrap-around doors provide up to 60% more light emitting 
area than any other unit—give you more attraction and selling light for 
your station than ever before available. 





All aluminum extruded chassis and door frames. Aluminum cover 
and exclusive Steber Anodal/ electro-chemically finished aluminum re- 
flectors are impervious to corrosion. Door panels are ribbed, highly 
impact resistant Tenite II providing maximum light transmission factor. 


Steber Skyliners give you all these advantages: 
@ Beautiful Modern Design 
@ Fully Enclosed Factory Wiring 
@ Leveling Device 
@ Sliding Pole Fitter 
@ Lighter Weight 
@ Single unit lengths up to 16 feet 
@ Any length available in multiples of 4 feet 
@ Removable center ribs for quick relamping 


STEBERLITES 
Steberlites can be mounted singly 
or in clusters up to six. Top 
channel of Skyliner is tapped 
and fitted with 5 closures per 8’ 
section. 





Write f 

The Complete Steber Line Includes: pn sn le light 

¢ Steberlite Sealed * Open & Enclosed Catalog Data 
Beam Units Floodlights 


¢ Elliptical Floodlights ¢ Mushroom Lights 














STEBER MANUFACTURING CO. 


/STEBER\ OF CALIFORNIA 


242 So. Anderson St., 
Los Angeles 33, California 
STEBER MANUFACTURING co. STEBER-WOODHOUSE LTD. 
Dept. 88, Broadview, Illinois 33 Ingram Drive, Toronto, Canada 
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2'2-in. and 3-in. sizes. Oil Equipment 
Manufacturing Co., Inc., 3100 Ver- 
mont Ave., Louisville 11, Ky. 

Circle No. 1 on coupon, page 158 


LP-Gas gage 

‘ has a redesigned dial chamber 
for heavy duty service, said to elimi- 
nate breakage problems in transporta- 
tion or installation of tank systems. 
Chamber is recessed, with angle-view 
dial face; is hermetically sealed against 
dust and water; and is sealed off from 
the main mechanism, which is float- 
operated with magnetic drive. Two 
small screws, top and bottom, permit 
easy removal of the dial chamber 
when replacement is necessary. Ro- 
chester Manufacturing Co., 100 Rock- 
wood St., Rochester 10, N. Y. 


Circle No. 2 on coupon, page 158 


New wheel balancer 

. is designed to fit over the center 
post of the Coats Tireman or on a 
special stand. Leveling bulb is set in 
the top of the balancer so that it 
remains visible at all times. Handles 
all passenger and light truck wheels. 
Price $29.50 without stand; $39.50 
with special stand. National distribu- 
tor is Jack P. Hennessy Co., Inc., 12 
Depot Sq., Englewood, N. J., and 
3453 Cahuenga Blvd., Los Angeles 28, 
Calif. 
Circle No. 3 on coupon, page 158 


New solenoid valve 


. shuts off fuel flow instantly and 
automatically upon failure of power. 
Used in supply lines to boilers, fur- 
naces and other heating equipment. 
Make claims that simple toggle-action 
release mechanism positively closes 

(Continued on page 158) 
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Which way does 


the wind blow 7? 


Again toward The Saturday Evening Post, of course! 
It leads all magazines in automotive advertising* 


Gasoline, Lubricants Tires, Batteries, Cars, Trucks, 
and Other Fuels Accessories Tractors 





& 


POST : 66 pages | 186 pages — _239 pages 











eas 


; _ TIME | 38 pages | 58 pages | 155 pages 
: 


LIFE 37 pages | 92 pages | ‘187 pages 





_ NEWSWEEK . 33 pages 23 pages J 126 pages 





" COLLIER’ Ss 22 pages | 53 pages 1 67 pages 














LOOK | 21 pages | 36 pages 70 pages 


PLES MES LIELS LO SL 





*P.1.B. figures for the first six months of 1956 
9g 


The Saturday Evening 


POST — gets to the heart of automotive America 
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(Continued from page 156) 


valve when holding solenoid is de- 
energized. Visual indicator shows 
open or closed position. “Y” type body 
and oversize ports are said to give 
flow nearly equal to straight-through 
gate valve. Sizes 1% in. to 3 in. 
Automatic Switch Co., 391 Lakeside 
Ave., Orange, N. J. 

Circle No. 4 on coupon, this page 


LP-Gas fuel injector 


. is said to afford instant starting 
in any weather without choke or 
primer. Manufacturer claims mixture 
ratios are not affected by changes in 
altitude or temperature; that engine 
idles on extremely lean mixture; that 
there is no enriching during decelera- 
tion. Solenoid valve connected to the 
ignition circuit shuts off fuel when 
engine is not operating. National Prod- 
ucts Manufacturing Inc., Lubbock, 
Texas. 


Circle No. 5 on coupon, this page 


Drum-stenciling method 


. employs a new non-porous mark- 
ing ink for use with the Rol-It-On 
roller process. Ink is available in 
colors, is said to have excellent cover- 
ing power and to dry instantly. Man- 
ufacturer claims drum heads can be 
marked faster and more efficiently 
than with brushing or spraying. Dia- 
graph-Bradley Industries, Inc., PO 
Box 269, Herrin, IIl. 

Circle No. 6 on coupon, this page 


Semi-automatic drum filler 


. is designed for small product runs 
where multiple products must be han- 
dled with fast change-over. Features 
are heavy-duty Fairbanks Morse scale 


e FOR FURTHER INFORMATION 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


@ Readers’ Information Service 
NATIONAL PETROLEUM NEWS 


Your inquiry will be forwarded to the manufacturer. Void after Jan., 1957 


with Rucker automatic tire-weighing 
mechanism and automatic shut-off de- 
vice. Submerged filling rate is up to 
125 gpm without foaming. Filling rate 
automatically reduces to a dribble 
prior to final automatic cutoff. Accord- 
ing to the manufacturer, new machine 
retains the heart of the Rucker auto- 
matic drum filler at greatly reduced 
cost. The Rucker Co., 4700 San Pablo 
Ave., Oakland 8, Calif. 


Circle No. 7 on coupon, this page 


Road test equipment 


. consists of a new Series of units 
for measuring ignition advance, en- 
gine speed, temperatures and vacuum 
while vehicle is in operation. Ignition 
advance is a direct reading of engine 
degrees from 10 degrees retard to 50 
degrees advance. For temperature 
readings on the dual scale unit, five 
interconnected push buttons simplify 
selection of thermocouples. /ndustrial 
sales, Allen Electric and Equipment 
Co., Kalamazoo, Mich. 

Circle No. 8 on coupon, this page 


Wheel bearing service kit 


. . . provides, in a new portable unit, 


tools for knocking out the union 
bearing; block for safe replacement of 
seals; plastic type hammer; pliers; 
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container tor new cotter pins; and 
tool for removing wheel cover and 
bearing dust cover. Kit has space on 
top for placing bearings after they 
have been cleaning with the Aro 
wheel-bearing flusher. Wheel-bearing 
packer is permanently mounted on the 
work shelf. Aro Equipment Corp., 
Bryan, Ohio 


Circle No. 9 on coupon, this page 





New car wash 

‘ sprays a water-sawdust mix 
through automatically controlled noz- 
zle banks in a continuous fast car- 
wash unit. Sawdust particles exert 
sponging action, eliminating hand 
operations. Water is pumped through 
settling tanks and returned to system. 
Said to be equally effective in cleaning 
ice- or snow-coated cars. U. S. Car 
Wash Systems, 2323 W. Wisconsin 
Ave., Milwaukee, Wis. 

Circle No. 10 on coupon this page 


Anti-drain check valve 


. .. for use on gasoline nozzles is de- 
signed to prevent draining of gasoline 
when pump is stopped. Has tapered 
thread to prevent leakage and elimi- 
nate use of separate gasket; compact 
poppet, 1%-in. O.D. by 1%-in. long 
to compensate for gasoline expansion 
due to heat; standard spring pressure, 
2% psi; fits all nozzles, manual or 
automatic; complies with all local and 
state ordinances. Universal Valve Co., 
487 South St., Elizabeth, N. J. 


Circle No. 11 on coupon, this page 


Gasoline pump swivel 

. . . for use between hose and filling 
nozzle and hose and pump housing, 
is said to result in improved hose 
draping and longer hose life. Swivel 
permits free rotation of the nozzle, 
eliminating twisting strain. A 30° 
angle in the swivel also contributes 
to easy handling and allows the hose 


NATIONAL PETROLEUM NEWS °* October, 1956 





PETROLEUM CHEMICALS DIVISION 


CONEWS 





October 


One of a Series of Bulletins fer the Pewreloun inductry 


Rf us. Par OFF 








Merchandising 
Opportunities 
in Improved Oils 


With the “super premium” gasolines so 
much in the news, there’s an especially 
good marketing opportunity for pre- 
mium motor oils. 

Consider, for example, an oil with 
low-duty detergency for stop-and-go 
driving. The majority of American pas- 
senger-car driving consists of trips 
shorter than 10 miles. And more than 
90% of all city bus, taxi and delivery 
truck operation is in stop-and-go city 
traffic. These low-power, low-tempera- 
ture operating conditions, of course, 
are likely to result in excessive build- 
ups of engine sludge. This means that 
there is a considerable market for a 
new type of lube oil with low-duty 
detergency. 

New polymeric additives 
To give oil this property, Du Pont has 
developed two synthetic detergents... 
Lube Oil Additives 564 and 565. Both 
are ashless polymeric additives, slight- 
ly basic, that provide an economical 
and effective means of preventing en- 
gine oil sludge — particularly under 
low-duty, stop-and-go driving condi- 
tions. And these additives are effective 
V.I. improvers as well as detergents. 

Any of our sales offices will gladly 
supply additional information, and a 
suggested promotion kit. 





Additives prevent 
many oil-burner troubles 


With the heating season just getting under way, many old famil- 
iar oil-furnace proble ms will he hack to cut, unnecessarily, into 
fuel distributors’ profits through another season. 

Plugged nozzles, screens seal filters; gel-clogged lines; ignition 
and stack control failures may all have te en part of a day's work 


for distributors and servicemen last year. 


a different story. Here it is... 








Why many railroads prefer 
economy fuels stabilized with Du Pont FOA-2 


Fuel specialists and purchasing 


agents of many railroads are tak- 


ing a keen interest in the use of 
Du Pont Fuel Oil Additive No. 2 
(FOA-2) for stabilizing all their 
economy grade diesel fuels. 
Uniform results in a variety of dif- 
ferent fuel stocks are a big reason. 
Since diesel fuels—especially econo- 
my grades — vary widely in their re- 
sponse to additive treatment, you can 
readily see why such uniformity is an 
important advantage to the railroads 
which often have a number of different 
suppliers loading into the same tank. 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. !. du Pont de Nemours & Company (Inc.) 





After carefully testing 
fuels with a number of different addi- 
tives for several years, it has been 
found that FOA-2 gives good results 
over the widest range of varying fuel 
stocks. Because of its outstanding sta- 
bilizing and dispersant action, FOA-2 
helps to cut maintenance costs by re- 
lieving filter-plugging and_ injector- 
sticking problems. Moreover, the ad- 
ditive does not contribute to the spark- 
ing problem which may accompany 
the use of economy diesel fuels. 

If vou would like more detailed in- 
formation about on-the-railroad results 
obtained with FOA-2, just get in touch 
with one of our representatives 


economy 





But this year can tell 


When heating-oil is sold on a service 
contract basis, every service call costs 
the supplier money, obviously. This of 
course comes out of profits. Fortunate- 
lv, however, many of these common 
headaches can be prevented with min- 
ute quantities of low-cost Du Pont ad- 
ditives. 


To prevent sludge .. . 


Du Pont Fuel Oil Additive No. 2 
(FOA-2) is a double-action additive 
that works effectively both as a dis- 
persant and as a stabilizer. 

It minimizes the formation of insolu- 
ble residues. It also helps to rid dirty 
systems of sludge deposits previously 
accumulated, by reducing the size of 
the sludge particles so finely that they 
do not clog screens or nozzles. In this 
way, it can actually help reduce the 
man hours required for distributors’ 


service calls. 
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Heating Troubles 


To keep electrodes and 

stack controls clean... 
As distributors well know, a number of 
burner failures are due to insulating 
deposits on the stack controls and igni- 
tion electrodes. Because FOA-2 is a 
nonmetallic, ashless additive, it leaves 
no deposit to insulate electrodes . . . or 
to interfere with the operation of con- 
trol mechanisms. 


Du Pont FOA-2 helps prevent nozzle plugging 


To prevent gel-clogged lines 

Du Pont Metal Deactivator (DMD) 
can be used effectively to prevent cop- 
per fuel lines and filter screens from 
playing mischief with the chemical 
composition of heating oils. When un- 
checked, the copper is likely to cause 
the formation of a gelatinous sub- 
stance . . . and complete stoppage of 
fuel flow. 

DMD can be economically used in 
combination with FOA-2. When the 
two additives are combined, the DMD 
frequently carries part of the stabiliz- 
ing load—thus reducing the amount of 
FOA-2 that is needed for sludge pre- 
vention. 


For best results 


FOA-2 and DMD should be added to 
freshly prepared stocks at the refinery. 
For more detailed information on the 
use and performance of these addi- 
tives, just get in touch with one of our 
representatives at any of the sales of- 
fices listed below. 


ASSISTANT DIRECTOR IN CHARGE OF PRODUCT EVALUATION 


Dr. Robert H. Blaker joined the 
Du Pont Petroleum Laboratory in 1953 
as research supervisor, became head of 
the Combustion Division in 1954 and 
was appointed assistant director in 
charge of product evaluation in Feb- 
ruary of 1956. 

Dr. Blaker joined Du Pont in 1950 
as research chemist at Jackson Labora- 
tory, where he also served in the Pe- 
troleum Division, after an initial as- 
signment in synthetic fiber dyeing. 

Berea College awarded Dr. Blaker 
an A.B. degree in chemistry in 1942. 
He also attended M.I.T. and received 
his Ph.D. in physical chemistry at 
California Institute of Technology in 
1949. Dr. Blaker also studied in 
Britain under an Imperial Chemical 
Industries grant. 

He is a member of the Society of 
Automotive Engineers and the Petro- 


How much will compression-ratio in- 
creases boost octane requirements? 

Not necessarily as much as has been 
generally thought—according to the re- 
sults of recent studies at the Du Pont 
Petroleum Laboratory. 

Our tests showed that the engine- 
design, fuel and lubricant, all have a 
significant bearing on engine-perform- 
ance. This indicates that octane re- 
quirements of high-compression en- 
gines can be kept at a minimum by 
careful attention to each of these three 
factors. 

A surprising development was noted 
in one car operated at an 11:1 CLR. 
Running under normal conditions, this 
car was found to be free of combustion 
noise, even on a 100 octane fuel. 

It was found that the 90% distilled 
point is not necessarily the criterion 
for measuring deposit-harm of fuels. 
This can mean that there will be more 
latitude in blending the components 











Petroleum @hemica 


leum Division of the American Chemi- 
cal Society. 


New findings on fuel performance 
in high-compression engines 


for high-compression fuels; more 
heavy ends may be used in this type of 
fuel, without detrimental effects on the 
engines. 

The tests also indicate that octane 
requirements of high-compression en- 
gines can be reduced by improvements 
in lubricants and through engine de- 
sign. 

A paper with full details on this test- 
ing program was recently presented at 
the API Refining Meeting in Montreal. 
Just drop us a line if you would like a 
copy. 
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E. 1. DU PONT DE NEMOURS & COMPANY (INC.) Petroleum Chemicals Division @ 


Sales Offices: 


CHICAGO 3 — 8 So. Michigan Ave. 


CLEVELAND 14 — 1321 National City Bank Bldg. 


HOUSTON 2 — 705 Bank of Commerce Bidg. 
LOS ANGELES 17 — 612 So. Flower St. 
NEW YORK 20 — 1270 Ave. of the Americas 


RAndolph 6-8630 
MAin 1-6460 
CApitol 5-1151 
MAdison 5-1691 


COlumbus 5-2342 TULSA 1 — 


PHILADELPHIA 2 — 3 Penn Center Plaza 
PITTSBURGH 22 — Room 751, 1 Gateway Center 
SAN FRANCISCO 4 — Room 626, 111 Sutter St. 
SEATTLE 3 — Room 215, 4003 Aurora Ave. 

P. O. Box 730, 1811 So. Baltimore Ave. 


Wilmington 98, Delaware 


LOcust 8-3531 
ATlantic 1-2933 
EXbrook 2-6230 

MElrose 6977 

LUther 5-5578 


IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals—85 Eglinton Avenue East—Toronto 12, Ontario—HUdson 1-646] 
OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Room 7496, Nemours Bildg.—Wilmington 98, Del.—OLympia 4-5121, Ext. 2962 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 
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Printed in U. S. A. 





to drape properly when returned to 
the hanger. Hewitt-Robins,  Inc., 
Stamford, Conn. 


Circle No. 12 on coupon, page 158 


New battery carrier 


. picks up all automotive batteries 
regafdless of terminal location. Con- 
sists of a two-piece clamp-and-handle 
combination, with steel tips for posi- 
tive grip on battery case. Adjustable 
for all sizes, and handles batteries 
in or out of cartons. 5-Star Manu- 
facturing Co., PO Box 149, Clarksdale, 
Miss. 

Circle No. 13 on coupon, page 158 


Battery display stand 


. has space to display eight batteries 
in a minimum of floor space. Dimen- 
sions are 44x25x15'% in. Front legs 
are chrome plated. A peg-board back 
is reinforced with a metal frame. 
Colors are red, white, yellow and blue. 
Electric Auto-Lite Co., Battery depart- 
ment, Toledo 1, Ohio. 

Circle No. 14 on coupon, page 158 


New pipe clamp 

. has a V-shaped, case-hardened tool 
steel double bite. May be attached 
without drilling holes in the frame 
work. Made in two models, one for 
right angle suuport and one for paral- 
lel (above) support and in 10 sizes 
for pipe or conduit from “in. to 4 in. 
Fullman Manufacturing Co., 1211 Jef- 
ferson St., Latrobe, Pa. 
Circle No. 15 on coupon, page 158 


Literature . 





Evaporation control 


. through the application of poly- 
ethylene pillows to the surface of 
petroleum liquids in storage is illus- 
trated in a one-page catalog sheet. 
The literature describes the small, 
chemically inert pillows, size % in. 
OD by 1% in. by % in. According to 
the manufacturer, a layer 1% in. 
thick on the surface of the liquid has 








by Caut.Mias 


with a Lithium Grease 


.. and you can’t miss either when you sell a lithium 
base multipurpose grease—the ONE grease that does all 
automotive jobs from chassis to wheel bearings. A single 
lithium grease replaces a whole line of special purpose 
lubricants. Stocking and handling casts are cut. More 
profitable sales are the inevitable result. 


It will pay you to investigate the many advantages of 
selling a single lithium grease. For details, contact any of 
the 30 leading oil companies producing a lithium grease or 
write to Foote. 


3K Foote lithium chemicals are used asthe base for atruly multi- 
purpose grease that combines water resistance with effect- 
ive lubrication in service at temperatures from —60°F. 
fo over 300°F., along with other important qualities. 


FOOTE MINERAL COMPANY 


444 Eighteen West Chelten Building, Philadelphia 44, Pa. 


RESEARCH LABORATORIES: Berwyn, Pa. 


, . 3 PLANTS: Exton, Pa.; Kings Mountain, N.C.; 
| Terelis 3 Knoxville, Tenn.; Sunbright, Va. 
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INDIANA OHIO 








oe the effect of a floating tank cover. 
Everything in Bulk Plant | American Agile Corp., 5461 Dunham EQUIPMENT SALES CO. 


3 164 E. Exchange St., Akron 4, Ohio 
and Rd., Maple Heights, Ohio. Some: 7 5-8215 


Service Station Equipment Circle No. 16 on coupon, page 158 Weta SRW. Uneele 


INDIANA OIL EQUIPMENT CO. | | ae aca bane 


~~. a, —_ | Pn Gas 

. es e an upling 

PB og Hose clamps and tools SALES—PARTS ENGINEERING SERVICE 

. as well as fittings and accessories 

IOWA are covered by a new condensed 
catalog of the Punch-Lok line. In- PENNSYLVANIA 


cluded are size tables for preformed 


























TRI-STATE EQUIPMENT apace and open end clamps. Accessories in- THERE'S A 
COMPLETE SALES & SERVICE ON QUALITY | eevee: oki ona: Sea as 
PETROLEUM DISPENSING EQUIPMENT — = Scene ig — for G ay PUMP 
ENGINEERING AND PLANNING | locking hose clamps, and the Clamp- 
SATISFACTORY INSTALLATION Master kit containing an assortment FOR EVERY SIZE CONSUMER ACCOUNT 
3923 E. 14th St., Des Moines, towa Amherst 2-1975 


Member National Oij Equipment Jobber Association | of 45 clamps and a locking tool. 
| Punch-Lok Co., 321 N. Justine St., PETROLEUM - & god a 
Chicago 7, IIl. 1529 Federal St. ittsburg , Pa 








MISSOURI ‘ 
Circle No. 17 on coupon, page 158 








TRI-STATE EQUIPMENT COMPANY d k RUTLEDGE EQUIPMENT CO. 
COMPLETE SALES & SERVICE ON QUALITY Heavy- uty truc s x 

PETROLEUM DISPENSING EQUIPMENT : - 334 Bivd. of Allies Pittsburgh 22, Pa. 

SAVISTAGTONY INSTALLATION sngine models sont with cnsotine, | | Retledge Service Station Flood Light 

a os e A —— utledge Service Station 00: ights 

519 Southwest Bivd. KANSAS CITY 8, MO. } engine models and with gasoline, GGB Equipment—Buckeye Valves & 

8 


Baltimore 1-356 liquified-petroleum gas, and _ diesel 


ittings 
Member National Oi! Equipment Jobber Association Granco Pumps G Meters—Air 


power are described in detail in a Compressors 
new 20-page catalog. Design and 
NEW JERSEY operating features of the International 

| R-line and CO models are illustrated E. O. HABHEGGER CO. 


in colors. Consumer relations depart- SS Teeanes ANN. 
‘ PHILADELPHIA 30, PA. 
SERVING THE OIL INDUSTRY ment, International Harvester Co., 180 


| N. Michigan Ave., Chicago, 1, Ill. Engineering & Equipment 
FOR YEARS * . BULK TERMINALS TRUCKS 

| Circle No. 18 on coupon, page 158 SERVICE STATIONS 

} Member NAOEJ 


























e OPW Valves and Fittings Can fillers 

e Marlow Pumps | ... for handling oil, antifreeze, lighter WEST VIRGINIA 

e Blackmer Pumps fluid, insecticides, and other petroleum 

e Erie Pumps and Equipment | ee shown in a new, SMITH METERS 

2-co etin. ) é 
WE SERVICE THE EQUIPMENT WE SELL. ates "e and pangs “ta H. H. TRUITT 
| tion speeds and the types of containers 1403 8th Ave. 

TEN HOEVE BROTHERS | and products handled. One page, com- een ae te 


' ; . 
359 Mclean Bivd., Paterson 3, N. J. | plete with flow chart, explains the Weeingmees 2m Sempounate 











Horix gravity principle of fill with 
| the Horix sleeve-type valve. Horix 
NEW YORK Manufacturing Co., Corliss Station, WISCONSIN 
Pittsburgh 4, Pa. 














| Circle No. 19 on coupon, page 158 | 
EDWARD JOY COMPANY | | JABAS EQUIPMENT COMPANY 


i Quality Equipment Lines 
SS ee 2 New aockboard catalog Wayne-OPW-Granberg-Gates 


STOCKS FOR IMMEDIATE DELIVERY ; Cr B a Steel Shelvin 
National Hose, Buckeye Valves, Hannay Hose . . . describes the design and limits ayco-Brown-Revere-oteel shelving 


Reels, Pipe & Fittings, Ke Kellogg Air Compressor of safe application for the Hi-Lo line Complete Sales Service 
ranberg eters ' ' ‘ 4 i ‘ i 
Ademsen on a Ton :, ECO Firetiators, of automatic dockboards. Explains ap- 1226 Velp Ave. Green Bay, Wisc. 
-Tit torse e Dope, sega : 
Mero Tokheim & Bennett Form Pumps | plications for faster, safer loading and 


unloading at dry-cargo warehouses. 
VERN CLAPP The Kelley Co., 316 E. Silver Spring 

(Big-choe 08) Dr., Milwaukee 17, Wis. ‘ 

GASOLINE & OIL EQUIPMENT DIVISION Circle No. 20 on coupon, page 158 Equipment Jobbers 


This Is Your Market Place! 








Oil Marketing 





Tractor lubrication guide visehees datas aiaciiiatita 


RENICK & MAHONEY,INC. . . . is designed for tank truck sales- woes Renee 


heal Renae men and others dealing with farm NATIONAL PETROLEUM NEWS 
NEW YORK 10, N. Y. tractor maintenance, and for oil mar- 


Bulk Plant—Truck Tank and keters planning concentrated farm 330 West 42nd Street 
Service Station Equipment promotion programs. Contains 88 
eee tractor lubrication charts, rules for New York, 36, N. Y. 
il Equipment Jobbers : 
safe tractor operation and five pages 
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equipment — | 


of illustrated service procedures. Shows | 
types and grade of lubricants recom- 
mended by manufacturers as well as | 
the capacities and service intervals of | 
all popular farm tractor models now 
in use. Chek-Chart Corp., sales depart- 
ment, 33 E. Congress Pkwy., Chicago 
J, Ht. 


Circle No. 21 on coupon, page 158 


Tubeless truck tire 


... Service problems and how to han- 
dle them is the subject of a new 12- 
page, two-color booklet. Contains 
illustrated instructions on preparation 
of rims before mounting; valves for 
tubeless truck tires; direction for 
mounting and demourting on all types 
of rims; and repair methods. Rubber 
Manufacturers Assn., 444 Madison 
Ave., New York 22, N. Y. 


Circle No. 22 on coupon, page 158 





Bolted steel tanks 


. . . from 100 bbl to 10,000 bbl ca- 
pacity are illustrated in a new 16-page 
brochure. Contains illustrations of the 
use of new synthetic gasket materials 
in the erection of bolted steel tanks; 
table of API dimensional specifica- 
tions; and tank accessories such as 
walkways, stairways, hatches and 
ladders. Listed as Catalog No. 656. 
Columbian Steel Tank Co., Box 4048, 
Kansas City, Mo. 


Circle No. 23 on coupon, page 158 


Tune-up chart 

. and parts specification guide is 
designed as a compact but compre- 
hensive eleven-year reference for cor- 
rect tune-up specifications for all 
makes and models of cars. Twenty- 
four pages, two colors, size 81% in. 
by 105% in. Copies available without 
charge. Wells Manufacturing Corp., 
Fond du Lac, Wis. 


Circle No. 24 on coupon, page 158 


Invitation to Graduates 


. to consider technical careers in 
the oil industry is the objective of a 
new 20-minute film called “Fashioning 
the Future.” It shows the variety of 
opportunities open to young people in 
the petroleum field. The film will be 
made available for showings through 
Modern Talking Pictures, Inc., and 
may also be secured by writing Har- 
vey W. Blankenship, director, of pub- 
lic relations, Universal Oil Products 
Co., 30 Algonquin Rd., Des Plaines, 
il. 


Circle No. 25 on coupon, page 158 
(Continued on page 164) 





Trade Mark Registered 
and Patent Pending 








t 


%o/ STEEL GASOLINE 
PUMP ISLAND FORMS 


For that new service station or remodeling job. 
« » « Reduce gasoline pump installation costs . . . 
Saves concrete . . . Plenty of room to make 
suction pipe, electrical, water or air connections. 


No Chipping or Cracking 
Stays Neat and Attractive for Years... 


WRITE FOR INFORMATION OR PRICES 


W. B. GOODE COMPANY 


2915 W. LEIGH ST. * RICHMOND 21, VA. 











WILLIAM M. WILSON’S SONS, INC. 
LANSDALE, PA. 
MANUFACTURERS OF GASBOYS' KEROBOYS, OILBOYS AND ROTABOYS 
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Vow is the Time 
to Give Your Station 


GREATER PULLING POWER 


THE FINEST IN 
FLUORESCENT 


Design-wise and construction- 
wise there is nothing quite like 
a Revere Horizontal Fluorescent 
Luminaire. They are in a class 
by themselves offering ease of 
installation over existing poles |% 
—delivering more excellent 
horizontal distribution of light 
as well as greater light on the 


face of the gasoline pumps. 


THE FINEST IN 
MERCURY 


Revere Mercury Luminaires are 
used here in combination with 
Revere No. 4200 Series—1500 
Watt Incandescent Floodlights. 
The Poles are rigid type of 
octagonal shape equipped with 
eye-appealing upsweep arms. 
High efficiency is obtained 
through judicious use of this | 
equipment plus good arrange- 
ment. 


THE FINEST IN 
INCANDESCENT 


Revere area lighters and cluster- * 


lites mounted on Hinged Poles 
serve the sales area of this 
large service station. Excellent 
visibility is attained at all Pump 
Islands through unique arrange- 
ment of all units. Revere Pylon- 


= Lites provide horizontal distribu- 


tion of light creating an atmos- 
phere of distinction. 


@ Revere—pioneers in Service Station Lighting from Hinged Poles to 
Pylon-Lites to Cluster-Lites and Horizontal and Mercury Luminaires 
offers you the widest choice of Floodlights, Poles and Luminaires 
for every situation. Be ahead with the Leader—Revere— 
for the utmost in design—quality and performance. 


® 6009-17 BROADWAY © CHICAGO 40, ILL. 
Available in Canada thru Curtis Lighting, Ltd., Leaside, Toronto, Ontario 


REVERE ELECTRIC MFG. CO. 


OMPLETE LINE OF 
TATION. 0 


LUMINAIRES «+ FLO 


JTOOOR THE 
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Manufacturers 





Wedgeplug Valve Co., an affiliate 
of Stockholm Valves & Fittings, has 
moved its entire operation to the 
Stockholm plant in Birmingham, Ala. 
Former location was in New Orleans. 

New address is : Wedgeplug Valve 
Co., Inc., 4000 Tenth Ave., North, 
PO Box 2592, Birmingham 2, Ala. 
Phone number is LYric 2-6361 and 
the teletype number is BH 473. Dan 
C. Vernon is sales manager. 


a 

R. M. Steele and W. K. Henss 
are the new principals in the Mur- 
daugh Supply Co., 511 S. W. 9th St., 
Des Moines, Iowa. The partners are 
taking over the firm founded by John 
A. Murdaugh, now retired. Steele be- 
came a partner in 1950. Henss joined 
the company in 1953. They have had 
active charge of the business for some 
time due to Murdaugh’s failing health. 


Personnel... 





Col. Willard F. 
Rockwell, board 
chairman of 
Rockwell Spring 
and Axle Co., has 
been knighted by 
the Italian gov- 
ernment in the 
order “Al Merito 
Della Repubbli- 
ca.” The honor 
was conferred for 
Col. Rockwell's 
“outstanding contributions to Italy’s re- 
construction and economic recovery 
since World War II, and his inspired 
efforts to promote closer economic 
relations between this nation and the 
United States.” 


Rockwell 


e 
R. R. Allen has 
been named vice 
president and di- 
rector of engi- 
neering and re- 
search for the 
John Wood Co. 
He will supervise 
development ac- 
tivities for John 
Wood's eleven 
domestic plants 
and for the three 
Canadian plants of John Wood Com- 
pany, Ltd. He will also act as counselor 
and co-ordinator for all John Wood 
divisions on engineering matters. The 
company makes a wide range of prod- 
ucts including gasoline pumps, auto- 
matic tire inflation equipment and fuel 
oil storage tanks. 


Allen 
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COMPRESSOR PARTS PROMPTLY! 


Minnock 


SERVICE PARTS DEPOTS 


\ ‘“\ 


Hillebrand 


Four new district managers have 
been named by the industrial rubber 
division, of the Thermoid Co.: 

Roy L. Wanamaker, former Denver 
sales representative, now has charge 
of the Denver-Salt Lake City area. 
His former experience includes 17 
years in supervisory positions in the 
manufacture of rubber hose and 
mechanical rubber goods. 

John W. Minnock is the new district 
manager at Los Angeles. He became 
a Thermoid sales representative in 
1950. Before that he was connected 
with a distributor of industrial rubber 
goods and power transmission equip- 
ment. 

Oswald J. Sand takes over central 
and northern California, Oregon, 
Washington, western Idaho and Ne- 
vada, with headquarters at San Fran- 
cisco. Sand has been with Thermoid 
since 1946, as office manager, ware- 
house supervisor, and industrial sales 
representative. 

Jerry W. Hillebrand has been given 
charge of the St. Louis area. He be- 
came a territory representative in St. 
Louis last year, following 17 years of 
warehouse and sales activities with 
Continental Rubber Works and the 
Pioneer Rubber Mills. 

William G. Moser, formerly general 
sales manager of the A. O Smith 
Corp., has launched his own business 
in Los Angeles as a manufacturers’ 
representative. Moser was with the 
meter division of A. O. Smith for 17 
years. He was successively Eastern area 
sales manager and Midwest area sales 
manager, before becoming general 
sales manager. io 


DOZENS OF SERVICE DEPOTS 
STOCK MAJOR PARTS FOR 
KELLOGG-AMERICAN COMPRESSORS 


Parts and service ina hurry... 
no matter where you're located, 
that’s what these strategically 
situated depots guarantee you! 
Each Kellogg-American service 
parts depot carries a comprehensive 
assortment of parts and complete 
assemblies, to keep your Kellogg- 
American compressors operating 
at top efficiency! 

Because a compressor is only 
as good as the service organization 
behind it, we’ve selected only the 
dest qualified firms to function 
as service parts depots. Check the 
accompanying list . . . get to 
know the men in the Kellogg- 
American depot nearest you . . . 
they have the training and the 
experience to serve you well! 
Kellogg Division, American 
Brake Shoe Company, 
97 Humboldt St., Rochester 9, N.Y. 





Gatrewar sisecration 


Kellogg-American 


AIR COMPRESSORS 
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LOCATION 


Alabama (Bir 

Arizona (Phoenix) 

California (Los Angeles 
Oakland and Sacramento) 

Colorado (Denver) 

Georgia (Atlanta) 

Illinois (Chicago) 

Indiana (Indianapolis) 


Kansas (Hutchinson) 
Louisiana (New Orleans) 
Massachusetts (Boston) 
Michigan (Detroit) 
Minnesota (Minneapolis) 
Mississippt (Jackson) 
Missouri (St. Louis) 
Montana (Billings) 
Nebraska (Omaha) 
New Jersey (Linden) 
New Mexic 
(A buquerque) 
New York 
(Long Island City) 
North Carolina 
(Greensboro) 
Ohio (Cleveland and Toledo) 
Oklahoma (Oklahoma City) 
Oregon (Portiand) 
Pennsylvania 
(Philadelphia) 
(Philadelphia). . 
Tennessee (Knoxville). 
Texas (Dallas) 
Utah (Salt Lake City) 
Washington (Seattle). 
Wisconsin (Milwaukee) 


PARTS DEPOT 
Pump Shop. Inc 
Shields, Harper & Co 


Shields, Harper & Cc 

Eaton Metal Products Co 

Equipment Sales Co 

The Amco Corp 

Indiana Oil Equipment Cx 
Inc 

Eaton Metal Products Cort 

Alon Equipment Co., Inc 

Gerard Electric C 

The Amco Corp 

Products, Inc 


..Petroleum Equipment Co 


Downey Equipment C 
Eaton Metal Products Co 
Eaton Metal Products Corp 
The Amco Corp 


Eaton Metal Products Co 
The Amco Corp 


Colison-Murray Co 
The Amco Corp 

Land Supply Co 
Shields, Harper & Co 


The Amco Corp 

Emco Service 

The RBM Co 

United Pump Supply, Inc 
Eaton Metal Products Co 


.. Shields, Harper & Co. 


C &H Electric Co 











HERE’S HOW TO 


Dill Down 


HIGH SERVICE COSTS... 





Install Graco (7vo-h2ad Hose Reels 


@ GRACO EQUIPMENT —like the hose reels shown above in Ken Clark’s 
Pontiac service department, Los Angeles—can mean more profits in your 
pocket through lower costs. 

Graco Overhead Reels are always at your finger tips. Reach. up... 
select a hose for chassis or gear lube—motor oil—air—water—automatic 
transmission fluid. One easy pull and you're ready for work. Release the 
hose and it retracts smoothly, effortlessly overhead—out of the way yet 
instantly available. 

By installing Graco Overhead Hose Reels, you'll end clutter... and 
eliminate time-wasting extra steps. You'll gain valuable fioor space, 
improve your service to customers. Housekeeping will be much simpler 
...the appearance of your department will be greatly improved. And 
you'll be able to handle more cars profitably in your shop. 

Graco Reels are smart-looking units. They can be installed in minutes, 
serviced in seconds. Call your Graco distributor. Let him help you select 
the combination of Graco Hose Reels that best fits your needs. 


It's free. 32 new pages of 
Send for . { fine Graco lubricating and serv- 


TA LOG: icing equipment. Keep posted GRAY COMPANY, INC. 
CA on the most modern line of Engineers and Manufacturers 
equipment available. Send for 1032 Graco Square * Minneapolis 13, Minnesota 


TS __ Catalog No. 102. Regional offices: New York (Long Island City)—Philadelphia 
— Detroit—Atlanta—Chicago—San Francisco 
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The Southeast 





Highway Feudin’ and Fussin’ 


AN INTERSTATE ROW between 
South Carolina and Georgia threatens 
to hold up allocation of federal funds 
for the new inter- 
state highway sys- 
tem — the two 
states can’t agree 
which of two Sa- 
vannah River 
bridges to use as 
a link in the 
North-South _ in- 
ter-state system. 

Oil marketers 
in the area are # BES 
me a dees ee 
ment and until 
the problem is solved, they’re marking 
time with new station plans. “It’s quite 


a fight,” says jobber C. Wylie Stalter, - 


“because practically everybody has his 
finger in it.” 

At stake in the fight is a slice of the 
lucrative Florida tourist trade. A few 
miles north of the Georgia-South Caro- 
lina border, US Route 17 forks into 
Route 17 and Route 17A, each leading 
to a different bridge. Before the forks 
rejoin at Savannah, a lot of people buy 
a lot of gasoline, a fact which intensi- 
fies the struggle. Conflicting signs at 
the fork claim each is “the shortest 
route to Florida,” and it’s a fairly safe 
bet that there’s jobber-dealer money 
behind both signs. 

The trouble started in 1950, wher 
the Georgia legislature authorized con- 
struction of a $12.5-million toll span 
across the Savannah River, feeding 
directly north out of the city of Savan- 
nah into south Carolina. But Carolina 
didn’t like the location, and refused to 
pay for the approaches on its side of 
the river. This was understandable, 
since there was then no road there— 
Route 17A was later constructed just 
to lead to the new bridge. 

Georgia was determined to have the 
bridge, however, and paid for the South 
Carolina approaches itself. When it 
opened for business in 1954 as the 
Eugene Talmadge Memorial Bridge, a 
struggle broke out between the Coastal 
Highway Commission, which built it, 
and the Savannah Short Route Assn. 
which plumped for the use of the free 
Houlihan bridge some miles to the 
North. 

The dispute is sharper than ever 
now because South Carolina refuses 
to recognize Route 17A—and conse- 


quently the Talmadge Bridge—as part 
of the interstate highway system. This 
means federal money for both states 
could be held up until they come to 
some agreement. So could income and 
expansion for oil marketers, who are 
awaiting the outcome with more than 
casual interest. 


Startling Statistics 

Georgia and Florida have come up 
with some interesting figures that show 
the importance of oil marketing in 
keeping things moving. 

Oil marketers in Georgia handle 
almost a quarter of the state’s income 
last year; 24% of the state’s total 
collections were in the form of motor 
fuel taxes. The $71.5-million thus col- 
lected was second only to the state sales 
tax as a source of income. A happy 
feature of the recently announced bud- 
get for next year is Georgia’s plan to 
spend 23% of it on highway construc- 
tion and improvements. 

In Florida, the amazing growth of 
gasoline sales continues to surprise 
both oil companies and state tax col- 
lection agericies. Gasoline tax revenues 
for June totaled $8,190,015—an in- 
crease of $1,348,599 over June 1955. 
June sales amounted to 117,442,965 
gal., an increase of 5,432,561 gal. over 
the previous month and 19,306,049 
gal. over the total sold in June of last 
year. 

For the fiscal year ended June 30, 
total Florida gallonage was 1,293,500,- 
274—a gain of about 12.25% over the 
1,152,271,050 gal. sold in the preced- 
ing fiscal year, or about double the 
rate of national gain. In the five years 
since fiscal 1950-51, the gain has been 
almost 60%. And revenues from the 
7¢ gal. state tax, which go exclusively 
for highway construction and mainte- 
nance, came to $90,545,019 for the 
past fiscal year. 

Fuel oil has been doing right well in 
Florida, too. The State Chamber of 
Commerce reports that consumption 
in 1955 reached 41,849,000 bbl., a 
93% gain over 1950. Biggest users 
are electric and gas companies, with 
16,775,000 bbl. of residuals and 942,- 
000 barrels of distillates, up 70% the 
last six years. 

Light heating oil consumption came 
to 2,252,000 bbl., more than double 
the 1950 figure, and heavy heating oils 
amounted to 1,096,000 bbl., up 137% 
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swelled by armed forces consumption 
and miscellaneous uses, but natural 
and LP-gas, jet fuel, gasoline used as 
non-motor fuel, and kerosine were all 
excluded. According to the Chamber 
of Commerce, the figures show gains 
in population and industrialization in 
Florida, and expansion in the number 
of homes heated by fuel oil. 


Happy Relations 


The decision of the state of North 
Carolina to make it possible for job- 
bers to bid on gasoline for state-owned 
vehicles (NPN—Sept., p183) has 
brought forth an example of happy 
supplier-jobber relations. 

James C. Little, attorney for the 
North Carolina Oil Jobbers Assn., re- 
ports that six of the 12 supplying com- 
panies in the state agreed to guarantee 
protection to the jobber against a price 
increase for the 90-day period called 
for in the state contract, should he 
make a successful bid. 

Little calls this “a strong indication 
of the friendly relationships between 
the jobber and his supplying company 
that is now the rule rather than an 
exception.” a 


The West 
Now It's Mink Ads 


“THE FINEST” has long been the 
theme of the advertising and promo- 
tion of Union Oil Co. of California. 
But billboard art 
critics have been 
asking “How fine 
can you get?” 
since the appear- 
ance of the first 
display in the cur- 
rent outdoor ad- 
vertising program 
designed for Un- 
ion by the Young 
- & Rubicam adver- 

» Ri well ising agenc 

West Const Eaor "MB AGENCY. 
boards showed a mink-swathed lady of 
exquisite elegance and beauty (Los 
Angeles fashion model April Stride) 
asking for “The new Royal 76, please.” 
Were the lady’s hand not caressing an 
automobile steering wheel, a stranger 
might have thought Royal 76 was a 
cocktail at a fashionable club. 

Some critics opined that Union 
might have overshot the mark, though 
few oil ads have caught more atten- 
tion in the Pacific area. When the 
second poster of the program appeared 
on western highways, it was evident 
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TIME to check with Canfield about a depend- 
able source of supply for multi-weight 10W-30 


IW) Co} wo) mn ©) 0 
* 


ya- i t-1 0) (oe bo Mn a-bel aorta Mim ou: beljole) aa-wmmetattectwmr-vevel 
by a special method of identification, in refinery 
Tor-¥ (ore Mer-bet-mmebete (oa mmicoletumenuzelope-velelesue)ttae Mav sige 
out the customary large investment in plates 


and inventory. 
* 


Priced right Feet-\o (me ot-4 oh om @r-v evel (oMBEOh eR) 
multi-weight Motor Oil enables you as the 
marketer to handle a complete line . . . to com- 
joleiaems obue)eta-lohrambemr-vehvameet-ta 4.1m 

5W-20 Grade also available if desired. 


WRITE, WIRE OR PHONE FOR DETAILS TODAY! 


CANFIELD OIL COMPANY 


General Offices: Cleveland 27, Ohio 


PLANTS: Coraopolis, Pa., Cleveland, Ohio, Jersey City, N. J., Memphis, Tenn. 


that the company had _ shifted its 
sights a bit. The new billboards fea- 
ture the bronzed face and_ broad 
shoulders of a hardy western type, 
with both hands firmly gripping the 
deep-dish wheel of a powerful new 
car. He, too, wants Royal 76. 

One set of billboard critics claims 
the broad hat, string tie and check 
shirt mark the man as a true son of 
the West who works hard and has the 
westerner’s appreciation of fine horse- 
power. Another school of thought, 
however, says Union has not aban- 
doned a “snob-appeal” approach, hav- 
ing merely replaced the lady in mink 
with a Texas millionaire. 

Both may be right. The man on the 
billboards is Merle Wolverton, a mil- 
lionaire Santa Ana rancher and a 
hardy westerner to boot. He’s ap- 
peared in Union’s institutional adver- 
tisements as well. 


Vacation Story 


Here’s something that may be worth 
watching if you’re interested in pat- 
terns in employe relations: employes 
of Standard Stations, Inc., recently 
were allowed three weeks’ vacation 
after ten years’ service. They’ve had 
two weeks’ vacation after one year for 
some time. SSI runs company-oper- 
ated service stations for the parent 
Standard Oil Co. of California; em- 
ployes are represented by Western 
States Service Station Employes Union, 
which claims credit for winning the 
new vacation benefit for station 
workers. cs 


The East 


Sun's New Terminal 


SUN OIL CO. expects to wrap up 
work on a $5.5-million modernization 
and expansion program at its market- 
ing terminal in 
Newark, N. J., by 
the middle of this 
month. 

Then Sun will 
have a new 14-in 
pipe line feeding 
product into the 
terminal from its 
Marcus Hook, 

Pa., refinery, in- 

creased storage 

for gasoline and Cornelius Brodersen 
heating oil, bigger East Coast Editor 
docks, and renovated office and dis- 
patching facilities. 

With these new facilities, Sun will 
revise its marketing operations for 
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the New York-New England area. The 
larger pipe line will let Sun cut out 
direct shipment of supplemental prod- 
uct from Marcus Hook to New Eng- 
land, with the enlarged Newark 
terminal carrying the weight. It will 
also cut down on water shipment of 
product between Marcus Hook and 
the New York Harbor area. 

A big chunk of the money—$5-mil- 
lion—went into the 109-mi line to 
double present product delivery to the 
terminal. The new line, replacing an 
8-in line, can move 83,000 b/d of 
gasoline of 65,000 b/d of heating oil. 
Sun hasn’t made up its mind what to 
do with the old line. It may be sold, 
either as a unit or piece by piece, 
or “stockpiled.” 

New terminal facilities include four 
55,000-bbl tanks, two for gasoline 
and two for heating oil. With these, 
the terminal’s gasoline storage capacity 
will hit 247,000 bbl and heating oil 
storage capacity will be 195,000 bbl. 


Fewer Service Calls 


Puritan Petroleum Products, heating 
oil distributor on Staten Island, N. Y., 
has found a way of cutting service 
calls to heavy oil users by as much 
as 50%. It puts an additive, OX’O 
Gas Fluid, in the oil. 

The additive, according to Puritan, 
keeps nozzle tips free from carbon 
buildup, boosts combustion efficiency 
by eliminating chimney smoking and 
cuts down on boiler soot deposits. 
What soot there is, Puritan adds, is 
“drier and flakier,” making it easier to 
remove. 

The company gets a good reading 
on what the additive does because only 
part of its heavy oil accounts get the 
treated oil. And they are the ones hav- 
ing fewer service calls. Puritan sells 
the additive as an “extra” at $3.50 
per gal.—one gallon treats 1,000 gal. 
of oil—-and pours it into the oil at 
delivery time “so the customer sees 
what he’s getting.” 

And because its heavy oil users are 
getting good results from the additive, 
Puritan is toying with the idea of us- 
ing it in all No. 2 oil. But the switch 
won’t be made this year. And when 
it comes, Puritan may charge more 
for the treated product. 


Atlantic Has Company 

Atlantic Refining Co. is no longer 
the lone wolf in fair-trading gasoline 
in Pennsylvania. 

After going it alone for nearly two 
months, during which time it dropped 
its fair-trade price twice—1¢ gal. each 
time—to meet disturbed conditions, 


End cold weather damage 
to your Gas or Diesel Engines 


INSTALL 





KIM HOTSTART plugs into the electric 
circuit when engines are not in use. It 
draws cold water from the engine, 
heats it, then circulates it back through 
the engine. No need for heated ter- 
minals. Engines remain warmed-up; 
start quickly. You don’t use as much 
fuel and spend less on repair bills. 
Four KIM models are available. In- 
stallation is simple. See your automo- 
tive supplier or write for literature. 


KIM HOTSTART MANUFACTURING COMPANY 
West 917 Broadway, Spokane 1, Washington 


The Best | 
only FAV E R-Tl T E Quick Couplings 
can make all these claims 
mae wally | a 


Uniform wall thickness 


—no weak spot 
a 8) 


Extra heavy reinforcing rim 


Larger diameter cam ears 
for longer service life 


Extra 
Hi-Strength 
forged 
handles 
—greater 
economy 


Stainless 
Steel pins 


—greater 
safety and 
longer 
service 


Uniform heavy wall thickness 
—no weak spots 


Recess retains gasket 


| Superior qualit 
in coupler and assures grin . 


—precision machined 


proper placement —accurate tolerances 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 
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Atlantic now has the company of 
several other majors. By mid-Septem- 
ber, Sinclair Refining Corp., Richfield 
Oil Corp. of New York, Socony Mobil 
Oil Co., Cities Service Oil Co., and 
California Oil Co. were on the fair- 
trade bandwagon. 

But those who followed Atlantic’s 
move came into the state to fair-trade 
at one price level. Atlantic, which 
originally set up two price zones with 
a 1¢ gal. differential between them, 
met this trend, erasing the differential 
in its eastern zone. 

Fair-traders in the Keystone state 
hope to get the same results fair- 
traders have been getting in New Jer- 
sey, Rhode Island, Massachusetts and 
Connecticut: an end to gasoline price 
wars and the return of market stability 
to buck up dealer finances. In the 
past few months, depressed markets 
have included Pittsburgh, Bedford, 
Reading and the Wyoming Valley 
around Scranton, long a hotbed of 
price wars. 

In the main, dealers are going along 
with fair-trade, with only a few court 
actions reported to force dealers to 
move up to the fair-trade price. But 
one thing is bothering station opera- 
tors, particularly in Scranton area, and 
that’s the growth of trading stamps. 
They complain that in fair-trading 
they can’t compete with stations offer- 
ing trading stamps. And they plan to 
meet the stamp threat by cutting re- 
tail prices, a move that could trigger 
another price war and present a de- 
fiant challenge to fair-trade. 


Round Two 

It looks as if oil men in New Jersey 
will tangle with Gov. Robert B. Mey- 
ner for the second time this year over 
the chief executive’s p!an to boost state 
gasoline taxes another 1¢ gal. so the 
state can have money to match federal 
grants in the highway building pro- 
gram. 

The governor is nlugging for a 5¢ 
gal. tax. The extra cent, he says, will 
give the state an additional $18-mil- 
lion a year. Oil men point out, how- 
ever, that this figure is far over the 
total actually needed for matching 
purposes. They argue the state, for 
the first year, needs only $500,000 
more for matching purposes. About 
$20-million will already be appro- 
priated and raised without additional 
taxes. The three-year highway pro- 
gram, the oil men estimate, would 
come to about $62 million and most of 
the money could come from present 
revenue sources. 

And for more ammunition against 
the tax hike, they point to the gover- 


170 


nor’s own fiscal report in which he 
estimates the state’s anticipated surplus 
at the end of the 1956-57 fiscal year 
will be more than $20-million. Gov. 
Meyner, however, contends that all of 
the surplus will be used to balance 
next year’s higher state budget. 
Earlier in the year, oil men fought 
Gov. Meyner’s plan to raise matching 
funds through a $300-million bond 
issue that was to be paid off by boost- 
ing the state gasoline tax a penny. That 
issue became a dead duck after oil- 
industry spokesmen pointed out that 
under the existing tax rate the state 
would have a kitty of $399-million left 
for highway purposes even after all 
current deductions were made. 


Puncturing a Gas Bag 
Oil-Heat Institute of Long Island is 
deflating a gas utility claim that “the 
big parade is to gas heat” by coming 
back with figures that show that Long 
Island homeowners prefer oil heat 
15-1 over other automatic fuels. The 
way OHI of Long Island feels about 


The Midwest 





it, the parade has always been and 
continues to be in favor of oil heat. 

The oil heat group admits the utility 
can claim a 300% increase in gas heat 
installations in the booming two- 
county area just east of New York 
City. But at the same time, oil heat 
hasn’t been standing still either. OHI 
of Long Island says there was a ten- 
fold growth in oil burners (35,557 to 
well over 300,000) in the 1945-55 
period. Last year alone, according to 
the oil heat group, 42,000 of the 46,- 
000 new homes built on the island 
chose oil heat. And the total gas-heat 
units installed as of mid-1956 is still 
more than 11,000 below oil heat’s 
1945 figures. 

The big lead the oil heat enjoys 
won’t lull local heating oil distributors 
to sleep, says Bob Barr, executive 
secretary of the Long Island OHI. 
“We want them to realize they are on 
top of the pile and that they can re- 
main there for a long time through 
their own co-operative efforts in an 
organization such as ours.” e 


Small-Scale Survey Works 


PUBLIC OPINION SURVEYS are 
usually considered large-scale opera- 
tions, but Leonard Refineries, Inc., has 
found that sur- 
veys can do as 
much for a small 
refiner as they 
can for giant cor- 
porations and 
political parties. 

Leonard em- 
ployed Pilot Sur- 
veys, Inc., of Chi- 
cago, to learn 
what the nearly 
10,000 residents 
of Alma, Mich., 
think of Leonard, whose main refinery 
is located there. 

The survey showed that Alma citi- 
zens think Leonard is a well-managed, 
progressive organization with a bright 
future. They consider the company a 
definite asset to the community, which 
would be worse off if Leonard weren’t 
there. The company is thought of as 
“a good citizen,” contributing heavily 
to the town’s welfare. 

The survey showed good product 
recognition: 70% of those questioned 
could identify Leonard’s oval service 
station signs, and 83% could name 
one or more products other than 
gasoline manufactured by the com- 
pany. Alma residents were also well 
up on company activities: better than 


By Frank Holman 
Midwest Editor 


nine out of ten knew of the Leonard- 
Midwest-Roosevelt merger earlier this 
year. One out of four said the merger 
would bring new people into town; 
about 14% said it would increase em- 
ployment opportunities, and 12% said 
it would be good for local business. 


People were asked how Leonard 
helps the community—95% agreed 
that it does — and some answers 
startled Leonard management because 
no effort had been made to publicize 
the activities they mentioned. 


Residents said Leonard lends film 
equipment to local groups; pays a 
large share of taxes; supports the new 
community center and swimming pool; 
helps plan the youth recreation pro- 
gram; offers college scholarships; 
passes out fruit baskets to the sick; 
uses company airplanes for local emer- 
gencies; and participates in many other 
efforts. 

On the Debit Side—Leonard can do 
more to help Alma, said about 10% 
of those questioned. Two suggestions 
stood out among many: pay larger 
taxes and bring more business into 
town. 


And 57% said Leonard does create 
problems for the town. Of these, 36% 
said the refinery smell is objectionable; 
6% said trucks are noisy and hard on 
the streets; 3% said the refinery 
creates explosion and fire dangers; and 
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less than 1% said Leonard runs local 
politics. 

Other problems cited included the 
use of excessive amounts of water; 
overloading the sewage system; air and 
river pollution; noise from cleaning 
pipes at night; traffic congestion; and 
so forth. 

Leonard management says the sur- 
vey was well worth the expenditure. 
The company learned many things it 
didn’t know before, and will take some 
steps to improve its status as an Alma 
citizen. There may also be future sur- 
veys to determine how well the com- 
pany is maintaining its status. 


Veteran’s Opinion 


Elzie Huott, Kankakee, Ill., jobber 
who began 45 years ago with a bro- 
ken-down tank wagon and a blind 
horse, isn’t frightened by natural gas 
competition. He says the most im- 
portant thing for jobbers is to “main- 
tain good business relations and good 
public relations by being civic 
minded.” 

Huott of course doesn’t forget strong 
sales efforts, and he’s quick to add, 
“Suppliers can help their jobbers in the 
gas fight by seeing that the price for 
No. 2 fuel doesn’t go over 14¢ a gal.” 

Tough and vigorous, Huott has seen 
his business grow from the early days 
when his daily business was about 50 
gal. of kerosine and a “few gallons” of 
gasoline. Now, Baron-Huott Oil Co. 
has total annual sales of 3.5-million 
gal. Huott, a D-X Sunray jobber, has 
been with the same supplier for 30 
years. 


Sign of the Times 


Standard Oil Co. (Indiana) has set 
up a new Chicago landmark. Atop its 
general office building is a reproduc- 
tion of its red, white and blue torch- 
and-oval emblem that’s 117 times 
larger than the normal Indiana Stand- 
ard service station sign. 

The company says this louvered 
electric sign is the largest of its kind 
anywhere. It contains 12,172 feet of 
neon tubing and 560 red light bulbs, 
uses enough electricity to serve 66 
average Chicago homes. It’s 70 ft. 
high, 76 ft. wide, and weighs 55 tons. 

The sign is switched on automatical- 
ly by an electric eye when the Chicago 
skyline darkens enough for the lights 
to show. It’s visible more than two 
miles away from North Michigan 
Avenue and along the Outer Drive, 
two of Chicago’s main traffic arteries, 
and farther away by air or from Lake 
Michigan. 

(Continued on page 172) 


[Richfield Announces) 
SOMETHING 
REALLY NEW 


IN GASOLINE 


New Chemical Discovery 
in the New Super Premium Richfield 
Works While You Drive 


BY ELIMINATING POWER-STEALING ENGINE DEPOSITS 
NEW SUPER PREMIUM RICHFIELD GASOLINE 
WITH POWER BOOSTER: — 


) Postpones Need for 
Engine Tune-Ups 


) Steps-Up Engine Performance 
in Older Cars — Sustains 
Peak Power in New Cars 

Assures Super-Premium 

Octane Power in Ultra- 

High Compression Engines 


» Increases Power 


> Saves Money on 


Operating Costs } Gives Top Mileage 


NOW’S THE TIME TO SWITCH TO RICHFIELD! 
Look into all the advantages of a Richfield Independent 
Distributorship now! Simply call or write. 


S\ RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 
Serving the Eastern Seaboard from Maine through Florida 
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The Southwest 





It Ain't Gonna Rain No More 


ANOTHER ONE of those “oil mil- 
lionaire” stories is kicking around 
Texas these days. This one says four 
of the boys got to 
talking about the 
drought situation 
in the state. One 
ended up betting 
the others several 
thousand bucks 
apiece that Texas 
would never see 
another drop of 
rain. 

The one who 
made the wager 
just got around to 
telling his wife about it recently, so 
the story goes. 

“Why, that’s about the silliest bet I 
ever heard of,” she snapped. 

“What’s so silly about it?” he de- 
manded, “Two of them have already 
paid off.” 

To a large number of oil jobbers and 
consigness spread out over Western 
Texas, there was nothing wrong with 
this man’s bet. After seven years of 
some of the driest weather that part of 
the state has ever gone through, they, 
too, are convinced it may never rain 
again, And the situation is no joke to 
them; they’ve been seriously hurt by 
the drought. 

Many marketers have had to sit by 
and watch their farm and ranch busi- 
ness dry up without being able to do 
a thing about it. Some are carrying 
thousands of dollars of farm accounts 
on their books which they stand little 
chance of ever collecting. “We have 
some jobbers in West Texas who can’t 
even pay their association dues be- 
cause the drough has hurt their busi- 
ness so much,” reports Jamie Clark, 
executive secretary of the Texas Oil 
Jobbers Assn. 

From San Antonio west, consignees 
and jobbers report farm gasoline gal- 
lonage dropping anywhere from 30% 
to 100%. 

“Our farm business has dropped al- 
most 100% in the last three or four 
years,” reports a San Angelo, Tex., 
jobber. “Drilling rigs and our retail 
business keep us going, where a few 
years ago farmers and ranchers were 
our main customers. We are afraid to 
sell to them on credit anymore, be- 
cause most of them are already too 
far in debt.” 

C, E. Eaton, a Brownwood, Tex., 
jobber reports: “We have had a con- 
tinuous drought in my part of the 


a 


By Marvin Reid 
Southwest Editor 
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state for eight years now, There is no 
more farm gasoline business for us. 
We couldn’t afford to continue selling 
the farm accounts because they could 
not pay. Most of the ranchers have al- 
ready left this part of the country, and 
the farmers are beginning to pull out. 

Government aid to the farmers and 
ranchers is no solution to the jobber’s 
problems in selling them, or so most 
of the marketers believe. 

“Such aid is just a partial answer, 
and just barely keeps them going,” 
says Clyde Austin, a Gulf consignee in 
Kenedy, Tex. “The only thing that 
will really help them and us is to get 
rain and lots of it. In my county, the 
farmers are so far in debt some will 
never get clear. 

“T personally am carrying $10,000 
in farm accounts which I'll probably 
never collect. My supplier is holding 
the bag on still more farm debts. My 
farm business is off a good 30% this 


The Rockies 





Station-Building 


RADICAL NEW STATION designs in 
the Rockies (NPN—June, p152, and 
Sept., p177) are evidence of a stepped- 
up race for busi- : 

ness in this rapid- 
ly expanding mar- 
ket area. 

Frontier Refin- 
ing Co., Bay Pe- 
troleum Corp., 
Carter Oil Co., 
Continental Oil 
Co., Gulf Oil 
Corp. and Phillips 
Petroleum Co. are 
all building in the 
Denver area de- 
spite fabulous prices for choice loca- 
tions. Many sites are being purchased 
at prices ranging from $45,000 to 
$65,000. Oil men point out that though 
the initial cost of this real estate is 
high, these locations pay out more 
quickly than low-priced sites off the 
heavy traffic routes. 

One retail sales official sums up the 
effect of competition in the area this 
way: “For example, take one com- 
munity where we operate. For the past 
15 years we’ve had 500 customers and 
five stations. Now all of a sudden we 


By Frank Pitman 
Rockies Editor 


year compared to what it was last 
year. By next year. I probably won't 
have any left, except where there is a 
little irrigation.” 


Arkansas DE Debut 


Distributive Education was intro- 
duced to Arkansas last month at a 
“dealer appreciation day” in Pine 
Bluff. Most of the 105 station opera- 
tors there attended a dinner offered by 
11 oil marketers to express their thanks 
for the dealers’ contribution to com- 
munity life. Arkansas Governor Orval 
E. Faubus introduced the “dealer of 
honor,” Vallace Lites, secretary of the 
Pine Bluff Gasoline Retailers Assn. 

DE courses in the state will include 
the usual high school program of class- 
room work and driveway education, 
plus special dealer management courses 
that will start in Pine Bluff this month 
and gradually be extended to 20 other 
Arkansas cities. Shields points out that 
the 20-week dealer courses are doubly 
necessary because no one supplier 
could afford salaried trainers for all 
its Arkansas dealers. 


Race Quickens 


have 600 customers and ten stations. 
Those 600 won’t be divided up 60 
apiece. Three of the ten stations will 
get 90% of the business, and seven 


stations will go bust—close, open, 
close and open again, Everybody can’t 
win, but the race is on to see who 
does.” 


Phillips Follow-up 


Colorado and Wyoming jobbers for 
several suppliers are benefiting from 
Phillips’ adoption of the 20% sliding 
scale margin formula (NPN—Sept., 
p177). Standard Oil Co. (Indiana), 
Skelly Oil Co. and Conoco adjusted 
their jobber margins on the same basis 
in depressed areas of the two states 
“for competitive reasons.” 

The new formula meant an im- 
mediate increase in margin of 0.75¢ 
gal. for the four companies’ jobbers in 
depressed market cities like Denver, 
Colorado Springs and Pueblo. George 
Calkins, president of Colorado Petro- 
leum Marketers Assn., says that now 
for the first time since price cuts began 
a year ago, “The jobber has some feel- 
ing of security—it’s taken the guess- 
work out of our business.” ® 
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ow Many Movies 
Have YOU 
Produced ? 


Did you say none? Well, the truth is you 
have helped make nine movies! In fact, you 
—the men and women of the oil industry — 
are also the stars of all of them! 

Each year your Oil Industry Information 
Committee produces a new film that tells 
the story of oil—your story. This year’s film 
—“Destination Earth’—is a Technicolor 
cartoon. It shows why Americans are 
served far better by our free competitive 
oil industry than they would be by a gov- 
ernment-controlled oil industry. 

How can you make your movies pay off 
for you ? You can be the person who makes 
these nine films available to your social or 
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church groups as well as local theaters and 
schools. For more information about how 
to obtain these films write to your OII[C 
district ofice—or to the address below. 
The Film Program is only one of the 
many ways the OIIC helps win friends for 
the oil industry and build better public re- 
lations for you. By putting OIIC materials 
to work in your community you'll not only 
help your industry but you'll experience a 


great feeling of personal satisfaction as well. 


AMERICAN PETROLEUM INSTITUTE 
50 West 50th Street, New York 20, N.Y. 








to meet exacting lubrication standards, specify 


ENJAY PARATONE’* 


viscosity-index improver 


For peak efficiency in compounding oils for both hot and cold weather con- 
ditions, blenders and refiners are turning to Enjay Paratone. This famous 
additive produces a year-round lubricant combining cold-weather, quick- 
starting properties with low consumption characteristics. 


Through constant research and technical experience with equipment manu- 
facturers and users, Enjay has developed a complete line of high-quality 
additives (Paramins®) for blending with every type of base stock. To obtain 
this experience for your processing operations, write, wire or phone the Enjay Pioneer in 


Company today. Petrochemicals 
ENJAY COMPANY, INC., 15 WEST Sist STREET, NEW YORK 19, N.Y. + Other offices: Akron, Boston, Chicago, Tulsa 
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National Congress of Petroleum Retailers 





Dealers Set to Renew Attacks 


NATIONAL Congress of Petroleum 
Retailers is training its heaviest guns 
on integrated oil companies that com- 
pete with their own independent and 
lessee dealers through company-oper- 
ated or commission-type stations. 

Some 500 dealers and local associa- 
tion officials were feeling their oats 
late in August as they gathered in 
Washington for the NCPR’s 10th an- 
nual meeting. They felt they had made 
good headway against alleged abuses 
in the past year, and they vowed to 
accomplish even more in the year 
ahead. 

The retailers clearly intend to go to 
the Federal Government for help 
whenever their more serious grievances 
are not settled within the industry. Top 
priority goes to these projects: 

e Justice Department will be asked 
to bring “functional divorcement” ac- 
tion against supplying companies that 
use commission, cOnsignee or com- 
pany-operated stations in competition 
with their own independent or lessee 
retailers to control gasoline prices. 
This would leave erring suppliers free 
to own and lease service station prop- 
erties, but they couldn’t operate them. 

e Legislation will be sought pro- 
hibiting an integrated supplier from 
competing with its own retailers— 
whether or not it can be proved that 
the aim is to control retail prices. 

e Renewed efforts will be made to 
obtain passage of legislation similar to 
the Patman-Kefauver bill, which died 
in Congress this year. This measure 
would make it very risky to grant dis- 
counts off tank wagon, even in good 
faith to meet a competitor’s price. Job- 
bers’ functional discount also might 
be endangered. 

e Member associations are being 
encouraged to work with city councils 
all over the country for ordinances 
aimed at ending “uneconomic over- 
building” of service stations. 

e Action will be taken to make the 
NCPR more effective politically. 

The dealers took no stand on fair- 
trading of gasoline, pending further 
study. 

How Much Control? — Nerlinger 
says the trend toward more company- 
operated and C-stations picked up 
speed when the Federal Trade Com- 
mission announced a new policy that 
makes it doubtful that a supplier can 
legally grant voluntary allowances to 
some—but not all—lessee and inde- 
pendent dealers within a given mar- 
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keting area. 

The NCPR has charged before Con- 
gressional committees that some sup- 
pliers use voluntary allowances—or 
discounts off tank wagon—to start 
price wars against unbranded, cut-rate 
dealers and control the retail price of 
gasoline. FTC now indicates that 
voluntary allowances can be granted 
only to meet the refiner’s own whole- 
sale competition, not his dealers’ re- 
tail competition. 

Nerlinger concedes that the present 
law allows suppliers to set the prices 
in company-operated and commission 
stations legally—so long as the aim is 
not to control the price posted by its 
other outlets, too. But he feels this is 
exactly what is happening. 

Some NCPR leaders have used the 
threat of “real estate divorcement”— 
that is, legislation forcing integrated 
companies to divest themselves of serv- 
ice station properties and operations— 
as a club in their campaign to win re- 
lief from alleged abuses by suppliers. 
They apparently inspired introduction 
of legislation by Rep. James Roosevelt 
(D., Calif.) that would accomplish 
this purpose (it will be reintroduced 
next year). 

However, there is no sign that the 
rank-and-file dealers or their leaders 
actually want such drastic action. The 
question came up at the convention 
in Washington, but was shunted aside 
for further study by general counsel 
William Snow and member associa- 
tions. It will be considered again at 
next year’s meeting. 

Flies in the Ointment—Observers 
who attended the convention noted 
that many of the dealers do not fully 
understand divorcement proposals— 
or for that matter, the legal technicali- 
ties and ramifications of price dis- 
crimination. Some of those who do 
point to these objections to “real estate 
divorcement”: 

e Most dealers couldn’t get their 
hands on enough capital to buy their 
own stations if majors were forced to 
sell their marketing properties. So 
there would be the danger of merely 
exchanging one landlord for another. 

e Even if they could buy the sta- 
tions, brand names would be of de- 
creasing importance. So price com- 
petition would be more cut-throat than 
ever. 

e Refiners, no longer having as- 
sured outlets, couldn’t plan their oper- 
ations as well. This might play hob 









v ASSOCIATIONS 


with the distribution system, and 
result in higher prices for gasoline. 

Plan of Action—The NCPR will 
move against company-operated and 
commission stations on two fronts— 
through the Justice Department and 
through Congress. 

The feeling is that the Justice De- 
partment already has the power to ° 
force functional divorcement in cases 
where it can be shown that company- 
operated and C-stations are being used 
as a lever to control retail gasoline 
prices among lessee and independent 
dealers. Complaints will be filed ac- 
cordingly. If this move proves success- 
ful, this will mean that a supplier can 
own and lease service station property 
—but can’t operate it directly or on a 
commission basis. 

On Capitol Hill, legislation will be 
sought flatly prohibiting integrated 
suppliers from competing with their 
own retailers—whether or not price 
control is involved. 

The NCPR’s legislative program in- 
cludes several other planks. 

First is the determination to see that 
legislation is passed reversing the U. S. 
Supreme Court’s decision in the Detroit 
Case. (This was the case in which the 
court ruled that a supplier can grant 
discounts to selected dealers if he 
does so in good faith to meet a com- 
petitor’s price.) 

Of more potential impact is the 
NCPR’s decision to seek amendment 
to the newly-enacted auto dealers’ 
franchise bill, making it applicable to 
gasoline dealers. As it stands, the law 
is aimed at protecting auto dealers 
from cancellation of their franchises 
without just cause. It allows them to 
bring court action, even when the 
franchise terms forbid such a move. 

The NCPR doesn’t spell out -just 
how it would amend the new law. But 
presumably it would seek minimum 
lease terms and more assurance against 
short-notice lease cancellations. 

Each NCPR affiliate also will be 
asked to write Congress next year in 
support of the Roosevelt “free choice 
in trade” bill, aimed at protecting deal- 
ers from being pressured to handle 
only company-sponsored TBA goods. 
In addition, the dealers will study the 
feasibility of legislation to establish a 
National Supplier-Dealer Relation 
Board, which would be empowered to 
adjudicate dealer complaints of lease 
domination or cancellation. 

Finally, NCPR will ask Congress to 
increase appropriations for the FTC 
and Justice Department so they can 
enforce the Clayton and Robinson- 
Patman acts “more swiftly.” 

Big Gun—The NCPR move likely 
to cause the most high blood pressure 
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— wo associations 


among suppliers is the planned cam- 
paign to discourage “uneconomic over- 
building” of service stations on grounds 
they are “neighborhood nuisances.” 

The dealer group will circulate a 
model ordinance to its member or- 
ganizations, which will urge its adop- 
tion by city governments and planning 
bodies all over the U. S. 

The model ordinance, subject to 
local adaptations, states that service 
station construction must be regulated 
because of noise, traffic, odors, risk 
of fire or explosion, and other fac- 


tors “peculiar to this business.” It , 


would authorize the city to establish 
uniform rules for “the location, 
equipping, operation and number” of 
service stations within the city, and 
would prohibit construction of new 
stations within 350 yards of an exist- 
ing service station, church, hospital, 
school or other institution where large 
numbers of pedestrians congregate. 

Oil company officials believe that 
such ordinances keep newcomers out 
of gasoline retailing, unlawfully re- 
strain trade and give the industry a 
bad name because of the “nuisance” 
connotation. 

Nerlinger, however, insists the 
NCPR isn’t opposing new station con- 
struction as such—only “the instru- 
sion of service stations into inappro- 
priate areas.” 

“We feel that city councils have a 
perfect right to move against reckless 
and harmful overbuilding of service 
stations in appropriate locations,” 
Nerlinger says. “For the industry to 
put its insatiable desire for profits and 
markets ahead of clear considerations 
of community welfare and public in- 
terest is manifestly bad public rela- 
tions. Organized retailers cannot sup- 
port this mistaken policy.” 

Twenty-three Michigan towns and 
cities already have adopted dealer- 
sponsored ordinances similar to the 
NCPR’s model ordinance. 

How Much Strength?—One ques- 
tion sure to come up in the minds of 
lawmakers is just how representative 
of dealer sentiment NCPR actually is. 

Observers at the NCPR convention 
had no doubt that many of the dealers 
present were just as militant as associa- 
tion officials. However, some of the 
dealers present admittedly are happy 
with their lot. 

One delegate, who is an official of 


South Carolina 





Jobbers Hammer Out Loan Plan 


IN SOUTH CAROLINA, the jobbers 
don’t have too many problems these 
days. In fact, things are pretty good 
on the whole. 

When they got together for their 
annual summer meeting, they talked 
a lot about the difficulty of getting 
long-term loans and the growing 
menace of natural gas to the heating 
oil jobbers. The commercial discount 
problem has subsided. 

The most important project is an 
attempt to create a jobber loan fund 
which will be available to members. 
The object is to enable them to raise 
money for bulk plant expansion or 
service station construction without 
depending on suppliers. 

The South Carolinians have the 
lead, in that the Citizens and Southern 
Bank has agreed to put up $100,000 
if the Small Business Administration 
will advance $900,000 toward a mil- 
lion-dollar fund. The jobbers them- 
selves would create collateral by form- 
ing the Petroleum Finance Corp., 
capitalized with a hundred $1,000 
shares available only to members. 

Another highlight of the business 
meeting was a decision to raise the 
dues, a substantial 60% —from 5¢ per 
1,000 gal. of principal product a 
month to 8¢ (with a minimum of $3 
a month and a maximum of $25). 


The new rates will double most dues 
and produce a budget of about $15,- 
000 a year. This will be used (1) to 
place the secretaryship on a full-time 
basis and (2) to underwrite a new 
membership drive. The association has 
80 members, sees a potential of 150. 

To stimulate more interest among 
jobbers, the association decided to start 
publishing a monthly news bulletin. 

Indicative of concern over natural 
gas’s growth, a big audience gathered 
to hear Charles H. Burkhardt, Oil- 
Heat Institute official, explain how 
they can meet the threat to their 
business. Burkhardt’s approach stresses 
(1) installation of equipment to as- 
sure the foundation of growth, (2) a 
‘service security plan’ program (He 
advised against using the term ‘con- 
tract’), (3) two- or three-year service 
plans instead of one-year plans, (4) 
a provision that the householder buy 
all oil from the jobber and (5) an 
automatic renewal clause. 

A surprise attraction was the distri- 
bution of $6,000 in rebates on group 
insurance premiums to about 20 job- 
bers. The largest was a check for 
$1,080 which went to R. E. Atkinson, 
Diimar Oil Co., Shell jobber. 

(A profile of friendly, unhurried Bill 
Heinz, part-time secretary-treasurer, 
starts on p214). 


00 a oe 


SECOND GENERATION South Carolina jobbers active at the association’s summer 
meeting in Charleston included (1 to r): H. L. (Herb) Benson, Jr., Benson Oil Co. 
(Richfield jobber), Columbia; A. J. (Jimmy) Rainwater, Jr., Rainwater Gas & Oil Co. 
(Crown Central jobber), Florence; R. E. (Dick) Mitchell, Spartan Petroleum Co. (At- 
lantic jobber), Spartanburg; Jerry Benson, Benson Oil Co., Columbia (Herb’s brother); 
Van Noy Thornhill, Charleston Oil Co. (Shell jobber), Charleston; Scott Rumph, Sum- 
ter Petroleum Co. (Amoco jobber), Sumter; F. C. (John) McMaster, Winnsboro Petro- 
leum Co. (Shell jobber), Winnsboro, and M. H. Cox, Jr., Pee Dee Oil Co. (Socony 
jobber), Marion. 


an affiliated association, readily con- 
ceded that many dealers at the con- 
vention do not understand the full 
implications of legislative and legal 
action they approved at the meeting. 
This is not necessarily bad, he said, 
commenting: “My people pay me to 
think for them.” * 
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FOR BULK 
PLANTS AND TRUCK SERVICE 


Quiet, long-life, high-efficiency rotary pumps for 
every industrial application . . . all thoroughly pre- 
tested for handling asphalt, gasoline, greases, oils, 


propane, butane, fuel oils, petro-chemicals and other . 


petroleum products of varying weights and viscos- 
ities. These five pumps will efficiently handle all: 


SERIES A—Standard Duty High and Low Speeds—for 
operating pressures under 125 psi. 

SERIES B—Standard UL Approved—for pumping hazard- 
ous liquids. 


SERIES C—Rugged Duty Packed—for medium or high 


viscosities at operating pressures up to 200 psi. 


SERIES D—Rugged Duty Sealed—for liquefied gases and 
other fluids of very light viscosity. 


SERIES E—Rugged Duty Steam Jacketed—with steam 
jacket, for high viscosities. 


These new Wayne Pumps give positive action and 
higher volumetric efficiency. Have only two moving 
parts—the driver rotor precisely balanced in the 
casing, and the idler—with Wayne’s exclusive roll- 
ing gear circular tooth design. With a Wayne you 
can pump the same GPM with smaller, lighter- 
weight unit. 


THE WAYNE PUMP COMPANY 


Salisbury, Maryland 















SRA RGU TANTS Sok oe RR RAR UM GERI Re Re RR BR Ce a 








; 2 A RA GN GN SA RE GE Ga at 


i 


aan 






Send this coupon for FREE new and 
novel PUMP Selector Guide 
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THE WAYNE PUMP COMPANY 
Salisbury, Maryland 


Please send my free copy of new "Pump Selector Guide.” 


NAME TITLE 





COMPANY. 





ADDRESS. 
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POSITIVE DISPLACEMENT § 
' DESIGN 
: 1. Liquid is drawn into pump by suction created i 
§ when pumping elements are disengaged. : 
: 2. Crescent acts as valve, preventing backflow. | 
| 3. Fluid is forced out discharge port as pumping 
elements re-engage. } 
: 3 
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APCO.. action-packed fall advertising theme; 


ORE 


ANOTHER BRAND NAME PROMOTION 
FOR INDEPENDENT APCO JOBBERS 








NDERSON-PRICHARD provides independent APCO jobbers and 
A their dealers with profit-making sales promotion and advertising. 
Basic theming this fall is a customer action-getting slogan: Get More GO 
with APCO! 

If you haven’t heard how APCO can help YOUR business, write or call 
the nearest APCO division office NOW! 


Get <GOing with APCO this fall! 


Better Protite start uniter the Ne APCO sign 


ANDERSON-PRICHARD (17 Coytorczin 


Liberty Bank Building—Oklahoma City 


OKLAHOMA CITY KANSAS CITY OMAHA DES MOINES MINNEAPOLIS 
Liberty Bank Bidg. V.F.W. Bidg. First Natl, Bank Bidg. Liberty Bldg. Roanoke Bldg. 
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PAYLOADS UP 
with WHITE 3000 


..- SAVE ON DELIVERY TIME AND COSTS 


DIVISION 
HALLUND C 
Ie CURR 


In the delivery of petroleum products, the trend 
is to BIG PAYLOADS! Speed fuel oil deliveries 

And the trend is to the White 3000—function- ee vacating met 
ally designed for maximum payload—in straight pee hethina? Chie tink, seen 
trucks or with semi-trailer tankers ag a ban 

There are other ‘‘3000” exclusive advantages, size fuel oil deliveries—straight truck with 
too—the outstanding maneuverability that sdine een end daar ae ae 
helps save time in crowded streets and alleys semi-trailer tanker—all three are doing o 
... the economical maintenance. . . the savings ere 
in operating costs. 

They all add up to more work... in less 
time ... at lower cost. Find out how the 
White 3000 can cut your delivery costs... speed 


your deliveries. 








THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


For more than 55 years the greatest name in trucks 


PROVED IN BILLIONS 
OF LOW-COST MILES 





October, 1956 * NATIONAL PETROLEUM NEWS 





PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 


BRILLIANT 
ILLUMINATION 


for ALL Nighttime 
TEMPERATURES! 


NEW “ANGLE-LUME” RAPID START LAMP, Model NALR 


Whiteway Manufacturing Company, pioneers in the 
manufacture of fluorescent outdoor lighting equipment 
for progressive petroleum product marketers, proudly 
presents its NEW NALR Series of RAPID START lamps 
in 4, 6 and 8-foot increments. These lamps are priced 
right and made right for years of brilliant, rugged care- 
free service, giving you increased light output as the 
temperature drops to O°F. Ideal for all climates! 
Read specifications at right, then write for name of near- 
est supplier. Catalog of complete new 1956 lights, light- 
ing systems, supplies and accessories, FREE upon request. 


New AREA 


ILLUMINATORS 
1000 or 800 Milliamperes! 


Catch their eyes BEFORE they drive by... 
with the NEW Whiteway Model AIR (1000 
ma.) and NAIR (800 ma.) 

* 4or 6 Rapid Start Lamps! 

* High-intensity Lighting With Minimum Glare! 

* Low Operating Cost! 

* Sturdy Aluminum Construction! 

* Light Angle Fully Adjustable! 


FITS YOUR PRESENT 
POST HOLE CENTERS! 


Patented 15° angle (Pat. No. 
168,924) throws MORE light over 
a WIDER area! 





Recommended for use where 
brilliant illumination is desired 
regardless of nighttime tempera- 
tures. 


Made with genuine new G.E. 
Rapid Start components! 


4, 6 and 8-foot styles supplied 
with 800 ma. Rapid Start re- 
cessed double contact sockets, 
or in ANY LENGTH USING COM- 
BINATIONS OF THESE THREE 
LENGTHS! 


6-foot style also supplied with 
1000 ma. recessed double con- 
tact sockets, or in ANY LENGTH 
IN MULTIPLES OF 6-FEET! 


This new fixture also incorpo- 
rates Whiteway features such 
as: FULLY ADJUSTABLE post 
mounting brackets, SUPER- 
STRENGTH “I” BEAM construc- 
tion and full 28” WIDTH! 











All island fixtures also available 
in lower-priced SLIM-LINE com- 
ponents. 








DISTRIBUTORS IN ALL PRINCI- 
PAL CITIES. 
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DEDICATED TO QUALITY AND SERVICE 


MANUFACTURING COMPANY 
1736 Dreman Ave., Cincinnati 23, Ohio 


Al 





Bl AP 


Aileel FL 


6 f..8 ft. 


anon 6 H.-6 &. 


WRITE FOR FREE CATALOG 


Whether yen are planning the building or modern- 
ization of one or a thousand service stations, you 
need our new value-packed 1956 catalog of out- 
standing outdoor lighting equi t t 
accessories. Send (without 
FREE copy, TODAY! 
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money can’t buy. . a. basion ¢ 


 FROESEL OIL CO. 


FUEL OIL 






the Lou oat 


FUELOADER 
Fuel Oil Truck Tank 


MASTER-CRAFTED BY 





(OLUMBIAN 


SINCE 1893 


REAR VIEW SHOWS HOW everything is arranged 
for fast, easy service. Complete with 90 GPM pump. 
Piped to pump in or out through your hose reel. 
Compact meter has auto stop and ticket printer. Profits in fuel oil delivery depend to a large extent on 
150 ft. of 11% inch hose. Remote controls to oper- the number of deliveries you can make in a day with every 
5 SE FR Gee Sl. unit. No matter what you spend for a tank—you can’t get 

Columbian 3-Point Support more efficient, convenient arrangement for speedy servic- 

Rides Better — Protects Tank ing than the COLUMBIAN FUELOADER gives you at low 
investment. Here is a good-looking, precision engineered 
truck tank. And it’s designed and equipped to cut three to 





Only Columbian has this safer-driving, better bal- 
anced, tank-saving feature. The tank rides on a 


single pivot at front, anchored at the rear on each five minutes off every delivery. One way streets and nar- 
side. Load stays balanced and tank shell is pro- row alleys are no problem—the rear-platform mounting 
tected from road shocks and twisting strains. gives you unobstructed access from either side to all servic- 


ing equipment ...including electric drive hose reel and 
meter inside flip-up door cabinet. 











( Master-Crafted Columbian Fueloaders with 3 compart- 
aa 2 ments in either 1800 or 2000 gallon capacity are available 
= Oe for immediate delivery. Columbian is also designing and 
mF delivering custom-built units in 2500 to 4000 gallon 
Qu capacities. 
SN 
NOTE: These Columbian Features: Semi-rectangular, smooth skin 
CONVENTIONAL cradle COLUMBIAN truck shell « full length steel sills, integral mounting « vertical, deep-dished 
mounted, strapped down tank maintains an . iy ; : 
tank must follow every even keel on single partitions front and rear heads « full length, drained flashing 
twist of chassis frame. any kind of road e safety steel run boards, both sides + streamlined trim skirting. 


COLUMBIAN STEEL TANK CO. 


P. O. Box 4048-1 Kansas City, Mo. 


STEEL — Master-crafted by Columbian... First for Lasting Strength 








USS Steel Drums | guard! product purity 


Care—a special kind of care—goes 
into the fabrication and finishing of 
every single USS Steel Drum. From 
selecting the right kind of rugged 
steel from our own mills, through 
the many processing steps of drum- 
making, until, finally, the component 
parts — spotless and gleaming — are 
ready for assembly . . . care is the 
byword! 

A final step to insure product pro- 
tection is the application of a special 
phosphate solution to the spotlessly 
clean and scale-free surfaces. The 





phosphate coating not only guards 
against contamination and rust, but 
provides ideal bond for external 
paint surfaces. This combination of 
careful workmanship plus quality 
materials means that your product’s 
purity is completely protected—from 
the moment it enters a USS Steel 


Drum—until the drum is tapped in 
your customer’s plant. 

Make sure your products have the 
protection they need—always ship in 
USS Steel Drums. They are avail- 
able in capacities from 214 to 110 
gallons. There are special fittings 
and openings for unusual needs. 


UNITED STATES STEEL PRODUCTS 
DIVISION 


United States Steel Corporation 
Dept. 1106, 30 Rockefeller Plaza, New York 20, N. Y. 
Los Angeles and Alameda, Calif. « Port Arthur, Texas « Chicago, Ill. ¢ New Orleans, La. « Sharon, Pa « Camden, N. J. 


STEEL DRUMS 


“Tt’s Better to Ship in Steel” 
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QUAPRENE 


Wire Reinforced 
Gasoline Pump Hose 


This lightweight, extremely flexible gas- 
oline hose can be used on either retract- 
able reels or regular pumps. Quaprene’s 
hard wall construction and wire rein- 
forcement make it kink-proof and give it 
collapse-resistance. Sub-zero tempera- 
tures won’t harm its flexibility or ease of 
handling. Quaprene’s cover is gasoline 
and oil-proof and non-marking. The 
cover is also highly abrasion resistant 
and withstands harmful sun’s rays. Size: 
34" L.D.; 1%” O.D. 


QUAKER RUBBER DIVISION - 


— bead we owes 


KORKER 
Service Station Air Hose 


Flexible and oil and gas resistant, Korker 
Air Hose withstands pressures up to 
1500 Ibs. It is reinforced with two braids 
of high tensile rayon to take high burst 
pressures. Extra-heavy cover resists scuff 
marks and is not affected by sun’s rays. 
Size: 4” I.D.; 54” O.D.—350 Ibs. work- 
ing pressure. 


yUVuewNives 


e# fvyv 


ARMORIB 


Service Station Air Hose 


Made of high-grade synthetic rubber and 
reinforced with one braid of high tensile 
cotton, Armorib is flexible and resists 
gasoline, oil and grease. Heavy synthetic 
compound cover is highly scuff resistant. 
Size: 4%” I.D.; 1942” O.D.—175 Ibs. 
working pressure. 


Save time by ordering Quaker gasoline pump and air hose from your 
nearest Quaker or Quaker Pioneer distributor. We'll gladly send you 
his name along with free brochures on the products described above. 


H. K. PORTER COMPANY, INC. 


PHILADELPHIA 24, PA. 
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QUAKER PIONEER RUBBER DIVISION 


PITTSBURG, CALIF. 
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RIGHT NOW is the time 
for dealers to sell Purolators — 
more Purolators than ever! 





This time of the year practically every car needs 
a new Purolator Micronic Oil Filter . . . needs it 
along with an oil change. Dirt-loaded filters . . . 
summer-worn oil must go before cold weather comes! 


These quick profits belong to 

your dealers. Make sure they get them—profits 
on Purolators—profits on oil changes—profits on 
extra quarts of oil that go with every filter change! 


Make sure they put Purolator’s new tried-and-proved win- 
dow posters up. See that they talk it up with every motorist. 


Remember: There’s a Purolator engineered for every make 
of car. See that your dealers are stocked to sell. 


**Purolator’’ and ‘‘Micronic,'’ Reg. Trademark U. S. Pat. Off 


PUROLATOR 


world’s largest maker of filters 


PUROLATOR PRODUCTS, INC., RAHWAY, N. J. AND TORONTO, ONTARIO, CANADA 





What does an engineer do for GATX? 


Engineering a special-purpose tank car is a job for 
experts. Stress, mobility, center of gravity, corrosion 
resistance—these are a few of the factors to be con- 
sidered. At General American you’ll find engineering 
specialists—men who pioneered with aluminum tank 
cars. These made possible bulk shipments of hard-to- 
handle liquids. You’ll find men who developed the first 
flued-dome tank car, the first all-welded underframes, 
the first half-oval heater coils—and a long list of addi- 
tional improvements. 


GENERAL SERVICE CARS 





ALUMINUM CARS 








This engineering skill and experience that make such 
developments possible is part of every GATX lease— 
a lease that provides shippers with the most dependable 
service available for bulk liquid transportation. When 
you lease cars from General American, you avoid the 
need for capital investment as well as operating, servicing 
and maintenance problems. 

If you’d like additional information concerning the 
advantages of a GATX lease, call or write your nearby 
General American District Office. 


It Pays to Plan With General American 


PRESSURE CARS INSULATED CARS 


GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South LaSalle Street * Chicago 90, Illinois 


Service Offices In Principal Cities 
Service Plants Throughout The Country 
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A COMPLETE MECHANICAL 


HEADLAMP 
AIMING KIT 


5400S 
WITH A CASE OF 8 ) soaos 


-AID 
TUNG-SOL VISION-AID 
HEADLAMPS 


Oo 
(WITH &. 2 AIM PLATF 
FOR LESS THAN THE REGULAR cost 
OF THE AIMERS ALONE! 


. 


f 


HERE’S WHAT YOU GET IN THE KIT: 


Mechanical Aimers adjust headlamps in minutes, even 
in broad daylight! Get your share of this profitable 
service business! Boost your headlamp replacement 
sales, too! 


Approved mechanical aimers open up a whole new 
source of servicing profit for alert dealers. Every car 
that drives in can be checked for correct headlamp 
aim in a matter of minutes—day or night—even on 
uneven ground. A simple adjustment should bring a 
minimum service charge of $1.50. 

Most of the cars you check will have the old style 
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A pair of Mechanical Aimers with quick 
check features. 


Level Compensator for uneven areas. 


Pad of Check Sheets to help sell aiming 
service to customers. 


Beam Demonstrator to show the dangers of 
poor beam alignment. 


headlamps. If there’s no fog cap shielding the filament, 
you've got a potential customer for a pair of new 
Tung-Sol Vision-Aid Headlamps that offer 80 extra 
feet of seeing distance, more powerful beams and 
improved bad weather visibility! 

Plenty of repeat business, too, because—as leading 
authorities recommend—all headlamps should be 
checked every 5,000 miles. 

This big, ready-made headlamp servicing market 
pays for the kit in almost no time! For full details, 
see your Tung-Sol supplier. Tung-Sol Electric Inc., 
Newark 4, N. J. 














CENTRAL MOTOR LINES 
When the ad ran, in'53, they 
had just added 104 A-55T 
diesels . . . since then they've 
added 18 new Mack H-61T 
diesels and 50 new Mack 
H-63T diesels. 


HENNIS FREIGHT LINES 
When the ad ran, in'53, they 
had just added 30 H-61T 
diesels . . . since then they've 
added 75 new Mack H-63T 
diesels. 


E. BROOKE MATLACK, 
INC. 

When the ad ran, in '54, they 
had just added 30 Mack B 
model diesels . . . since then 
they've added 36 new Mack 
B-61T diesels. 












WOUR MACK DIESELS 
DELIVER 


THAN ANY 
OTHERS WE 
WAVE EVER 
OPERATED” 
Spe OFLA LIMES, 1E. AMOUT “RT SERIES macs 





BELL LINES, INC. 

When the ad ran, in'54, they 
had just added 40 Mack 
B-65LT diesels . .. since then 
they've added 40 new Mack 
B-65LT diesels. 








HEMINGWAY BROS. 
When the ad ran, in'54, they 
had just added 15 Mack 
B-61T diesels . . . since then 
they've added 50 new Mack 
B-61T diesels. 








HOOVER MOTOR 
EXPRESS CO. 

When the ad ran, in'55, they 
had just added 70 B-61T 
diesels . . . since then they've 
added 30 new Mack B-61T 
diesels. 
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LEE WAY inc: 
SoA ow 





LEE WAY MOTOR 
FREIGHT, INC. 

When the ad ran, in'55, they 
had just added 50 Mack 
B-61ST diesels . . . since then 
they've added 70 new Mack 
B-61ST diesels. 


a] 
; meen” MOTOR EXPRESS. INC 
merks 10° yeer of preqres: 
with 11 300, 060 investment 
lw MACK diesel 





EASTERN MOTOR 
EXPRESS, INC 

When the ad ran, in '56, they 
had just added 120 B-65LT 
diesels . . . since then they've 
added 43 new Mack B-65LT 
diesels. 











5 MEW MACK TRACTORS 
boost growing ADLEY fleet 
te 386 units 


ADLEY EXPRESS CO. 
When the ad ran, in '55, they 
had just added 20 B-60T’s 

. since then they've added 
75 new Mack B-60T’s. 








another of the LARGEST FLEETS 
buys MACKS 
oe nee ee ae oni Marck tractors 
big Hee! thot serves 13 states 





MID-STATES FREIGHT 
LINES, INC 

When the ad ran, in'56, they 
had just added 25 B-65LT 
diesels ... since then they've 
added 25 new Mack B-65LT 
diesels. 
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SMITHS TRAWSVER SAYS! 


MACKS. ee 


with 100 light-weight Diesel Tractors 





SMITH’S TRANSFER CORP. 
When the ad ran, in'55, they 
hod just added 100 H-63LT 
diesels . . . since then they've 
added 25 new Mack H-63LT 
diesels. 





hr OWE A AKERS. preutens ot Akers Meter Limes, ox serps 


“our 20 years’ 
EXPERIENCE 
Ponts 
THE way- 


ro MACKS” 


tn EL 


YeHy weaw SouTH twer 






AKERS MOTOR 

LINES, INC. 

When the ad ran, in’56, they 
had just added 85 H-63T and 
B-61T diesels... since then 
they've added 48 B-61 T and 
10 H-63T Mack diesels. 






ROADWAY EXPRESS, INC. 
When the ad ran, in'54, they 
had just added 124 Mack 
H-61T diesels . . . since then 
they've added 177 B-65LT 
and 25 H-63LT Mack diesels. 





COASTAL TANK LINES 
When the ad ran, in '54, they 
had just added 24 Mack 
B-61T diesels . . . since then 
they've added 24 new Mack 
B-61T diesels. 








WILSON TRUCK CO. 


When the ad ran, in'54, they 
had just added 20 A-50T 
and B-50T tractors . . . since 
then they’ve added 20 B-42T 
tractors and 150 B-65T 
diesels. 








CAROLINA FREIGHT 
CARRIERS CORPORATION 


When the ad ran, in '54, they 
had just added 60 Mack 
H-61T diesels ... since then 
they've added 95 Mack H-63T 
diesels. 





rangnber these alle? 


well—what’s happened since? 
eeethey all bought 


Ore MACKS 


... because Macks live up to their reputation. 





trucks in the No. 1 sales spot for the past 
three years. They’re first because they’re best! 


Mack Trucks, Inc., Plainfield, New Jersey. 
In Canada: Mack Trucks of Canada, Ltd. 





These leading truckers expected a lot from 
their Macks... in dependability, economy 
and earning power . . . and one repeat order 
after another proves that they got what they 
expected. It’s a sure bet! Buy a Mack and 3246 


you’ll keep coming back for more, too. BA A C K 


Find out about the swing to Macks—the 
first name for 


swing that has entrenched Mack diesel 
TRUCKS 
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GROW... 
GROW... 


GROEBL! 


There’s no fencing in 
Texan Ted Groebl— 
Shell jobber and president of the Westex Oil Co., Big Spring, Texas 


“T can see dollars rolling in the streets!” These were 
Ted Groebl’s first words upon arriving in Texas. 


That was in 1927. Today, 29 years later, a lot of 
those dollars are rolling Ted’s way. The Westex Oil 
Company, of which Ted is founder and president, 
supplies a big stretch of Texas country with Shell 
quality products: 18 towns. . . 31 service stations 
in all! 

And Westex is growing bigger every year... out 
where there’s plenty of room to grow. Last year 
alone Ted built 8 new modern service stations with 
air-conditioned salesrooms and rest rooms. And lots 
more are in the works. 


190 


As a matter of fact, Ted Groebl was the first man 
to bring Shell products to West Texas. He signed a 
gasoline jobbing contract with Shell way back in 
1933. Qualifications? Six years of service station 
experience and a long-term dream of selling Shell 
products. 


Once the dream came true, Ted lost no time in 
getting set to sell right. First on the agenda was 
proper training for all his dealers. For this, Ted sent 
his men to the Shell Training Center to learn the 
right way to operate. 


Following Shell’s lead, Ted opened his own train- 
ing center at Westex’s headquarters in Big Spring. 
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This center plays host to monthly meetings, when 
Westex’s dealers get together to discuss what’s new 
in better service. 







The most popular topic at these meetings is Shellu- 
brication. Ted and all his dealers are sold on the way 
Shellubrication sells for them. Every Westex dealer 
uses Shell’s exclusive follow-up and customer re- 
ceipts to the hilt. 

Service station selling is mighty competitive in 
Texas. That’s why Westex works closely with Shell 
merchandising men. Spectacular openings for new Westen. cttidn thalge Cetin Gell Mate 
stations, eye-catching displays and special promo- | way in the wide-open spaces. 
tions that ‘‘rope in” the Texans are some results of 
this teamwork. 















As Groebl grows, so grow his dealers. Vacations 
with pay, Christmas bonuses and a broad program 
of employee benefits are just some of the signs . 
Westex is growing up in the world. smeLivans ATION 


Ted still remembers his first order for Shell Motor 
Oil—two drums’ worth! Today he buys it in carload 
lots .. . more than 10 cars a month. And he stores it 
in four big bulk plants at Big Spring, Odessa and 
Denver City, Texas; and Hobbs, New Mexico. 


That’s a far cry from the Westex Oil Company of 
1933. Hard work and smart selling have put the 
“grow” in Groebl. But Ted himself has said he 


couldn’t have done it without Shell’s help. This Hobbs, New Mexico, station is one 
of Westex’s 8 new air-conditioned beauties 
built last year. 



















Shell’s factory-approved lube charts 


Ted Groebl has plenty to smile about. Westex has four big bulk 
make Westex’s men experts on every car. 


plants delivering Shell products to 31 stations. 







It pays to be a Shell Jobber 


_—and your nearest Shell office will be glad to show you why 
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CoLor 


Color for positive 
identification! 
Samples on request. 


Lead Terminal Strap 


192 


MERCHANDISING QUALITY 


Merchandising to fit your specific needs! Plastic insulation! 7 times more 
Complete sales programs for use at the resistant to abrasion— impervious 
retail level! to oi!, grease, solvents. 


Take advantage of Crescent’s years of experience in supplying 
leading marketers. Ask us to demonstrate what we can do for you. 


s 
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BE SURE IT’S A 
GENUINE 


rf » 
. a 


THE MOST COPIED 
SUSPENSION! 


Don’t let this happen to you... 


™ Truck Lines” thought they 
had genuine Reyco Suspensions. 





When some of their units required premature 
overhauling, however, they discovered that 
these particular suspensions were not the 
genuine REYCO. 


Protect yourself! Be sure the name REYCO is 
cast on the suspensions mounted to your 
trucks and trailers. 


ONLY A GENUINE REYCO 
PERFORMS LIKE A REYCO! 


VCO 1-356 SALES & SERVICE NATIONWIDE! 


Copyright, 1956, Reynolds Manufacturing Co. 


REYNOLDS MANUFACTURING CO 


SPRINGEIECO  -MISS OUR 
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MARKETS AND PRICES 


Distillate Demand Marks New Season 


 Nagpeiead of the 1956-57 heating 
season got under way in mid- 
September as demand for burning oils 
showed first signs of life in the central 
and midwest portions of nation. 

Missing from the picture this year, 
however, was the pessimistic feeling 
of marketers about distillate supplies. 
Mindful of the sharp pull on inven- 
tories last season, marketers showed 
little concern over the fact that distil- 
late stocks are close to 5-million bbl. 
above early September last year. 

Demand for light fuels was on the 
uptrend in the Midwest, and “off- 
price” material was gradually disap- 
pearing from the Mid-Continent. 
Except for several winter cargo ar- 
rangements with eastern buyers, trad- 
ing at the Gulf was at a standstill. In 
the East, discounts on spot material 
were still being offered but marketers, 
with time on their side, were awaiting 
that last minute buying rush that tends 
to prop price levels at this time of 
year. 

The situation was not nearly as rosy 
on gasoline—at least not at the pri- 
mary supply level. With the heaviest 
consuming months about over, inven- 
tories in September were much higher 
than a year ago. 

Although the Midwest was the only 
primary district to feel the weight of 
inventories in form of lower prices on 
some grades, price shading continued 
unabated in most other districts. 

Retail prices continued to strengthen 
in northeastern states, where many 
majors are fair-trading gasoline. In 
Pennsylvania, suppliers abolished dual 
price structure at dealer level and be- 
gan posting 14.6¢ gal. ex taxes, as 
price for regular on statewide basis. In 
addition, the trend to fair-trade re- 
ceived another shot in the arm when 
four additional suppliers—Calso, So- 
cony, Cities Service and Tidewater— 
joined Atlantic, Sinclair, and Richfield 
in fair-trading. Minimum fair-trade re- 
tail prices were established at 18.9¢ 
for regular, ex taxes. 

The move initiated by Esso Stand- 
ard to raise wholesale prices in “low- 
priced” areas of Massachusetts, Con- 
necticut and Rhode Island also became 
general as majority of suppliers estab- 
lished minimum tank wagon of 15.6¢ 
for regular in those states. Majors who 
had been fair-trading also raised mini- 
mum retail prices 1¢ to 20.9¢ for 
regular. 

However, new price wars cropped 
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up in other parts of the country. 
Pump postings at Des Moines, Ia., 
were down 8.6¢, with net dealer tank 
wagon down to 9.9¢, ex tax. At Port- 
land, Me., “weak” retail prices led to 
voluntaries at tank wagon of as much 
as 5.2¢ gal. Although the retail picture 
in the Twin Cities area improved, with 
pump prices rising 3¢, the structure at 
mid-month was still 3¢ below “nor- 
mal.” 

Against a background of strong de- 
mand, LP-gas prices pointed higher. 
Phillips Petroleum advanced prices 
0.5¢ gal. throughout its marketing ter- 
ritory and other manufacturers were 
expected to follow. Anticipating short- 
ages, if the coming winter is colder 
than normal, many dealers were urg- 
ing customers to fill tanks early. 

Following resumption of orders 
from steel buyers, prices for heavy 
fuel with 1% maximum sulfur re- 
couped 5¢ of the 10¢ bbl. reduction 
made earlier at the Gulf. Quotations 
now start at $2.20 bbl. and further 
price strength was indicated. 

Greater demand for natural gasoline 
sent prices up 0.5¢ gal. Grade 26-70 
FOB Group 3 basis was quoted at 5¢, 
with Breckenridge price at 4.5¢. 

South Texas coastal oils also were 
hiked 1¢ gal. following 10¢ bbl. boost 
in low cold test crudes on Texas Gulf 
Coast. In the East, domestic crude 
scale wax was up 0.5¢ Ib. with sup- 
pliers quoting 8.6¢ lb. for grade 124- 
130 at New York. 


DISTRICTS 


Gulf Coast — There were some 
“Suez-inspired” inquiries for products 
at the Gulf, but except for lining up 
of winter cargoes of heating oil to 
several northern buyers, pace of trad- 
ing continued slack. In the only price 
development, heavy fuel of 1% maxi- 
mum sulfur moved 5¢ bbl. higher to 
$2.20 bbl. This put premium for this 
fuel over ordinary oil at 10¢ bbl. 

The gasoline picture was static. 
Some refiners expressed concern over 
mounting stocks and there were un- 
confirmed cargo sales involving low- 
octane material at discounted prices. 
On other hand, there was a growing 
feeling that supplies were in strong 
hands, and little pressure to move 
products was evident. 

Atlantic Coast—Pace of trading was 
expected to quicken with arrival of 
cooler weather but, in early Septem- 


ber, reports of price shading on heat- 
ing oils were still being heard. 

There was mixed opinion on sum- 
mer movements of heating oils. Some 
marketers said their reseller takings 
were much lower than last summer. 
Others, however, said summer move- 
ments were as good as could be ex- 
pected. 

As usual, September found several 
marketers a little long on heating oils 
and hurried calls went out for addi- 
tional storage. Except for a few in- 
stances, however, no distress material 
appeared on the market. 

Although subject to slight shading, 
heavy fuels appeared a bit stronger. 
Buying interest was quiet, however. 

Mid-Continent — Gasoline price 
shading continued at some Great Lakes 
Pipe Line and river terminals. The 
sloppy market resulted in quite a 
scramble for business, according to 
trade reports. 

There was increasing interest in dis- 
tillates. The residual market firmed up 
following the steel strike’s end, and 
refiners generally said the market looks 
good from now on into the winter. 
The shortage of dirty cars, however, 
caused some shipment delays. Lubes 
were steady, prices firm. 

Midwest—Distillate prices were still 
on the easy side in early September 
following a reduction of 0.125¢ to 
10.5¢ on No. 1/range oil and a 0.1¢ 
drop on No. 2 fuel to 9.75¢ at Chi- 
cago. 

Shading on gasoline led to price 
reductions on some grades. Price range 
low on 95 octane was down 0.125¢ to 
14.5¢ at Chicago. In the Twin Cities 
area, prices for 96 octane and 88 
octane were down 0.125¢ gal. follow- 
ing earlier reductions in August. 
Heavy fuel sales were described as 
good with prices strong. 

Western Penna.—Refiners were gen- 
erally cautious on raising lube oil 
quotations following boost of 6¢ to 
11¢ bbl. on Pennsylvania-grade crude. 
Except for 1¢ gal. increase by one re- 
finer in his cylinder oil quotations, 
prices held unchanged. 

There were no signs of relief in the 
tight supply position of base lubes. 
Most refiners were sold up for several 
months and several said their produc- 
tion was committed for the balance 
of the year. Any spot material that 
appeared was quickly gobbled up by 
refiner-buyers striving to meet contract 
customers’ needs. 
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PRODUCTS VS. CRUDE GULF COAST 


REGULAR-GRADE GASOLINE 


KEROSINE 


NO. 2 FUEL 


30 GRAV. LOW COLD 
TEST COASTAL CRUDE 
| 


|_ NO. 6 FUEL 


50 52 54 JFMAMJJASOND 
1956 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED 


FOUR PRODUCTS 
! 


SPREAD: PRODUCTS OVER CRUDE 


48 50 52 54 JFMAMJJASOND 
YEAR 1956 








Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —7 refinery 
markets and 7 crude producing areas, east of California 
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MARKET BAROMETER 


PRODUCTS VS. CRUDE MID-CONTINENT 
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Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —8 refinery 
markets and 8 crude producing areas, including California 











fj prices REFINERY AND TERMINAL 


sande "ee 
Gulf Coast Cargoes Sept. 10 Aug. 27 Aug. 20 
oe str “ty 75 ais. ti. 75 er 25-13.75 me. 25-13. 75 
3.5 


13-13 (3 3-1 (4)1 
ain agi 12.5 2) (ayia. 336-13. .5(2) ain xr 5(2) ia a6 .5(2) 


98 oct. prem... 
97 oct. prem 
95 oct. prem 


1.5-12 1.5-12 ry 1.5-12 

(B)1L25-11,8(6) (3)1125-11.5(4) (@)1L36-11.5(4) | 4)IL2S-1LS 
10.5-11(2) 10.5-11(2) 10.5-11(2) 10.5-11(2) 
10-10.5 10-10.5 10-10.5 10-10.5 


9.875-10.25 9.875-10.25 9.875-10.25 9. 875-10. 25 
9.75-9.875 9.75-9.875 9.75-9.875 9.75-9. 875 


9.5-9.75(3) 9.5-9.75(3) 9.5-9.75(3) 9.5-9.75(3) 


. = prem... ey 18.2(2) 18.2(2) 18.2(2) 

oct reg : 15.7(3 e 15.7(3 

Baltinnes: vid. ) 5.7(3) 15.7(3) 5.7(3) 

97 oct. prem : 16.1 16.1 16.1 

95 oct. prem 14.9 14.9 14.9 
13,1-13.4 13.1-13.4 13.1-13.4 
13.1 13.1 13.1 

15.1-17.7 

15. 

14. 1-15.2(2) 

14.1 


15.1-17.7 
15.1 

14. 1-15. 2(2) 
14,1 


15. 1-17.7(2) 

15.1 i 

14, 1-15. 2(2) 14, 1-15. 2(3) 

14,1 14,1 

18.6 18.6 18.6 18.6 

16.1 16.1 16.1 16.1 

14.95-15.9 14.95-15.9 14.95-15.9 14.95-15.9 
14 14 4.3 


14.3 3 3 14. 
- (2)12.95-13.4  (2)12.95-13.4  (2)12.95-13.4 (2) 12. 95-13.4 
12.95 12.95 12.95 12.95 


90 oc! 
Seems, S$. C. 


93 oct. prem 
89 oct. reg.. 
t. 


Chicago, Ill. 
15(5) 15(5) 15(5) 15(5) 
14.75(6) 2 14.75(5) 14.75(5) 
14.5-15.5 : a 14.625-15.5 14.625-15.5 
- co = 14-14. 25 pe 25 
13.25(5) 25(5) 
(6)13-13.75 (18-13. 75 
12. 875-13 12. 875-13 
(2)12.5-12.625 (2)12.5-12.625 


14.5(2) 14.5(2) 5(2) 
12(2) 12(2) 2(2) 


14. 25(3 14, 25(3) 14. 25(3) 14. 25(3) 
(2)11.75-12.25 (2)11.75-12.25 (2)11.75-12.25 (2)11.75-12.25 


15.4-15.65(4) 15.4-15.65(4) 15. 4~-15.65(4) > * mn 65(4) 
15.15 15.15 15 
13.9(7) 13. @) 13.9(7) i a 
13.4 13 13.4 
15.65 15.65 15.65 15.65 
15.15 15.15 15.15 


13.9 13.9 13.9 
13.4 13.4 13.4 


x14. 625-14.75(4) (5)14.75x 
x12.875-13(4)  (5)13x 


(4)14. 75-15 
(4)13-13.25 


(3)14.75-15(2) 
(3)13-13.25(2) 


15.6(2) 15.6(2) 15. 6(2) 15.6(2) 
13.6(2) 13.6(2) 13.6(2) 13.6(2) 


17.7(2) 17.7(2) 17.7(2) 17.7(2) 
15.2(2) 15.2(2) 15.2(2) 15.2(2) 


15.7 15.7 15.7 
13.2 13.2 13,2 


15.7-16.3 15.7-16.3 15.7-16.3 
15.05 15.05 15.05 
13.7(2) 13.7(2) 13.7(2) 
13.55 13.55 13.55 


15. 45-15. 55 15.45-15.55 15. 45-15.55 
15.05 15.05 15.05 
13.7-13.8 13.7-13.8 13.7-13.8 
13.3 13.3 13.3 
Philadelphia, Pa. 
97 oct prem...... 16.2-17.3 


6.2- 
13.7-14.8 13.7- 


17.3 16.2-17.3 
14.8 13.7-14.1 
Pt. Everglades, Fla. 
96 oct. prem - — .65(3) 


13. 1-13. 9(5) 
13.4 


15.05-15.65(3) 
1 


15.05-15.65(3) ee) 

: 15 15. 
13.3-13.9(5) 13.3-13.9(5) 13.3-13.9(5) 

87 oct. reg 13.4 13.4 13.4 

Portland, Me. 

97 oct prem 17.8 17.8 17.8 17.8(2) 


91 oct reg 15.3 15.3 15.3 15.3(2) 


MOTOR GASOLINE 
Sept. 10 Sept. 4 Aug. 27 Aug. 20 


17.7 17.7 17.7 17.7(2) 
91 oct reg 15.2(2) 15.2( 2) 15.2(2) 15.2(3) 


Savannah, Ga. 
96 oct prem...... 
89 oct reg 


Tampa, Fla. 
96 oct. prem 
93 oct. prem 


Providence, R. |. 


15.05-15.9(3) 
13.3-13.9(4) 


15.05-15.9(3) 


15.05-15.9(3) 
13.3-13.9(4) 


13.3-13.9(4) 


15.05-15.9(3) 
13.3-13.9(4) 


14.95-15.55(4) 


14.95-15.55(4) 
15.05 15.05 
13.2-13.8(5) 
13.3 


14.95-15.55(4) 14,95-15.55(4) 
13.2-13.8(5) 
13.3 


13.2-13.8(5)  13.2-13.8(5) 
13.3 13.3 


Wilmington, N. C. 
96 oct. prem 
93 oct. prem 
89 oct. reg....... 


14.02-15.7 
13.35-13.65 
12.52-13.2 
12.27-12.3 


14.02-15.7 
13.35-13.65 
12.52-13.2 
12.27-12.3 


14.02-15.7 
13.35-13.65 
12.52-13.2 
12.27-12.3 


14.02-15.7 
13.35-13.65 
12.52-13.2 
12.27-12.3 
Okla. (Okla. Shpt.) 
13.5-14 13.5-14(5) 13.5-14(5) 

88 oc (6)12-12. 250) (6)12-12.25(2)  (6)12-12.25(2) 
60 a Mt & below = 10.75-11.375 10.75-11.375 10.75-11.375 10.75-11.375x 


Okla. Group 3 (Northern shpt.) 
3)13.5-14 (3)1 (3)13.5-14 


{3)13.5-14 ( 
+ tle a Catt: 75-12(8) Oi: 95-1203) (5)11.75-12(3) 
& below 10.75-11.2 10.75-11.25 10.75-11.25 10.75-11.25 

N. Tex, (Tex. & New cre si 
(2)14- (2)14-15.3 (2)14-15.3 ag ty 3 

14-14.55 4.55 


12-13 12-13 ins 
12-13 12-13 
12-12.5 12-12.5 


& below 10.75-11.8 10.75-11.8 10.75-11.8 10.75-11.8 


W. Tex. (Tex. & New Mex. shpt.) 


97 oct prem 14.875 14.875 14.875 
(2)14-14.125 (2)14-14. 125 13.75-14, 125 
13 


13 
12.5-12.75 12.5-12.75 12.5-12.75 


12.25(2) 12.25(2) 12.25(2) 
60 oct vy & below cit: ‘Bil. 75 = (2)11.5-11.75 = (2)11.5-11.75 (2)11.5-11.75 
E. Tex. (Truck transport lots) 
(3)14-14.25 (3)14-14.25 (3)14-14.25 (3)14-14.25 
12-12.5 5 12-12.5 12-12.5 
12-12.75 12-12.75 


12-12.5 12-12.5 
(2)11.25-11.5(2) (2)11.25-11.5(2) 
13.75 13.75 
12.5 12.5 
13.25 
12.75 
11.75 
i 11.5 
Kans. (For Kans. destinations only) 


(3)13. 75-14(2) (3)13.75-14(2) (3)13. ta (3)13.75-14(2) 
(5)12-12.25 = —S (5)12-12.25 


11.5 ‘ 11. 11. 
60 oct M& below  10.75-11.5 10.75-11.5 10:75-11.5 10.75-11.5 


Western Penna. Bradford-Warren: 
.75 14.75 14.75 14.75 
13.5-14.7 13.5-14.7 13.5-14.7 13.5-14.7 
14.5-15 14.5-15 14.5-15 
13-13.5 13-13.5 13-13.5 


15.4 15.4 15.4 
13.65 13.65 13.65 


14.5 14.5 


15.25(6) 15.25(6) 15. 25(6) 

13.5(6) 13.5(6) 13.5(6) 
California Los Angeles District: 
Rack: 
96 oct prem...... wee 3-14.9 
93 oct prem 13.1-13.9 
84 oct reg -12.9 
Tank Car: 


96 oct prem 
93 oct prem 


14.9 (2)14.3-14.9 
-13.9 : (2)13.3-13.9 
-12.9 (2)12.3-12.9 


a - 


(2)14.3-14.6(3) (2)14.3-14.6(3) (2)14.3-14.6(3) (2)14.3-14.6(3)x 
13. 1-13. 6(3) x13.1-13.6(3) (2)13.3-13.6(3) (2)13.3-13.6(3)x 
12.1-12.6(4)  x12.1-12.6(4) (2)12.3-12.6(4) (2)12.3-12.6(4)x 

Tank Truck (400 gals. i. > red 

19.4 19.4 

84 oct reg e ; 

San Franelsco District: a 


96 oct prem...... 9 f q 19.9 
84 oct reg ° s . 16.9 





Refinery and terminal prices herewith are reproduced from Platt’s Oilgram 
Price Service, a daily ee associated with NPN. 

Prices shown in refinery and terminal tables are sales prices, or quota- 
tions, or general offers, or posted prices, reported by refiners, by product 
pipe line terminal operators, by river terminal operators, and tanker 
terminal operators, for current sales and shipments, except as otherwise 
specified. 

Following types of prices are not for “open spot” transactions and 
therefore are not incluc ed in price tables: Prices arrived at by discounts 
off a specified price; “‘market-date-of-shipment” prices; prices named in 
contracts; prices arrived at in accordance with arrangements made prior 
to date of sale. Prices made to brokers, and prices in inter-refinery trans- 
actions, also are not considered in the tables except as noted below. 

Prices shown are for quantities in bulk such as tank car lots, or truck 
transport lots or barge lots. Prices applying only to barge lots, or cargo lots, 


196 


or truck transport lots, are so designated. Prices are in cents per. gallon 
except wax and petrolatums in cents per gous and where dollar sign ($) 
is shown, in adie per barrel of 42 U. gallons. Prices do not include 
taxes or inspection fees. 

Prices are for crude oil and products lawfully produced and transported; 
reported as received by Oilgram and NATIONAL PETROLEUM News but not 
guaranteed; for subscribers’ private use only and not for resale or distribu- 
tion or publication. 

Gulf Coast cargo prices are by refiners selling or quoting to other refineries, 
export agents or to large tanker terminal operators. 

asoline octane ratings are by ASTM Research Method and are minimum 
ratings, except where letter “Me is used to indicate the octane rating is by 
ASTM Motor Method. 

Parenthetical figures indicate number of companies quoting when two or 

more quoted the price shown. Letter “X” indicates price change. 
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Gulf Coast Cargoes Sept. 10 
41-43 w.w. kero. . 9.125-9.75 
No. 2 fuel. ...... 8.5-9.5 
53-57 d.i. gas oil. 8.75-9.5 
48-52 d.i. gas oil... 8 = 9.375 
43-47 d.i. gas oil. 8.5-9.25 


No. 4 fuel, 0-10 ar $3 00 
Bunker C fuel... (4)$2. 10-2.15 
Bunker C fuel, 


Bunker C, bunkers $2.80(4) 
Baton Rouge, La. 


Kerosine/No. 1... 10.3 
No. 2 fuel. ...... 9.75 
Diesel oil, shore 
plants......... 10.1 
- 5 fuel $2.77 











$3.6: 
Bunker C, bunkers $2. 2002) 


Boston, Mass. 
Kerosine/No. 1... 11. 2(14) 
No. 2 fuel. ...... 10.7(15) 
Diesel oil, shore 
a 11.1(5) 
No. 5 fuel....... $3.64(4)e 
No. 6 fuel, no sulf. 
| ae $2.86(5)d 
lo barges...... $2.83(5) 







$4.51(3) 
Bunker G, bunkers $2.83(5) 


Buffalo, N. Y. 
Kerosine(a)...... 12. 15(5) 
Diesel fuel(a). .. . 12.05(3) 
No. 2 fuel(a)..... 11.65(5) 
eS eee i 65 


No. 6 fuel. . 


Charleston, S. C. 


Kerosine/No. 1... 11.1(6) 
No. 2 fuel....... 10.7(6) 
Diesel oil, shore 

wt bakctaees 10. 8(3) 





$2.75(2) 
$2.72(3) 


DB cache $4.39(2) 
Bunker C, bunkers $2.72(4) 


Chicago, Ill. 
Range oil/No. 1.. 


(2)10.5-12.2 


No. 2 fuel....... (3)9.75-11.1 
o. 5 fuel, low 
ae 85 


(3)7.95-8.05 





sulfur......... (3)7.7-8.05 
mag yrs Ohio 

No. 5 fuel....... 10 

No. 6 fuel....... 9.35* 


*—delivered Cleveland. 


Corpus Christi, Trx. 
No. 6 fuel, no sulf. 


ss eh aes 2.23 

jo barges...... $2.20 
Bunker C, bunkers $2.20-2.25(2) 
Detroit, Mich. 
Diesel oil........ 55-12.7 
cE” See ayia: 55-12.7 
No. 2 fuel....... (2)11.55-11.7 
No. 5 fuel....... 9.6(2) 
No. 6 fuel. ...... 8.6(2) 


quote $3.59 bi 


(6)11.2- 


max 1% sulfur. x$2.20-2.35 
Albany, N. ¥. 
Kerosine/No. 1... (6)11.2-11.4(4)b 
No. 2 fuel. ...... (7)10.7-10.9(9)b 
Diesel oil, shops, 
plants........ 11.1-11.3(5) 
No. 4 fuel. .... $4.11-4.20 
No. 6 fuel, no sulf. 
Se $3.03(2) 
Baltimore, Md. 
Kerosine/No. 1... 11.1(9) 
do barges...... 10. 85(5) 
No. 2 fuel....... 10.6(12) 
do barges...... 10.35(5) 
Diesel oil, shore 
Pan ccces 11(5) 
No. 4 fuel....... $3.69(2) 
do barges ..... 3.33 
No. 5 fuel....... $3. 40(2) 
do harges ..... $3.34(2) 
No. 6 fuel, no sulf. 
eee $2.83(5)e 
lo barges...... $2. 80(5) 
Light Diesel, 
unkers....... $4.47(4) 
Heavy Diesel, 
bunkers....... $4. 12(3) 














(3)8.8-9.1 
(3)7.95-8.05 
(3)7.7-8.05 








REFINERY AND TERMINAL 


DISTILLATES & FUELS 


Sept. 4 
9.125-9.75 


8.5-9.5 


8.75-9.5 
8.625-9. 375 
8.5-9.25 
$3.00 
(4)$2.10-2.15 


$2.15-2.35 


$3.03(2) 


11.1(9) 

10.85(5) 
10.6(12) 
10.35(5) 


11(5) 
$3 .69(2) 


$3.63 
$3. 40(2) 
$3.34(2) 


$2.83(5)e 
$2.80(5) 


$4.47(4) 


$4. 12(3) 
$2.80(4) 


10.3 
9.75 
10.1 
$2.77 
$2.23 
$2.20 
$4.03(2) 
$3.62 
$2.20(2) 
11.2(14) 
10.7(15) 


11.1(5) 
$3.64(4)c 


$2. 86(5)d 
$2.83(5) 


$4.51(3) 


11.4(4)b 
7)10.7-10.9(9)b 


11. 1-11.3(5) 
$4.11-4.20 











$3.00 
(4)$2.10-2.15 


$2.15-2.35 


(6)11.2-11.4(4)b 
(7)10.7-10.9(9)b 


11. 1-11.3(5) 
$4.11-4.20 


$3.03(2) 


11.1°9) 

10. 85(5) 
10. 6(12) 
10.35(5) 


11(5) 
$3. 69(2) 
3. 63 


$3.6. 
$3. 40(2) 
$3.34(2) 


$2.83(5)e 
$2. 80(5) 


$4.47(4) 


$4. 12(3) 
$2. 80(4) 


10.3 
9.75 


10.1 
$2.77 


$2.23 
$2.20 


$4.03(2) 





$3.62 

$2.20(2) 
11.2(14 
10-7018) 


11.1(5) 
$3.64(4)c 


$2.86(5)d 
$2.83(5) 


$4.51(3) 











$3. 
(4)$2.10-2.15 
x$2.15-2.35 


(6)11.2-11.4(4)b 
7)10.7-10.9(9)b 


11. 1-11.35 
$4.11-4.20 


$3.03(2) 
11.1(9) 
10. 85(5) 


10.6(12) 
10.35(5) 


11(5) 
$3.69(2) 
$3.63 
$3. 40(2) 
$3.34(2) 


$2.83(5)e 
$2. 80(5) 


$4. 47(4) 


$4. 12(2) 
$2. 80(4) 


10.3 
9.75 


10.1 
$2.77 


$2.23 
$2.20 


$4.03(2) 


$3.62 
$2.20(2) 


11.2(14) 
10.7(15) 


11.1(5) 
$3. 64(4)ec 


$2.86(5)d 
$2.83(5) 


$4.51(3) 


9.7(2) 9.7(2) 9.7 
(a) Prices of some sellers to bulk commercial consumers are 0.15¢ higher than prices shown. 


$2. 83(5) $2.83(5) $2.83(5) 
12.15(5) 12. 15(5) 12.15(5) 
12.05(3 12.05(3) 12.05(3) 
11. 650 11.65(5) 11.65(5) 
10.65 .65 10.65 
9.7(2) (2) 
11.1(6) 11.1(6) 11.1(6) 
10.7(6) 10.7(6) 10.7(6) 
10. 8(3) 10.8(3) 10.8(3) 


$2.75(2) 
$2.72(3) 


$4.39(2) 
$2.72(4) 





8.85 


10° 
9.35° 


$2.23 


$2.20 
$2. 20-2. 25(2) 


12.55-12.7 
(2)12.55-12.7 
a 55-11.7 


9.6(2) 
8.6(2) 





0.5-12.2 
(2)9. 75-11.1 





$2.75(2) 
$2.72(3) 


$4.39(2) 
$2.72(4) 


(3)8.8-9.1 
(3)7.95-8.05 
(3)7. 





7-8.05 


10° 
9.35° 


$2.23 
$2.20 
$2. 20-2. 25(2) 


12.55-12.7 


(2)12.55-12.7 
(2)11.55-11.7 


9.6(2) 
8.6(2) 
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$2.75(2) 
$2.72(3) 


$4.39(2) 
$2.72(4) 


x10.5-12.2 
x9.75-11.1 


8.85 
(3)8.8-9.1 
(3)7.95-8.05 
(3)7.7-8.05 


10* 
9.35° 


$2.23 
$2.20 
$2.20-2.25(2) 


12,55-12.7 
(2)12.55-12.7 
we —" 
6(2) 
8: 6(2) 


(b)Some suppliers quote oe lower for shipment to restricted area, (c)Some cannes 
BL to resellers only. (d) One supplier quotes $2.81 to resellers only. 
(e) Some suppliers quote $2.93 to consumers. 








Houston, Tex. ms 10 Sept. 4 
Kerosine/No. 1... 10.5(2) 10.5(2) 
do 1 pen “s Soe 5-9. = (2)9.5-9.75 
No. 2 fuel. . 5-9.7 9.5-9.75 
do barges...... Hr} 5 9-9.5 
Diesel oil shore 
plants. . 9-9.5 9-9.5 
No. 6 fuel, no sulf. 
et cwhdetone 0-2.25 $2.10-2.25 
do barges eens $2.10-2.20(8)  $2.10-2,20(8) 
No. 6 fuel, max 
1% sulfur... .. $2.25 $2.25 
do barges...... $2.25 $2.25 
Light Diesel, 
unkers. ..... $4.03(6) $4.03(6) 
Heavy Diesel 
unkers....... $3.62(5) 


$3. 62(5) 
Decker C. bunkers ana. 20-2 


Jacksonville, Fla. 


Kerosine/No. 1... 11.8(11) 
No. 2 fuel....... 10.9(8) 
— _ shore 
De cceaue 10.9(5) 
No. ¢ ful, no sulf. 
~ aevnsateee $2.72(8) 
lo barges...... $2.69(6) 
ht Diesel, 
unkers....... $4.578(5) 


Bunker C, bunkers $2.69(6) 


Miami, Fla. 
Kerosine/No. 1... 11.8 
“a on shore 

SS EORE 11.1(3) 


Laekadias $2.66 

$2.63(2) 
unkers....... $4.578(4) 

Bunker C, bunkers $2.63(3) 


Mols-St. Paul, Minn. 


Range oil No. 1. 


No. 2 fuel....... (5)10.5-11. 





dieeeuk aes 8.7(4) 
Mobile, Ala. 
Kerosine/No. 1... 11.1(4) 
No. 2 fuel. ..... 10.5(2) 
ight Diesel 


nkers....... $4. ad 
Bunker C, bunkers $2.25 


New Haven, Conn. 


Kerosine/No. 1... 11.1(9) 
No. 2 fuel. ...... 10.6(11) 
Diesel oil, shore 
Se 11(4) 
No. 4 fuel....... .80 
No. 6 fuel, no sulf. 
~~ aadisasiane -85(3) 
io barges...... $2. 82(2) 
ight Diesel 
unkers....... $4.49 
Bunker C, bunkers $2.82 
New Orleans, La. 
Kerosine/No. 1... 10.3(4) 
9.75(3) 






















10. 1(3) 
$2.77 





$2.23(2) 
$2.20(2) 


$4.03(4) 


$3.62(3) 
$2.20(3) 














Bunker C. bunkers 





New York Harbor 


Kerosine/No. 1... 11.1(20) 11. 1(20) 
10. 85(20) 10. 85(20) 
10. 6(18) 10.6(18) 
10.35(19) 10.35(19) 
11(7) 11(7) 
(12)$3.66-4.09 (12)$3.66-4.09 


$3.15 


$2.83(16) 
$2. 80(16) 


$3 .03(2) 
$3.00(2) 


$4.47(4) 





- (5)11.125-12.3 





- Cas 63-3.99 


Bunker C, bunkers ©. way 


DISTILLATES & FUELS 


25 (11)$2.20-2.25 


11.8(11) 
10.9(8) 


10.9(5) 


$2.72(6) 
$2.69(6) 


$4.578(5) 
$2.69(6) 


11.8 

11.1(3) 
$2.66 
$2.63(2) 


$4.578(4) 
$2.63(3) 





9.4(4) 
8.7(4) 


11.1(4) 
10.5(2) 


$4. 284(2) 
$2.25 


11.1(9) 
10. 6(11) 


11(4) 
$3.80 
$2.85(3) 
$2. 82(2) 


$4.49 
$2.62 


10.3(4) 
9.75(3) 


10. 1(3) 
$2.77 
$2.23(2) 
$2.20(2) 
$4.03(4) 


$3. 62(3) 
$2. 20(3) 


$3.15 


$2. 83(16) 
$2. 80(16) 


$3..03(2) 
$3.00(2) 


$4.47(4) 


$4.12(4) 
$2. 80(12) 


(5)11.125-12.3 
5 (5)10.5-11.5 





(12)$3.63-3.99 
$3.18 


Aug. 27 
10. 5(2) 
(2)9.5-9.75 
9.5-9.75 
9-9.5 
9-9.5 


$2.10-2.25 
$2. 10-2.20(8) 


$2.25 
$2.25 


$4.03(6) 


$3 .62(5) 
(11)$2.20-2.25 


11.8(11) 
10.9(8) 


10.9(5) 


$2.72(6) 
$2.69(6) 


$4.578(5) 
$2.69(6) 


11.8 

11.1(3) 
$2.66 
$2.63(2) 


$4.578(4) 
" $2.63(3) 


(5)11.125-12.3 
(5)10.5-11.5 


9.4(4) 
8.7(4) 


11.1(4) 
10.5(2) 


$4. 284(2) 
$2.25 


11.1(9) 
10.6(11) 


11(4) 
$3.80 
$2. 85(3) 
$2. 82(2) 


$4.49 
$2.82 


10.3(4) 
9.75(3) 


10. 1(3) 
$2.77 
$2.23(2) 
$2. 20(2) 
$4.03(4) 


$3.62(3) 
$2. 20(3) 


11.1(20) 


10.35(19) 
11(7) 
(12)$3.66-4.09 
(12)$3.63-3.99 
$3.18 
$3.15 


$2.83(16) 
t $2. 80(16) 


$3.08(2) 
$3.00(2) 


$4.47(4) 


$4.12(4) 
$2.80(12) 





Aug. 20 


10. 5(2) 


(2)9.5-9.75 
9.5-9.75 


9.5 
9-9.5 
$2.10-2.25 


$2. 10-2. 20(8) 


$2.25 
$2.25 


$4.03(6) 
$3 .62(5) 


(11)$2.20-2.25 


11.8(11) 
10.9(8) 


10.9(5) 


$2.72(6) 
$2. 69(6) 


$4.578(5) 
$2. 69(6) 


11.8 
11.1(3) 
$2.66 
$2. 63(2) 


$4.578(4) 
$2. 63(3) 


(5)11.125-12.3 


(5)10.5-11. 
9.4(4) 
8.7(4) 





11.1(4) 
10.5(2) 


$4. 284(2) 
$2.25 


11.1(9) 
10.6(11) 


11(4) 
$3.80 
$2. 85(3) 

* $2. 82(2) 


$4.49 
$2.82 


10.3(4) 
9.75(3) 


10. 1(3) 
$2.77 
$2.33(2) 
$2.20(2) 
$4.03(4) 


$3.62(3) 
$2.20(3) 


11. 1(20) 


10.35(19) 


) 


117 
s+ 


(12}$3 . 63- 
$3.18 


$3.15 


$2.83(16) 
$2.80(16) 


$3 .03(2) 
$3.00(2) 


$4. 47(4) 


$4.12(4) 
$2.80(12) 
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—{eJ prices REFINERY AND TERMINAL 


DISTILLATES & FUELS DISTILLATES & FUELS 
Norfolk, Va. Sept. 10 Sept. 4 Aug. 27 Aug. 20 Tampa, Fila. Sept. 10 pt. Aug. 27 Aug. 20 
soneen(sre. iL... M48) 11.1(7) 11.1(7) 11.1(7) Kerosine/No. 1.. 11.7(8) 11.7(8) 11.7(8) 
No. 2 fuel 0. 10. 6(6) 10.6(6) 10.6(6) 10.8(6) 10. 8(6) 10.8(6) 10.8(6) 
~ - shore Diesel oil, shore 
11(5) 11(5) 11(5) plants. . 10.8(6) 10.8(6) 10.8(6) 10. 8(6) 
No. 6 fuel, no sulf. 
: $2.82(3) $2. 82(3) $2.82(3) guar. $2.61(5) $2.61(5) $2.61(5) $2.61(5) 
$2.76(4) $2. 76(4) $2.76(4) $2.76(4) - Me 5 a $2.59(5) $2.59(5) $2.59(5) $2.59(5) 
dig! — 
$4.47(4) $4.47(4) $4.47(4) $4. 47(4) $4.536(5) $4.536(5) $4.536(5) $4.536(5) 
Bukee haaine $2.59(5) $2.59(5) $2.59(5) $2.59(5) 
bunk $4.12(3) $4. 12(3) $4. 12(3) $4.12(3) 
Bunker C, bunkers $2.76(6) $2.76(6) $2.76(6) $2.76(6) Toledo, Ohio 


Pensacola, Fla. 12. 1 12.2 12.2 
Kerosine/No.1.. 11. 1(2) 11.1(2) 11.1(2) 11.1(2) 11.65 11.65 11.65 11.65 
Dicsel » pt ihe 10,5(4) 10.5(4) 10.5(4) 10.5(4) : 11.95-12.65 ae A at Se ae 
. s 10.95-11.65 10.95-11. R 1.6 9 : 
plants 10. 5(2) 10. 5(2) 10.5(2) 10.5(2) No. aa) ’ oa) is aay 9(3) 
Philadelphia, Pa. % l 8-8. 25(3) 8-8. 25(3) 8-8. 25(3) 8-8 .25(3) 
Kerosine/No, 1... 11.1(10) 11.1(10) 11.1(10) 11.1(10) 
d : 1 10.85(7) 10. 85(7) 10. 85(7) Wilmington, N. C. 
10.6(10) 10.6(10) 10.6(10) 
10.35(6) 10.35(6) 10.35(6) Kerosine/No. 1... 11.1(7) 11.1(7) 11.1(7) 11.1(7) 
o. 2 fu 10.7(7) 10.7(7) 10.7(7) 10.7(7) 
11(6) 11(6) 11(6) Diesel oil, shore 
. $3.66(2) $3.66(2) $3.66(2) plants : 10.8(3) 10. 8(3) 10. 8(3) 
$3.36(5) $3.36(5) $3.36(5) $3.61 $3.61 $3.61 $3.61 
No. 6 fuel, nosulf. Light Diesel, 
wees $2.83(9) $2.83(9) $2.83(9) $2.83(9) bunkers $4.39(3) $4.39(3) $4.39(3) $4.39(3) 
$2.80(8) $2. 80(8) $2.80(8) 
Okla. (Okla. shpt.) 


$3.03(5) $3.03(5) $3.03(5) $3 .03(5) 
$3.00(4) $3.00(4) $3.00(4) $3.00(4) >. homie. (4)10.125-10.625 (4)10.125-10.625 (4)10.125-10.625 (4)10.125-10.625 
aby 


$4.47(4) $4.47(4) $4. 47(4) $4.47(4) Diesel... .. . 9.5-10.5 9.5-10.5 9.5-10.5 9.5-10. 
7 6 99. 75-10.375 (3)9.75-10.375 (3)9.75-10.375 (3)9.75-10.375 
bunk $4.12(3) $4. 12(3) $4. 12(3) $4.12(3) . (4)9.125-9.5(2)  (4)9.125-9.5(2)  (4)9.125-9.5(2) — (4)9.125-9.5(2) 
Bunker C. bunkers $2.80(8) $2.80(8) $2.80(8) $2.80(8) No. (2)$2.00-2.20  (2)$2.00-2.20  (3)$2.00-2.20 (2)$2.00-2.20 


Pt. Everglades, Fla. 
Kerosine/No. 1... ; 11.8(5) 11.8(5) 11.8(5) Okla. Group 3 (Northern shpt.) 


10.9(4) 10.9(4) 10.9(4) . 
42-44 w.w. kero.. (3)10-10.25(5)  (3)10-10.25(5) (3) 10-10. 25(5) (3) 10-10. 25(5) 


10.9(4 10.9(4 10.9(4 58 & abv. d.i. 
- — “ Diesel 9.625-10.25 9.625-10.25 9.625-10.25 9.635-10.25 
$2.66(3) $2.66(3) $2. 66(3) " : ‘ 9.5-10.125 9.5-10.125 9.5-10.125 


0 (aaa ays i $2.63(4) $2.63(4) $2.63(4) . 2 fuel 8.875-9.5 8.876-9.5 8.875-9.5 8.875-9.5 
Light Die Diesel, No. 6 fuel (2)$2.00-2.20  (2)$2.00-2.20  (3)$2.00-2.20 — (2)$2.00-2.20 
ALE $4.578(4) $4.578(4) $4.578(4) $4.578(4) 


Bunker C. bunkers $2.63(4) $2.63(4) $2.63(4) $2.63(4) N. Tex. (Tex. & New Mex. shpt.) 


Portland, Me. 42-44 w.w. kero. . 9.2-10 9.2-10 9.2-10 9.2-10 
Kerosine/No. 1... 11.3(9) . 11.3(9) 11.3(9) 11.9(3) 58 & abv. d.i. 
No. 2 fuel 10.8(9) 10.8(9) 10. 8(9) 10.8(9) Diesel 10. 375 9-10.3 9-10.375 9-10.375 
a oil, shore No. 6 fuel. .... .. $2.05-2.25 $2.05-2. 5 $2.05-2.25 $2.05-2.25 
11,2(4) 11.2(4) 11.2(4) 
$2.86(3) $2.86(3) $2.96(3), W. Tex. (Tex. & New Mex. shpt.) 
$2.83(2) $2.83(2) $2.83(2 42-44 w.w. kero 9.75-10.75 9.75-10.75 9.75-10.75 9.75-10.75 
Bunker © "bunkers $2.83 $2.83 $2.83 $2.83 1f 9.75-10.25 9.75-10.25 : t 9.75-10.25 
Providence, R. |. No. 2 fuel....... 9.125-9.5 9.125-9.5 9.125-9.5 
Kerosine/No. 1... 11.2(10) 11.2(10) 11.2(10) 11.2(10) No. 6 fuel $2.10-2.26 $2.10-2.26 $2. 10-2. 26 $2.10-2.26 
0. I 10.7(9) 10.7(9) 10.7(9) 10.7(9) 
Diesel oil, shore E. Tex. (Truck transport lots) 
11. 1(4) 11.1(4) 11.1(4) 11.1(4) 
$3.64(4) $3.64(4) $3. 64(4) 42-44 w. ng pee. (2)9.5-9.75 (2)9.5-9.75 (2)9.5-9.75 (2)9.5-9.75 


No. 6 fuel, no suif. 58 & a 
0. 6 fuel, nos $2.84(4) Diessl.. 8.75-9.75 8.75-9.75 8.75-9.75 8.75-9.75 


Diesel oil shore 


s $2.84(4) $2.84(4) 
— oe siaeaid =e ‘ $2.00-2.25 $2.00-2.25 $2.00-2.25 —_$2.00-2.25 
ny > 14 $3.04-3.14 $3.04-3.14 $3.04-3,14 
$3.01 $3.01 $3.01 Cent. W. Tex. (Truck transport lots) 
$4.51 $4.51 $4.51 $4.51 42-44 w.w. kero. . 9.5 
Bunker C, bunkers $2.81(3) $2.81(3) $2.81(3) $2.81(3) 58 & abv. ‘en 


Savannah, Ga. Diese! 
Kerosine/No. 1... 11.8(7) 11.8(7) 11.8(7) 11.8(7) No. B fuel. 
No. 2 f 10.9(7) 10.9(7) 10.9(7) 


10.9(5) 10.98) 10.9(5) Kans. (For Kans. destinations only) 
$3.28 $3.28 $3.28 42-44 a (4)10.25-10.5 (4)10.25-10.5  (4)10.25-10.5 = (4) 10. 25-10.5 


$2.75(5) $2.75(5) $2.75(5) $2.75(5) Diesel 5-10(2) 9.875~10(2) 9.875-10(2) 9.875-10(2) 
$2.72(6) $2.72(6) $2.72(6) $2.72(6) . as Bi 125 (4)9.875-10.125 (4)9.875-10.125  (4)9.875-10.125 
v 9.5 99.5 9-9.5 99.5 


$4.578(5) $4.578(5) $4.578(5) $2. .65-2.7: $2.65-2.70 $2.65-2.70 $2.65-2.70 
$2.72(5) $2.72(5) $2.72(5) $2°05-2,95(2) x$2.05-2.25(2)  $2.00-2.25(2) $2.05-2.25(2) 


Ga REPUBLIC OIL REFINING COMPANY 





SOUTHERN TERMINALS Highest Quality init GA. 
Hopewell, Va. Panama City, Fie Petroleum Products 1401 Peachtree Street 


Birmingham, Ala 
Wilmington, WC: —Wvontgomery, Ala. e Gasoline PITTSBURGH, PA. 


harleston, S. t 
Seeemeeh, Ga. Columbus, 6a. e Kerosene Benedum-Trees Bidg. 


ville, Miss. 
a = we Tnonvlle, Tenn. Diesel Fuel TEXAS city, TEXAS 
‘ Belton, 5. C. e Heating Oils Refinery 
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REFINERY AND TERMINAL 


DISTILLATES & FUELS DISTILLATES & FUELS 
Sept. 10 Sept. 4 Aug. 27 > Sept. 10 Sept. 4 Aug. 27 
Ark. (For shpt. to i. s La.) Diesel fuel— 
2-44 w.w. kero. . 10 1 1 ae 12.7 12. 12.7 
10.25 ‘ x Light fuel— 

PS 7 $2.70 $2.70 
$2.35 5 $2.35 
Tank Truck (400 gals. or more): 

40-43 w.w. kero. 8 
Stove dist— 


Western Penna. 

— 6 11.5-12 11.5-12 11.5-12 iy A): ee 

Pee Sy NT a ee ee 

: 2)11-11.25(2) (2) 11-11. 25(2 (2)11-11.25(2 (2)11-11.25(2) 

36-40 gravity fuel 10.5(2) 10..5(2) 10.5(2) 10.5(2) ae on om $4. 2908) $4.83(5) 
enter BunkerC—PS400 (4)$2.10-2.20  (4)$3-10-2.20 (49$2-10-2.20 (4)82.10-2.: 


12(2) 12(2) San Francisco, Calif. 
10.5-11 . 10.5 10.5-11 Diesel)—PS 200.. $5.05(4) $5.05/4) $5.05(4) $5 .05(4) 
ge ’ R i A > se Bunker C—PS 400 (3)$2.15-2.25  (3)$2.15-2.25  (3)$2.15-2.25  (3)$2. 15-2. 


36-40 gravity fuel 10.5 3 10. 10. Seattle, Wash. 
gravity fue ms Diesel—-PS 200... _$5.25(4) $5.25(4) $5.25(4) $5.25(4) 


Bunker C—PS 400 (3)$2.45-2.50  (3)$2.45-2.50  (3)$2.45-2.50  (3)$2.45-2. 
(2)11.9-12.25 (2)11.9-12.25 (2) 11. 9- 12.25 Portland, Ore. 
11.55-11.8 11.55-11.8 55-11.8 25(4) 


55 oe Diesel. . 


Pittsburgh: 


; fy d 3 11. ll. Diesel—PS 200.. $5.25(4) $5. 25(4) $5.25(4) $5 
11.8-12.1 11.8-12.1 11.8-12.1 Bunker C—PS 400 (3)$2.45-2.50  (3)$2.45-2.50  (3)$2.45-2.50  (3)$2.45-2,50 
No. 3 fa uel fsa ie 11.35-11.55 11,35-11.55 11.35-11.55 eteates 
Ti 2 : 11. e 
gravity fos 11.2 ane ieee Ships’ bunkers; U. 8. dollars per bbl. of 159 liters. 
Central Michigan Guaymas 
46-49 w.w. kero.. —13.6-13.8 13.6-13.8 13.6-13.8 13.6-13.8 Diesel $6.20 $6.20 $6.20 
13.1 13.1 13.1 13.1 . $3.10 $3.10 $3.10 
13.6 13.6 13.6 
9.2(2) 9, 2(2) 9.2(2) a 58 ae 
8. 45(2) 8.45(2) 8.45(2) 8.45(2) 
‘ $4.15 $4.15 $4.15 
Ohio--Quotations of 8, 0. Ohio for delivery to Ohio points, 2. $2.20 $2.20 $2.20 
13.1 13.1 . Salina Cruz 
12.9 12.9 i ' $5.38 $5.28 $5.28 
11.9 11.9 11. Bunker C ' $3.10 $3.10 $3.10 
Tampico 
$4.15 $4.15 $4.15 
$2.20 $2.20 $2.20 


( Veracruz 
9.25-10.2(2) 9.25-10.2(2) 9.25-10.2(2) 9.25-10.2(2) $2.20 $2.20 $2.20 $2.20 
9-9.8 9-9.8 9-9.8 At most Atlantic Coast points prices of some sellers for distillate fuels to bulk commercial 
consumers are 0.15c higher than prices shown. 


$2. 65(3) $2. 65(3) $2.65(2) $2.65(2) 
NATURAL GASOLINE 


(O62.15-8.25  (GE8.16-8.25 (Q98.16-8.28 (O08. 16-3.28 Prices are to blenders on freight basis shown; shipments may originate in any Mid-Con- 
14 14 14 tinent manufacturing district. 
Sept. 10 Sept. 4 Aug. 27 Aug. 20 
9.25-13.7 9.25-13.7 9.25-13.7 FOB Group 3 
9-12.2 9-12.2 9-12.2 Grade 26-70..... 5 (Sales) 4.5 (Quotations) 4.5 (Quotation) 4.5 (Quotations) 
FOB Breckenridge, Tex. ; 
$2.65(4) $2.65(2) $2.65(2) Grade 26-70 4.5 (Quotation) 4 (Quotations) 4 (Quotation) 4 (Quotation) 


(4)$2.15-2.30 (4)$2.15-2.30  (4)$2.15-2.30 (3) $2. 15-2 30 LP-GAS 


Tank Truck (400 gals. or more): ‘ P 
40-43 w.w.kero.. 17.5 17.5 17.5 17.5 Producers’ contract prices, tank cars. 
Stove dist— Sept. 10 Sept. 4 Aug. 27 Aug. 20 


14.2 14.2 14.2 Propane: 
New York Harbor 9.05-9.3 9.05-9.3 9.05-9.3 9.5-9.3 
12.7 12.7 12.7 Philadelphia, Pa.. — — 8. 8(3) To 


Toledo, Ohio 8 , 
San Francisco District: 4.5-4.75 4.5-4.75 4.5-4.75 4.5-4.75 
Tank Car: 4.5(9) 4.5(9) 4.5(9) 4.5(9) 
-43 w.w. kero... 14.5 ° . 4 Baton Rouge, La. 4.675-4.875(2) 4.675-4.875(2) 4.675-4.875(2) ? 675-4.875(2) 
Shreveport, La...  4.75(3) 4.75(3) 4.75(3) 4.75(3) 
New Orleans, La. 4.875(2) 4.875(2) 4.875(2) 4.875(2) 








aragon 


ETROLEUM ae 
RODUCTS PATENT CHEMICALS, 


30 E. 40 St., N.Y.C. EV 8-4100 Paterson 4, New Jersey 
PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 




















Marketer of Petroleum Products 7 
Maine to South Carolina 


NEW ENGLAND PETROLEUM CORPORATION oS liinehled ce: 


New York Boston NEW YORK 20,.N. Y 
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—fe] prices REFINERY AND TERMINAL 


LUBRICATING OILS LUBRICATING OILS 
Western Penna. Sept. 10 Sept. 4 Aug. 27 " Sept. 10 Sept. 4 Aug. 27 Aug. 20 
Viscous Neutrals—No. 3 col Vis at 70 F Neutral Oils—Vis. at 100°; 95 v.i.; 0-10 p.t.: 
° y 21(5) 5 21(5) 21(5) 
oo. dana at 100 ait flash, en pm : 21.5(5) 21.5(5) 
26(2) oy % ORD ‘ i 22.5(5 22. 22..5(5) 22.5(5) 
- 25( 5) 95(5) 5! 25(5) OOO WU sciicsens te §-24(2) (3)23.5-24(2) (3)23. 5-24(2) (3)23.5-24(2) 
South Texas 
Vis. at 100° F FOB S. Tex. refineries for domestic and/or export shipment. 
Pale Oils: 
100 vis. No. 14- 
‘ 2% col.. ; 3.25(5) .25(5) 13 .25(5) x13. 25(5)x 
— Stock . : 200 vis. No. 2-3 
ew Wh 68 ET, On. Seek. pr .75(5) .75(5) 14.75(5) x14.75(5)x 
28 28 ; ‘meee ike 2 25(5) 5.2! 5 
27(5) 27(5) .25(5) .25(5 15.25(5) x15. 25(5)x 
Cylinder Stocks % col..... 15.75(5) 15.75(5) 15.75(5) x15.75(5)x 
600 s.r. filterable.. 20.5(4) (4) 20.5(4) 20.5(4) 7 is. N 
aS 21.5(4) 21.5(4) 21.5(4) 21.5(4) Ser 16(5) 16(5) x16(5)x 
600 flas (4)23-24 (4)23-24 (4)23-24 (4)23-24x 
(3)24-25 (3)24-25 (3)24-25 (3)24-25x col 16.5(5) 16. 5(5) 16.5(5) x16.5(5)x 
Mid-Continent 2000 vis. No.4col. —17(5) 17(5) 17(5) x17(5)x 
FOB Tulsa basis, for domestic shipment only, bright stock, vis. at 210° neutrals, vis. at Red Oils: 
100° 0-10 p.p. a! vis. No. 5-6 


Bright Stock—Conventiona 13.25(5) 13. 25(5) 13. 25(5) x13. 25(5)x 
200 vi 


14.75(5) 14.75(5) 14.75(5) x14.75(5)x 
15.25(5) 15.25(5) 15.25(5) x15.25(5)x 
21.5 21.5 col. 15.75(5) 15.75(5) 15.75(5) x15. 75(5)x 
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21 21 21 col... 16(5) 16(5) 16(5) x16(5)x 
oe Stock—Solvent col... 16.5(5) 16.5(5) 16.5(5) x16.5(5)x 
0-10 pp. 95 v.i. (4)24-25 (4)24-25 (4)24-25 (4)24-25 ‘ere: 17(8) 17(5) 17(5) x17(5)x 


Neutral Oils—Conventional—Pale Oils 
0-85 vis. 


AVIATION GASOLINE 
14.25 14.25 14,25 14.25 Sept. 10 Sept. 4 Aug. 27 Aug. 20 


Gulf Coast Cargoes 
30.8 “5 14.5 14.5 Grade 115/145 18.5 18.5 18.5 18.5 


; we _ a ~ Grade 110/130... 17 1 
3 col.  17.25(2) 17.25(2) 17.25(2) 17.25(2) Grade 91/96 15.5 15.5 15.5 
-Beol 17.5 17.5 17.5 17.5 Baltimore, Md. 


.Bcol. 17.75 17.75 17.75 17.75 Grade 100/130... 
-3col. 18 18 18 18 Grade 91/96..... 


Neutral alin vl B M 
70- . (2)19.5-20.5(3) (2)19.5-20.5(3) (2)19.5-20.5(3) (2)19.5-20. 5(3) atom, ans. 
. (3)19.75-20.75(3) (3)19.75-20.75(3) (3)19.75-20.75(3) (3)19.75-20. ro G ra 100/130. . . 
(2)20.25-21.25(2) (2)20.25-21.25(2) (2)20.25-21.25(2) (2)20.25-21.25(2 G ade 91/06 


cuban, S.C. 
600 s.r., Grade 100/130... 


olive 

Gulf —— ey ‘hefined Oils on Mid- Continent 7. crude; ros Sp at Gulf — 91/06 
Ger ong Houston, Tex. 
oe Stock, vis, at 210° Grade 100/130... 


0-10 p. a 95 vi.  25(5) 25(5) 25(5) 








This Is Your 
Save time in Market Place! 


deliveries—and save 8 Write today for Advertising 
wear On equipment : « Space Rates 


~by using Ever-Tite aac NATIONAL PETROLEUM NEWS 


Couplings. 
330 West 42nd St., 


Ever-Tite engineering 
assures performance New York 36, N. Y. 


you can count on— EVER-TITE 
and Ever-Tite Adapter and 
durability reduces Coupler 
maintenance to a 

minimum. There is an Dependable Supply 
Ever-Tite for every ° ° ° 
need. Ask your Uniform High Quality 


distributor now. 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N. Y¥. 














DEEP ROCK 
DIVISION 


KERR-McGEE OIL INDUSTRIES, INC 
EVER-TITE 306 N. ROBINSON 
: Shank Hose PHONE: RE. 9-061) 
Dust Plug Coupling OKLAHOMA CITY 
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REFINERY AND TERMINAL 


AVIATION GASOLINE 
(MIL-F-5572) 
Sept. 10 Sept. 4 Aug. 27 
New Orleans, La. 


Grade 100/130... 18 18 18 
Grade 91/96 ‘ 16.5 16.5 
3 16 16 16 


New York, N. Y. 


Grade 100/130... ; 19.1(2) 
-6(2) 17.6(2) 
Grade 80 : 17.1(2) 


Norfolk, Va. 


Grade 100/130... 
Grade 91/96 
Grad 


Toledo, Ohio 
Grade 100/130... 
Grad 


NAPHTHAS & SOLVENTS 
Sept. 10 Sept. 4 Aug. 27 Aug. 20 
Baltimore, Md. 
Mineral spirits. . . 16.5(4) 16.5(4) 16.5(4) 16.5(4) 


Boston, Mass. 


M. & P. 
naphtha 18.5(4) 18.5(4) 18. 5(4) 18.5(4) 
Mineral spirits... 17.5(5) 17.5(5) 17.5(5) 17.5(5) 


New York Harbor 
V. M. & P, 
18(4) 


Mineral spirits. . . 17(5) 


Philadelphia, Pa. 


V. M. & P. 
17.5(4) 17.5(4) 17.5(4) 17.544) 
Mineral spirits... 16.5(5) 16.5(5) 16. 5(5) 16.5(5) 


Providence, R. |. 
19.5 19.5 19.5 19.5 
17.5(5) 17.5(5) 17.5(5) 17.5(5) 


FOB Group 3 


Stoddard solvent. 12.375(4) 
ar naphtha. 12.875(3) 
V. M. & P. 


“naphtha 12.875(4) 12. 875(4) 12.875(4) 12.875(4) 
Mineral spirits... 11. 875(4) 11.875(4) 11.875(4) 11.875(4) 
Rubber solvent... . 12.875(4) 12.875(4) 12.875(4) 12.875(4) 
Lacquer diluent... (2)13.125-13.375 (2)13.125-13.375 (2)13.125-13.375 (2)13,125-13.375 
Benzol diluent... (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 


12.375(4) 
12. 875(3) 


12.375(4) 
12.875(3) 


12.375(4) 
12.875(3) 


Western Penna. 


City 
toddard solvent. 16.5 16.5 16.5 


op 
Stoddard solvent.  16.5(3) 16.5(3) 16.5(3) 


Ohio— Quotations of 8. 0. Ohio for delivery to Ohio points. 


p! 18 18 18 
Mineral spirits. . . 17 17 17 
Stoddard solvent. 17 17 17 
Rubber solvent.. . 15.875 15.875 15.875 


JET FUEL 
(MIL-F-5624) 
Sept. 10 Sept.'4 Aug. 27 
Gulf Coast Cargoes 


Grade JP-4......  8.75-9.25(2) 8.75-9.25(2) 8.75-9.25(2) 8. 75-9. 25(2) 


PETROLATUMS 


Sept. 10 Sept. 4 Aug. 27 Aug. 20 
Western Penna. 
Bbls.; carloads; tank cars, 2c less 
Snow white (2)8.125-8. 25(2) (2)8.125-8.25(2) (2)8.125-8.25(2) (2)8.125-8.25(2) 
(3)7.75-7.875 (3)7.75-7.875 (3)7.75-7.875 (3)7.75-7.875 
(2)7, 625-7. a (2)7.625-7.75(2) (2)7.625-7. 75(2) (2)7.625-7.75(2) 
(2)7. (2)7.125-7.375  (2)7.125-7.375 = (2)7.125-7.375 
(3)6.25-6.5 (3)6.25-6.5 
(3 5 (3)6.25-6.5 
(3)6-6.25 (3)6-6.25 
5.75-6 5.75-6 
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PARAFFIN WAX 


Sept. 10 Sept. 4 Aug. 27 

Western Penna. (t.c. in bulk) 
124-6 AMP white 

crude scale. 6(3) 6(3) 6(3) 6(3 
Atlantic Seaboard 

Melting points are AMP, 3° higher than EMP. Prices for carload lot«. Domestic prices 
FOB refinery; scale in bags or bbls.; fully refined, slabs loose. Export prices FAS; scale in 
bags or bbls.; fully refined in bags or cartons. 


Sept. 10 Sept. 4 Aug. 27 Aug. 20 
New York Domestic 
1 - = white crude 

8. 6(3 x8. 6(3 2)8.1-8.6x 
Fully Refined 
123- ; ...  9.05(4) 9.05(4) 9.05(4) 
135-148 ayaa 9.05(4) 9.05(4) 9.05(4) 
| eee 10.55 10.55 10.55 


New York Export 
124-30 white crude 

ecale ue 7.35( 7.35(3) 7.35(3) 
Fully Refined 
123-133. mie 5 5 9.05(4) 
135-145 ‘ } ( 9.05(4) 





COMPLETE—Petroleum Prices! Facts! . 
any oil price for any given day! 


the 1955 edition of Platt’s 


OIL PRICE HANDBOOK 
(32nd edition) 


Platt’s OIL PRICE HANDBOOK provides finger-tip information 
fer busy oil executives . . . marketers . . . buyers . . . sellers . . . 
company and association statisticians . . . research analysts . . . 
accountants . . . in fact, for anyone who deals with oil prices 
in any way, this handbook is a MUST to complete their 1956 
business library. 


Platt’s OIL PRICE HANDBOOK contains all the vital oil price 
information for the year of 1955, accurately reported and pub- 
lished in one complete single source package. You can find 
any oil price or any oil price change merely by turning to the 
appropriate conveniently die-cut marginal index . the low 
and high for any given day, the lows and the highs monthly 
and yearly averages for any given petroleum product 


More complete than any of the 31 previous editions, with a 
new and improved type style, the new Platt’s OIL PRICE HAND- 
BOOK sells at $20.00 per copy. It comes to you in a durable 
and attractive cover, case bound. This edition is printed in a 
limited quantity, so rush your order for your copy today! 


Send your order with payment to 
Reader Service Department 


National Petroleum News 
330 W. 42nd Street, New York 36, New York 
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Platts 


QL PRICE WANDBODK 
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=e} prices TANK WAGON 


Prices for gasoline do not include taxes; they do, however, include 
inspection fees as shown in next column. Gasoline taxes, shown in 
separate column include 3¢ federal and state taxes; also city and 
county taxes as indicated in footnotes. Kerosine tank wagon prices 
also do not include taxes; kerosine taxes where levied are indicated 


in footnotes. Discounts if any, are shown in footnotes. These prices 
in effect September 15, 1956, as posted by principal marketing 
companies at their headquarters’ offices, but subject to later cor- 
rection, 


Socony Mobil 


Mobilgas Gasoline ‘ 
(Regular) *Mobilfuel *Mobilheat 

Dir. Cons. Gasoline *Mobil Kerosine Diesel (No. 2 Fuel) 

WwW. TW. Taxes ahs Yard T.W. T.C. Ww A Yard 


3 
S 


New York City 
Manhattan 16.5 : 7.0 
Bronx 5 oe 16.5 i 7.0 
Kings .. 16.5 J 7.0 
Queens ...... x : 7.0 
Richmond . : % F 7.0 
Albany, N.Y. .. . ‘ A 7.0 
Binghamton 5. . A 7.0 
Buffalo .... _ ‘ c 7.0 
Jamestown 3 : 7.0 
Mt. Vernon 4 i 7.0 
Plattsburg ; a ; 7.0 
Rochester é 
Syracuse 
Bridgeport, Conn. 
Danbury .. 
Hartford 
New Haven 
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Bangor, Me. 
Portland 


Boston, Mass. = 5. ; : E 11.85 


Concord, N.H. 

Lancaster 

Manchester 

Portsmouth 16.0 
Providence, R.I. 


Burlington, Vi. 17.0 8. . ‘s : 12.7 
' 12.9 


Rutland 


oo 
~ 


Aario. 
OO’ Ofee 
; oo. CRRNENE ROS! om 


NReERAOC: ADO waDADRION 


MAAR AAA 


Ph pat ph pe peek 
o 


ht pat pk pe 
oS 


a 
DARA: 
ONC ARN 


*Com. cons. t.c. prices 0.15¢ higher. **Prices applicable to a restricted area are 0.2¢ lower. 
Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. a ‘ : 
Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel 


—all points, t.w. less 0.5¢ for deliveries of 800 gal or more. 


Notes: Premium-grade t.w. prices 2.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 


Effective dates: xAug. 15; @Aug. 23; ASept. 12. 


Esso Esso Gasoline 

(Regular) Kerosine & 
Standard Dir. Cons. Gasoline No.1Fuel No. 2 Fuel 
Taxes T.W. 
14.5 
14.5 


16.05* 
15.5* 


— 
ro) 


Atlantic City, N. J. 
Newark ; 
Baltimore, Md. 
Cumberland ..... 
Washington, D. C. 
Danville, Va. 55 
Petersburg 
Norfolk 
Richmond 
Roanoke ee 
Charleston, W. Va. 
Fairmont 
Parkersburg ‘ 
Wheeling ea 
Charlotte, N. C. .. 
Hickory 
Mt. Airy 
Raleigh . 
Salisbury 
Charleston, 
Columbia 
Spartanburg ae 
ew Orleans, La. 
Baton Rouge .... 
Alexandria . 
Lake Charles 
Shreveport 
New Iberia re 
Knoxville, Tenn. . 
Memphis 
Chattanooga 
Nashville ; e : 
Little Rock, Ark. 16. 16.6 


*Prices applies for kerosine only. 
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Heavy Fuels 
No. 4 Fuel No. 6 Fuel 
Newark, N. J. 


I eRe at erie $4.184 $3.386 

Baltimore, Md. ¥ tata ; 4.42 3.43 

Washington, D. C. 1,050 gal minimum ; 4.50 3.53 
Taxes: Louisiana kerosine prices do not include 1¢ state tax. 


Notes: Kerosine/No. 1—Atlantic City prices are for deliveries of 
300 gal or more; add 1¢ for 100-299 gal, 2¢ for less than 100 gal. 
Premium-grade t.w. prices 2.5¢ above regular. 
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Atlantic 
Refining TW. 


Philadelphia, Pa. . 
Reading 
Allentown 
Harrisburg 
Wilkes-Barre 
Williamsport 
Pittsburgh 
Altoona 

Erie . 
Greensburg on 
Wilmington, Del. . 
Hartford, Conn. .. 
New Haven 
Boston, Mass. ... 
Springfield 
Providence, R. I. . 
Camden, N. J. .. 
Newark 

Albany, N. Y. . 
Binghamton 
Buffalo 

Elmira 

Rochester 
Syracuse 
Watertown 
Baltimore, Md. .. 
Richmond, Va. .. 
Charlotte, N.C. .. 
Jacksonville, Fla. . 


Atlantic Gasoline (Regular) Kerosine 
Cons & No.1 


T.W. Taxes Fuel T.W. 


a 
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Pennsylvania Heavy Fuels 
Zonel Zone 2 No. 5 No. 6 
Fair trade 
minimum s. s. . x18.9 18.9 9.0 Phila., 
Pa. 9.54 7.99 
Dealer cost: 23% 
below fair-trade 
minimum s. s. 
Consumer t.w. .. x15.1 x15.1 9.0 
Notes: Premium-grade t.w. prices 2.5¢ above regular. 
Kerosine—Thru Pa, & Del., add 1¢ gal. for t.w. deliveries of less 
than 100 gal. at one time. Camden—Add 1¢ for deliveries of 100-299 
gal., 2¢ for less than 100 gal. 


Effective dates: xAug. 17; @Aug. 23. 
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Indiana Tank wagon prices listed below were obtained by OIL- 
Standard GRAM correspondents who visited Standard of Indiana 
bulk plants where the company’s prices are publicly 
posted. 

Red Crown Gasoline Standard 

(Regular) Furnace Oil 
Dir. Cons. Gasoline Kerosine 1-99 100 gal 
T.W. T.W. Taxes T.W. gal & over 

Chicago, Ill. .. 17.3 19.3 ; 17.1 
South Bend, Ind. 10.9 19.5 A 18.1 
Detroit, Mich. 17.3 18.8 . 17.1 
Mpls.-St. Paul, Minn. 18.3 . 17.5 
Des Moines, Iowa x9.9 18:0 3 17.1 
St. Louis, Mo. 17.9 : 17.0 
Wichita, Kansas 15.4* 16.6* R 14.9* 
Omaha, Nebr. 16.5 18.0 } 16.8 
Fargo, N.D. 16.6 18.2 x 17.9 
Huron, S.D. 17.7 19.2 4 18.3 
Milwaukee, Wis. 17.8 19.3 18.0 
+See below for prices on larger ntities. 
xEffective Sept 2” — 


— 
any 
Nmoi' 


RYMADEN 
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Standard Stanolex Stanolex 

Furnace Oil Fuel A Fuel C 
100-399 400 gal 1-749 750 gal 1-749 750 gal 
> gal &over gal over gal over 
Chicago 15.1 14.6 11.4 10.65 10.25 9.5 


Standard Furnace Oil 
100-174 100-349 175-849 350 gal 850 gal 
gal gal gal &over & over 
Mpls.-St. Paul . 15.0* 14.3* 13.8* 
Milwaukee ; 16.0 15.5 


: Taxes: St. Louis gasoline tax includes 1¢ city tax. Des Moines 
kerosine & furnace oil prices do not include 7¢ state tax. State sales, 
occupation, consumer & use taxes to be added, where applicable. 
Discounts: Red Crown c.t.w. prices at some points subject to 
varying discounts for quantity deliveries. 
*Temporary price. 


Standard of Prices are tank truck posting, ex all taxes, apply- 
Calif e ing for deliveries of 400 gal or more; see below 
alitornia for other deliveries. 


Gaso- —-—Standard——— 
Chevron line Kero- Diesel Furnace 
(Regular) Taxes sine Fuel Oil 
San Francisco, Calif. 16.9 9.0 18.0 13.2 
Los Angeles 16.4 9.0 17.5 12. 
Fresno 18.0 9.0 20.0 14.0 
Phoenix, Ariz. 18.1 8.0 20.9 15.1 
Reno, Nev. 19.3 9.0 20.6 
Portland, Ore. 7.4 9.0 20.0 
Seattle, Wash. 53.3 9.5 
Spokane 19.7 9.5 
Tacoma 17.5 9.5 
Boise, Idaho 19.2 9.0 
Salt Lake City, Utah 17.7 8.0 
Honolulu, T.H. 18.0 11.5 
Fairbanks, Alaska 29.0 8.0 
Juneau 19.1 8.0 


“InN 


AO WO DI 


17.0 
14.5 
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Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ territorial tax; 
all T.T. prices are ex Hawaiian gross income tax of 1% to resellers, 
2.5% to consumers. 

Notes: For other deliveries— 

Chevron (regular)—Add to 400-gal-and-over price 1¢ for 40-199 
gal, 0.5¢ for 200-399 gal, except to marine trade in Alaska where 
0.5¢ differential applies to 40-399 gal; for less than 40 gal, add 5¢ 
gal, except at Honolulu add 5¢ for less than 40 gal to marine trade 
and less than 100 gal to shoreside trade. Chevron Supreme (premium) 
prices are 3¢ higher than Chevron (regular) for quantity delivered, 
except Salt Lake City which is 2.5¢ higher. 

Kerosine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 
6¢ for 20-199 gal, 3¢ for 200-399 gal; tank car/truck trailer, deduct 
3.5¢. 


Diesel, furnace & stove oils—Add to 400-gal-and-over price 5¢ 
for less than 40 gal, 1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 


CARRY ALL 


1800 gal. capacity tank 


Pick up bed here. Will hold 
3 drums of Oil or Pumps, 
Tanks, Tires, etc. 


JOB PROVEN FEATURES 


Double Bulkheads e@ Tapered Box Steel Sills Large 
,Package Cabinets e@ All Cabinets Skeleton Wood Lined 
With Oak ¢ Sturdy Saddles Bear Weight of Skirting and 
Cabinets © 2” Faucets and Seamless Tubing Lines with 
Bolt Flange Unions e Streamlined Overturn Protection e 
Load Balanced to Fit Your Chassis @ Strongly Braced 
Throughout : 


DRY CARGO HERE 


(60 sq. ft. of deck space) 
Tires, T.B.A. Items, Case Goods, etc. 


@ Meter and hose in curb side cabinet Case Oil can be put 
in street side cabinet. 


If you are planning on a tank and have certain ideas re- 
garding it so that your needs can be fully met, talk it over 
with us. We build equipment to the users specifications. 
This service is available to you now, and you can be sure 
of complete satisfaction. We invite your inquiry. 


OUTHERN TANK & MFG., INC. 


1501 HAYNES AVENUE 


OWENSBORO, KENTUCKY 
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Ohio Standard 
Sohio X-Tane Gasoline 

(Regular Grade) No. 1 No. 2 

Consumer Gasoline Kerosine Sohio- Sohio- 

Resellers a.We §.S. Taxes 7. Heat Heat 

Akron 16.3 19.8 20.4 8.0 15.6 15.6 14.6 
Canton 16.5 20.0 20.9 8.0 15.6 15.6 14.6 
Cincinnati 16.8 20.3 21.4 8.0 15.6 15.6 14.6 
Cleveland 16.8 20. 21.4 8.0 15.6 15.6 14.6 
Columbus 16.3 20. 20.4 8.0 15.6 15.6 14.6 
Dayton 16.3 20. 20.4 8.0 15.6 15.6 14.6 
Lima 16.8 20. 21.4 8.0 15.6 15.6 14.6 
Mansfield 16.8 20.: 21.4 8.0 15.6 15.6 14.6 
Marion 16.8 20. 21.4 8.0 15.6 15.6 14.6 
Portsmouth 16.8 20. 21.4 8.0 15.6 15.6 14.6 
Toledo 16.3 20. 20.4 8.0 15.6 15.6 14.6 
Youngstown 16.8 20. 21.4 8.0 15.6 15.6 14.6 
Zanesville 16.8 20. 21.4 8.0 15.6 15.6 14.6 


Www wWwW w w 


www 


Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 1¢; 
1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & s.s. 3¢ above regular, resellers 2.5¢ 
above regular. S.S. prices are at company-operated stations. 


Imperial Oil (Prices are per imperial gal., to arrive at price per U. S. gal., subtract 1/6th.) 
Esso 
(Esso Gasoline Regular) Furnace Oil 
Deale Gasoline Kerosine No. 2 fuel 
/ Taxes T.W. 
St. John’s, Nfld. .. 
Halifax, N. S. nd 
St. John, N. B. . ae 
Charlottetown, P.E.I. 
Montreal, Que. 
Toronto, Ont. 
Hamilton, Ont. 
Winnipeg, Man. 
Brandon, Man. 
Regina, Sask. 
Saskatoon, Sask. 
Calgary, Alta. 
Edmonton, Alta. 
Vancouver, B. C. 


NMYNNYNNNNNNKNNNDND = 
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Taxes: Gasoline taxes are provincial taxes. 

Notes: 
Premium-grade gasoline t.w. prices 3¢ above regular. 
*Price is for premium grade. 
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- WHISTLING TANK FILL SIGNAL 











Saves from 15% to 30% on delivery 
Assures safety and cleanliness, 
VENTALARM Signals are Underwriter's 
Laboratories Listed, and approved by 

Leading Fire and Safety Authorities. 
A full variety of models to satisfy every 
tank condition, new or old. 


FULL PATENT PROTECTION 














SCULLY SIGNAL COMPANY 


174 Green Street, Melrose 76, Mass. 
Canadian Licensee: EMPIRE BRASS MFG. CO., LTD., London, Ontario 
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Humble 
Humble Gasoline Gaso- Kerosine 


Oil Regular line Tank Re- 
T.W. Retail Taxes Wagon tail 
Dallas, Tex. 2s 2oe 60 13.3 75 
Ft. Worth . a woe “80. -559 225 
Houston ; a. | O° SS ORS 
San Antonio 15.5 21.0 8.0 i3.3 ¥75 
Notes: T.W. prices are to all classes of 
dealers & consumers. Premium-grade_t.w. 
prices 2.5¢ above regular; Golden Esso Extra 
3¢ above Esso Extra. 


Kentucky Crown Gaso- Kero- 
Net line sine 
Standard Dealer Taxes T.W. 
Covington, Ky. . 16.4 10.0 oF 
Lexington . its 10.0 
Louisville 16.7 10.0 
Paducah ; 16.4 
Jackson, Miss. 17.0 
Vicksburg .. 16.5 
Birmingham, Ala. 16.9 
Mobile ...... 16.3 
Montgomery 17.0 
Atlanta, Ga. 
Augusta 
Macon 
Savannah 
Jacksonville, Fla. 
Miami 
Pensacola 
Tampa 
Taxes: 
Gasoline tax column includes these city & 
county taxes: Mobile, 2¢ city; Birmingham, 
1¢ county; Montgomery, 1¢ city & 1¢ county; 
Pensacola, 1¢ city. Other taxes not included 
in prices: Georgia, kerosine, 1¢; Montgom- 
ery, kerosine, 1¢; Mississippi, kerosine, 0.5¢. 


Fire-Chief Gasoline 

Texas Co. (Regular Grade) Kerosine 
Dealer Gasoline Dealer 

T.W. Taxes T.W 


= 
ADDR nirnwrocnn= woven 


Cet dl ee ee ee 
MEAMAAMAMAABDAARUMBRUNARUA 


AAAAA IN 
MPADAND— 


Dallas, Tex. 
Ft. Worth 
Wichita Falls 
Amarillo 
Tyler 

El Paso 

San Angelo 
Waco 

Austin 
Houston 

San Antonio Be 
Port Arthur 15.2 : 
Notes: T.W. prices are for min. 50-gal. de- 
liveries; they apply to dealers & consumers, 
except to farm & ranch trade prices are 0.5¢ 
higher where deliveries are made to pur- 
chaser’s storage. 

Premium-grade t.w. prices 2.5¢ above regular. 


Continental Oil 
(N. B. Prices are Continental's tank wagon 
prices. Current selling prices may vary from 
those shown because of local conditions). 
Conoco Gasoline 
T.W Gasoline Kerosine 
(Regular) Taxes £ 
Denver, Colo. 17.1 9.0 16.7 
Grand Junction 19.7 9.0 19.3 
Pueblo 17.8 9.0 
Casper, Wyo. 17.9 9.0 
Cheyenne 17.9 9.0 
Billings, Mont. 19.0 10.0 
Butte 20.1 10.0 
Great Falls 19.0 10.0 
Helena 19.6 10.0 
Salt Lake, U. x18.7 8.0 
Twin Falls, Ida. 21.5 9.0 
Albuquer.,N.M. 17.9 9.5 
Roswell 16.6 9.5 
Santa Fe 18.0 10.0 
Muskogee, Okla. 16.7 9. 
Oklahoma City 16.3 9.5 15.0 
Tulsa 16.2 9.5 14.3 

xEffective Sept. 10. 

Taxes: Gasoline taxes include these city 
taxes; Albuquerque & Roswell, 0.5¢; Santa 
Fe, Cheyenne & Casper, 1¢. 

Discounts: Salt Lake & Twin Falls gaso- 
line & kerosine prices apply for deliveries 
of less than 200 gal; 200-399 gal, deduct 0.5¢; 
400 gal & over, deduct 1¢. 

Notes: T.W. prices are to consumers & 
dealers. Premium-grade t.w. prices 2.5¢ above 
regular. 
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CRUDE OIL Domestic—Prices in effect Sept. 17, 1956, but subject to later co rrection: in $ per bbl. of 42 U. 


SCHEDULE 
Gravity 


Relow 20... 
20-20.9.... 


Below 21... 
21-21.9.... 
22-22.9.... 
28-23.9.... 


Below 24... 
24-24.9.... 


Below im es 
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w- 
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$9-39.9. 
40 & above. 
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FIELDS EAST OF CALIFORNIA 
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Prices are shown by states and by general 
areas in most states. 


GRAVITY SCHEDULES 


ARKANSAS—Sweet Crude 


Schedule A: Arkansas Fuel, Esso, Gulf, Mag- 
nolia, 


ARKANSAS—Sour & Other Grades 
Schedule M: Ark. Fuel, Esso, Ohio Oil. 


COLORADO—Sweet Crude 


Sehedule A: Continental, Phillips, Pure, Sin- 
clair, Texaco. 


COLORADO—Denver-Julesberg Basin 
Schedule D: Pure, Sinclair, Stanolind. 


KANSAS—AIl fields 


Schedule A: Carter, Cities Service, Conti- 
nental, Gulf, Zen Pure, Shell, Sinclair, 
Stanolind, Tex 

2¢ below Schedule C: Sohio. 


LOUISIANA—Central 
Catahoula Lake & Other Fields: 


Schedule N: Esso. 
Hamphill & Other Fields: 


Schedule 0: Esso, Gulf, Stanolind. 
Olla & Other Fields: 


Schedule P: Ark. Fuel. Esso. 


LOUISIANA—Coastal 
Edgerly & Other Fields: 


Schedule F: Gulf. 
Eunice & Other Fields: 


oe E (24-29 gravity): Cities Service, 
n. 


LOUISIANA—East 


Delhi & Other Fields: 


Schedule N: Esso, Sun. 
Fairview & Other Fields: 


Schedule O: Esso. 


LOUISIANA—North 
Athens-Petit & Other Fields: 


Schedule M: Esso, Gulf. 
Caddo, Homer & Other Fields: 


Schedule A: Ark. Fuel, Esso, Gulf, Magnolia. 


LOUISIANA—South 


Schedule P: Cities Service, Continental, Esso, 
ome Magnolia, Pure, Shell, Stanolind, Sun, 
‘exaco. 


MISSISSIPPI—Eucutta & Other Fields 


Schedule Q: Esso, Gulf (schedule extends 
down to below 18). 


MISSISSIPPI—Fayette & Other Fields 
Schedule O: Esso, Pure. 


MISSISSIPPI—Overton & Other Fields 
Schedule N: Esso. 


MONTANA—Sweet Crude 


Schedule A: Carter, Phillips, Texaco. 
Schedule D: Continental, Ohio, Stanolind. 


MONTANA—Sour Crude 


Schedule R: Carter, Continental, Ohio Oil, 
Stanolind. 


NEBRASKA—Denver-Julesberg Basin 
Schedule D: Pure, Sinclair, Stanolind. 


NEW MEXICO—Intermediate Crude 

Schedule D: Atlantic, Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 


NEW MEXICO—Sour Crude 


Schedule C: Atlantic Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Shell, Sinclair, 
Stanolind, Texaco. 


NORTH DAKOTA—AIl fields 
Schedule A: Stanolind, Pure. 


OKLAHOMA—Sweet Crude 

Schedule A: Carter, Cities Service, Conti- 
nental, Gulf, Magnolia, Phillips, Pure, Shell, 
Sinclair, Stanolind, Sun, Texaco. 


OKLAHOMA— Sour Crude 
Schedule AA: Carter, Cities Service, Mag- 
nolia, Pure, Shell, Sinclair, Stanolind, Texaco 
(schedule extends down to below 15). 


TEXAS—East Texas Field 

$2.90 Flat Price: Ark. Fuel, Atlantic, Cities 
Service, Gulf, Humble, Magnolia, Ohio Oil, 
Phillips, Shell, Sinclair, Stanolind, Sun, Texaco. 


TEXAS—East Central 
Schedule B: Humble, Sinclair 


TEXAS—Gulf Coast 
Aldine & Other Fields: 

Schedule P: Phillips, Stanolind. 
Anahuac & Other Fields: 

Schedule F: Cities Service, Gulf. Humble, 
Magnolia, Phillips, Pure, Republic Shell, Sin- 
clair, Sun, Texaco. 

Arcola & Other Fields: 

Schedule J: Atlantic, Phillips, Pure, Sinclair, 
Texaco. 

Goose Creek & Other Low Cold Test Fields: 
10¢ above Schedule E (24-30 Gravity): 

Humble, Stanolind, Sun, Texaco. 

Hastings & Other Fields: 

Schedule E (24-40 Gravity): Atlantic, Gulf, 
Humble, Stanolind. 
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TEXAS—North, North Central 

Schedule A: Continental, Gulf, Magnolia, 
Sinclair, Stanolind, Texaco. 
Cooke & Grayson Counties: 

Schedule D: Sinclair. 


TEX AS—Northeast 
(Asphalt Crudes) 


Taleo & Other Fields: 


Schedule L: Humble, Texaco (schedule ex- 
tends down to below 15). 


TEXAS—Panhandle 


Schedule A: Gulf, Humble, Magnolia, Texaco. 
Schedule D: Phillips. 


TEXAS—Southwest 
Bianconia & Other Fields: 

Schedule I: Cities Service, Continental, Hum- 
ble, Pure, Stanolind, Sun. 
Kelsey & Other Fields : 

Schedule H: Humble, Sun. 
Mirando & Other Crudes. 

10¢ above Schedule H (24-29 Gravity): 

Humble, Magnolia, Sinclair, Sun, Texaco. 
Refugio Light & Other Crudes 

Schedule G (20-40 Gravity): Atlantic, Cities 
Service, Humble, Republic, Sinclair, Sun. 
Refugio Heavy: 

10¢ above Schedule H 
Humble. 


(20-26 Gravity): 


TEXAS—West Central 


Schedule D: Cities Service, Humble, Mag- 
nolia, Stanolind, Texaco. 


TEXAS—West Texas Sweet 

Schedule A: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 
TEXAS—West Texas Intermediate 


Schedule D: agg oe Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shel!, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Sour 


Schedule C: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Ohio Oil, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco. 


WYOMING—Sweet Crude 


Schedule A: Carter, Stanolind. 
Schedule D: Continental, Ohio Oil, Pure, 
Sinclair, Stanolind. 


WY OMING—Sour Crude 


Schedule R: Carter, Continental, Ohio Oil, 
Pure, Sinclair, Stanolind (schedule exten 
down to 15-15.9). 


FLAT PRICES 
ARKANSAS 
Smackover (Ark. Fuel, Gulf) 








ILLINOIS 
Ill. Basin (Ashland, Carter, Gulf, Magnolia, 

Ohio, Pure, Shell, Sohio, Texaco) 
SO ar re 
Dudley field (Sohio) 
Plymouth (Ohio Oil) 















































INDIANA 
Ind. (Sohio).. 




















KENTUCKY 

Butler Co. area (Owensboro-Ashland) 
Owensboro area (Ashland) 
Ragland Grade (Ashland) 
Somerset Grade (Ashland)............... 
Western Ky. all fields & pools (Sohio) 









































LOUISIANA 


Bayou Pigeon (Republic) 
Bivens (Atlantic) ............... 


Haynesville-Smackover Lime: 
Condensate (Ark. Fuel, Gulf) 
Crude (Ark. Fuel, Gulf) .... 


Neale (Atlantic) 


North Louisiana Condensate: 
Cotton Valley (Esso) ........... 
on ee ek Oe 


South Louisiana Condensate (Esso) 
Sweet Lake (Pure) ......... 
Urania (Ark. Fuel) 
Ville Platte (Continental) 



















































































2.90 
2.90 


2.95 
8.00 


3.00 
2.95 
3.00 


3.00 
2.95 
3.15 
2.81 
2.99 





MICHIGAN 


Only lowest and highest postings of each com- 


pany are shown below. 
Bay Pipe Line: 
Elmw 
Lake George, Stony Lake 


Leonard Pipe Line: 
Clare City 
Fork & other fields 
Pure: 
Adams & Deep River 
Coldwater 
Simrall: 
Grant 
ell -Sun Denslow 
Sohio: 
Coldwater 


MISSISSIPPI 


Baxterville: 
Condensate (Gulf) 
Crude (Gulf) .. 


Central Miss. Condensate: 


Fayette (Esso) .............. 


Gwinville (Esso) 


MISSOURI 
St. Charles (Sohio) 


MONTANA 
Darling (Carter) 





. $2.50 


2.98 


2.62 
2.98 


2.80 
3.04 


2.48 
3.06 


3.08 


2.75 
1.50 


3.10 
3.00 


3.00 


2.60 





OHIO 
Cleveland & other fields (Sohio) 


Corning (Ashland) 


Corning 
Lima (S.O. Ohio) .. 


(Seep) 


PENNSYLVANIA—Penn. Grade 
Alleghany, N. Y. (Sinclair) 
Bradford, Pa. 


Eureka, W. Va. 


(Seep) 


(Seep) 


Middle Penna. (Seep) 


Southwest Penna. 


(Seep) 


Zanesville, Ohio (Ashland) 


TEXAS 
Benedum Condensate (Shell) 


Chapel Hill: ’ 
Condensate (Sinclair) 


Crude (Sinclair) 
Clay Creek (Sun) 


Conroe (Humble, Sun, Texaco) : 
Darst Creek (Humbie, Magnolia) . 
Tomball (Humble, Magnolia, Stanolind) 
Van (Humble, Pure) : 


WYOMING 
Big Sand Draw Condeasate (Sinclair) 
Byron (Ohio Oil, Stanolind) ....... 

Garland (Ohio Oil, Stanolind) .... 
Hidden Dome (Ohio Oil) 
Oregon Basin 


Texaco) 


(Ohio Oil, 


Stanolind, 





2.62 
2.72 
2.65 
2.50 


4.68 


4.03 
4.50 
4.21 
3.15 


2.90 


2.90 
2.83 
2.65 
3.13 
2.79 
3.13 
2.13 


2.90 
1.80 
1.80 
1.65 


1.75 










S. U. California prices. 






































tStevens Zone. 
#Long Beach. 








to sell the 
Kansas farme 





Coal- Buena 
Gravity inga Vista* 
$1.95 $1.92 
1.99 1.94 
2.05 1.98 
2.11 2.05 
2.16 2.11 
2.22 2.18 
2.27 2.24 
2.33 2.31 
2.39 2.38 
2.44 2.44 
2.49 2.50 
2.55 2.57 
2.61 2.63 
2.66 2.70 
2.71 2.76 
2.77 2.84 
2.82 2.91 
2.88 2.98 
2.93 3.04 
2.99 3.11 
3.05 3.16 
3.11 3.20 
3.17 3.24 
8.24 pita 
3.28 
3.31 
3.35 
8.39 
3.43 


[ 


Elk Huntington 
Hillst Beach Inglewood 
pinks $2.11 $2.13 
Jane 2.16 2.18 
Lets 2.21 2.23 
5 vais 2.27 2.29 
saree 2.32 2.34 
ee 2.37 2.39 
aoe 2.42 2.44 
ee 2.47 2.49 
ae 2.52 2.54 
‘aoe 2.58 2.60 
a te 2.63 2.65 
$2.48 2.68 2.70 
2.53 2.72 2.74 
2.60 2.78 2.80 
2.67 2.84 2.85 
2.74 2.90 2.91 
2.80 2.95 2.96 
2.87 3.00 3.02 
2.95 3.05 eeiate 
3.02 3.10 
3.09 Seen 
3.15 
3.20 
3.24 
3.28 
3.33 
3.37 


*Prices are same for Elk Hills (Shallow) ond Midway Sunset. 


CALIFORNIA 


All gravities above those quoted take highest price offered for field specified. 


Kettleman 





Signal 
Hill# 


2. 
2. 
2. 
2. 
2. 
2. 
2. 
2. 
2. 
2. 
2. 
2. 
2. 
2. 
2. 
2. 
2. 
8. 
3. 
3. 
3. 


” 





Wheeler 
‘Torrance Ridge 
$2.07 ee 
2.12 jias 
2.16 $2.05 
2.21 2.12 
2.25 2.18 
2.30 2.25 
2.34 2.82 
2.88 2.39 
2.43 2.46 
2.48 2.53 
2.52 2.60 
2.57 2.67 
2.61 2.73 
2.69 2.80 
2.76 2.87 
ste 2.94 
es 3.00 
. 3.07 
P 3.13 
° 3.20 
: 3.26 
° 3. 





Wilmington 
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CRUDE OIL Foreign—Prices in effect Sept 17, 1956, but subject to late r correction; in $ per bbl. of 42 U. S. gal., except as noted. 


VENEZUELA 


Prices per bbl. for cargo-lot quantities, FOB vessels at ports shown; effective at time vessel 
tenders for loading; subject to change without notice, and to availability and other terms 
stated below; 2¢ per bbl. differential per degree of gravity applies for gravities below and 
above those "shown, except as noted. Prices for crude oil sold at points other than those 
indicated subject to variation from prices shown below to reflect any change in transportation 
and terminalling requirements. Key to companies posting: 1—Colon Development, 2— 
Compania Shell de Venezuela, 3—Creole Petroleum, 4—International Petroleum, 5—Mene 
Grande, 6-—Richmond Exploration, 7—Sinclair Oil & Refining, 8—Socony Mobil Co. de 
Venezuela, 9—Texas Petroleum. 


Crude 


Anaco Wax 
Bachaquero 
Bachaquero 
Bachaquero Heavy 
Bolivar Dist. Heavy 
Bolivar Dist. Heavy Cabimas 
Bolivar Dist. Heavy Cardon 
Bolivar Dist. muany ethane Lagunillas+ 
Boscan . ......Bajo Grande 
Cabimas Cabimas (Jetty)+ 
Cabimas Cardon 
Cabimas .... oscececnkA® FiCGras 
Cruces/Manueles Cardon 
Cruces /Manueles . Colonchat 
Cumarebo Tucupido ; 
Guanipa Puerto La Cruz 
Guanipa . Puerto La Cruz 
Guere (Crude ‘Waxing) .. Puerto La Cruz 
Jusepin ...Caripito 
Lagomar Cardon 
Lagunillas ; Cardon 
Lagunillas Heavy Las Piedras/Amuay 
Lagunillas Las Piedras , 
Lagunillast 
Amuay 
Puerto La Cruz 
Cardon 
Las Piedras 
Palmarejot 
Puerto La Cruz 
Puerto La Cruz 
Puerto La Cruz 
..5an Lorenzo+ 
Caripito 
Puerto La Cruz 
Puerto La Cruz 
Puerto La Cruz 
Puerto La Cruz 
...Cardon Ss 
. .Capure levenenneds 
Caripito ; ; 
Puerto La Cruz 


Posted 

FOB Port By 
. kuerte Le Cruz ..... 
. Las oleae ei 
.Las Piedras . “gt 
..Las Piedras 
. .Bachaquero 


Gravity Price 

$3.04x 
1.90@# 
1.76@ 
1.86 
1.67@ 
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About 15/16 
About a 
24.5- 
24.0-2 
29. 5. 
29. 5. 
29.5 
32. 


Lagunillas 
La Rosa 
Leona .. 
Mara 
Mara 
Mara 
Mata 
Merey . 
Mesa ... 
Motatan 
Mulata . 
Oficina . 
Oficina . 
Oficina .. 
Oficina .... 
Paconsib 
Pedernales 
Quiriquire 
Rincon . 
Santa Rosa 
Stabilized Condensate 
San Joaquin . 
San Joaquin 
Santa Barbara 
Oficina Blend 
Taparito .. 
Tarra 
Tarra 
Temblador 
Temblador 
Tia Juana Light 
Tia Juana Medium 
Tia Juana 102 L.P. 
Tia Juana Heavy 
Tia Juana Extra Heavy . 
Tigre . . Puerto La Cruz y be 
Tucupita * Tucupitat 1.70@ 
Differential per 2 degree gravity: @2¢ bbl. *2.5¢ bbl. A3¢ bbl. @3.5¢ bbl. xDifferential 
applies for each full 1 degree gravity above 41.0 and for each full 12 degree gravity below 41.4. 
+Shallow draft only. , 
@Deepwater mooring. tAlso available FOB 
Puerto La Cruz. 
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. Puerto La Cruz 
Puerto La Cruz 
Puerto La Cruz 


Fiat 3.10 
06 
; 04 


Nor 
w 
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Puerto La Cruz 
La Piedras 
..Cardon 
Colonchat+ 
.Boca de Uracoa+ 
Caripito 
Amuay 
Amuay 
.. Amuay 
La Salina 
.Las Piedras 


a 


wm 
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#Also available at La Salina at 3¢ bbl. less. 


MIDDLE EAST 


Prices are per bbl. of 42 U.S. gals., exclusive (Iranian Branch), Iran Calif., Gulf Int'l, 
of local port or other governmental charges, Mobil Overseas, Texaco (Iran), Am. Indepen- 
sales taxes, etc., if any; FOB loading port in- dent, Iran Atlantic, Richfield Iran, Signal 
dicated, for gravities shown ; 2¢ per bbl. differ- Int'l, Sohio-Iran, Tide Water-Iran, Hancock 
ential per degree of gravity applies for below Int'l, Pac. * deaecai Iran, San Jacinto FEast- 
and above those shown. ern, N.I.O 

Persian Gulf Iranian Light (ex Abadan) 34-34.9 1.86 
Price BP Trading, Esso Export, CFP (Iranian 
Branch), Shell Pet., Gulf Int’l, Iran Calif., 
Mobil Overseas, Texaco (Iran), Iran Atlantic, 
Richfield Iran, Sohio-Iran, Tide Water-Iran, 
Hancock Int'l, Pac. Western-Iran, San Jacinto 
Eastern, Signal Int’l, Am. Independent. 


Crude Gravity 
Arabian (‘ex Rastanura) 
Esso Export, Mobil Overseas 36-36.9 $1.97 
M. E. Crude Sales 34-34.9 1.93 


Basrah, Iraq (ex Fao, Iraq) 
BP Trading, CFP, Mobil Over- 
seas 36-36.9 1.87 Iranian Heavy (ex Abadan 31-31.9 1.67 
Shell Pet 35-35.9 1.85 BP Trading, CFP (Iranian Branch), Shell 
Esso Export 32-32.9 1.79 Pet., Iran Calif., Mobil Overseas, Tide Water- 


@ Iran, Pac. Western-Iran, Texaco (Iran), Iran 
Iranian (ex Bandar Mashur) 34-34.9 1.91 


: Atlantic, Sohio-Iran, Signal Int’l, Am. Inde- 
BP Trading, Esso Export, Shell Pet., CFP pendent, Richfield Iran, Gulf Int’l. 
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MIDDLE EAST (cont.) 
Kuwait (ex Mina-al-Ahmadi) 31-31.9 
BP Trading, Gulf Explor., Mobil Overseas. 
Quatar (ex Said) 
BP Trading, CFP, Shell Pet 
Mobil Overseas 
Esso Export 


17? 
(4 


40-40.9 2.08 
39- —s 9 2.06 


36-36. 2.00 


Eastern Mediterranean 
Crude Gravity Price 
Arabian (ex Sidon, Lebanon) 
Esso Export, Mobil Overseas. 36-36.9 
M. E. Crude Sales 34-34.9 
Iraq (ex Tripoli, Lebanon/Banias, 
Syria) 36-86.9 2.46 
BP Trading, CFP, Esso Export, Mobil Over- 
seas, Shell Pet. 


FAR EAST 


Price is in U.S. dollars per bbl. of 42 U.S. 
gal., FOB Lutong, Sarawak, as posted by 
Sarawak Oilfields Ltd., ex local port or other 
government charges, for crude within gravity 
range stated, loaded in full cargo lots. 
Seria Light, 37-38 API $2.60 


Canadian Crude Prices 


Postings of Imperial Oil Ltd. Prices are in 
Canadian dollars per bbl. of 35 Imp. gal. 


Alberta 

Acheson/Stony Plain D-2, D-3, L.C. 
Armisie L.C. 

Battle Vikin 

Duhamel D-2, D-3 

Excelsior D-2 

Fairydell D-2, D-3 

Fenn-Big Valley D-2, D-3 
Golden Spike D-2, D-3 
Joarcam-North Viking 
Joarcam-South Viking 

Joffre Viking 

Leduc-Woodbend D-2, D-3 
Malmo D-2, L.C. 

Malmo D-3 

New Norway D-2 

New Norway D-3 

Peavey Viking, L.C. 

Pembina Cardium 

Redwater D-3 

Sturgeon Lake D-3 

Manitoba 

Daly area-Mississippian ak 6 
East Cromer (Daly)-Mississippian 


Virden area-Mississippian 
Woodnorth-Mississippian 
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Ontario 

Oil Springs Receiving Station 
Sarnia by t.w. or t.c. 

12th Line Receiving Station 


Saskatchewan 

Alida-Mission Canyon 

Eureka-Viking 

Frobisher-Mission Canyon 

Nottingham-Mission Canyon 

Smiley-Viking 

Steelman-Mission Canyon 

Turner Valley (Alta) Crude: Prices FOB pro- 
ducers tankage, begin with 33-33.9 grav. at 
$2,665 with 2¢ differential per deg. of grav. 
to 64 & over at $3,285. 





NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 


Sept. 15 16.46 12.84 
Month ago 16.49 12.86 
Year ago 15.90 12.46 


Dealer index is an average of dealer tank 
wagon prices ex tax in 50 cities. 


Tank car index is weighted average of 
following wholesale markets for regular- 
grade gasoline, FOB refineries or terminals: 
Oklahoma, Chicago District, Minneapolis- 
St. Paul, Western Pennsylvania, California, 
Philadelphia, Jacksonville, Boston, and Gulf 
Coast. 








STATISTICS 


Alabama. . 
Arizona 
Arkansas 
*California. 
Colorado. . 
Connecticut 
Delaware 


District of Columbia... . 


Florida. . 
Georgia... 
Idaho. . 
Illinois 
Indiana, 
lowa 

Kansas 
Kentucky... 
Louisiana 


Maryland... 
Massachusetts 
Michigan...... 
Minnesota 
Mississippi 
Missouri.... 


New Hampshire ’ 
New Jersey.. 

New Mexico. 
New York. 


Gasoline Consumption by States, May 1956 


(American Pe etroleum Institute figures) 
Tax Ratet — 


Nosth Delete ae 


Se 
Oklahoma 
Oregon. 
Pennsylvania 
Rhode Island 


South Dakota... 


Texas. 
Utah. . 


OS Ere 


MN os oot Save a's ba 


West Virginia 
Wisconsin 
Wyoming 


Total 47 States and D. of C. 


Daily Ave: rage 


Change from previous year: 


Total change 


Percentage change in Daily Average. ‘ 


+These are State tax rates per gallon. 


fay 
Cents 


5 
61% 
6 
6 


ARMAANIAINIH RS 
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EN 


AAAAAoan 


Apr. 


1956 


Gallons 


73, 
30, 
47, 
, 602,000 
51, 
53, 
12, 
iy 
126, 
96, 
21, 
,055 ,000 


427 


240 


148, 
105, 
,437 ,000 


85 
67, 


191, 
93, 


714,000 
479 ,000 
724,000 


010,000 
472,000 
554,000 
193 ,000 
891,000 
981,000 
614,000 


442,000 
442,000 


838 ,000 


"060, 000 
490 ,000 


2,726,000 


131, 
24, 
48, 

, 152,000 
12, 

152, 

, 074,000 

, 003 ,000 


10 


28 
284 


113, 
,609 , 000 


26 


252, 
76, 
:948, 000 
236, 
18. 
54, 
25, 
88, 
357, 
23; 

8, 
99; 
77. 
38° 
"811,000 
1955 ,.000 


52 


98 
11 


,479, 
149, 


769 ,000 
652,000 
454,000 


042,000 
540,000 


696 ,000 


259 , 000 
632,000 


276,000 
033 ,000 
722,000 
191,000 
941,000 
217,000 
185,000 
372,000 
447,000 
672,000 
809 , 000 


744,000 
325,000 


Month of — 
May 1956 
Gallons 
77,978,000 
32,463,000 
48,842,000 
468 ,363 ,000 
54,631,000 
60,934,000 
14,061,000 
16,811,000 
124,081,000 
101,419,000 
22,444,000 
263,912,000 
162,834,000 
112,586,000 
93,815,000 
75, guns 000 


25, 38. 000 
73,209,000 


118/000; 000 
57,014,000 
143 550,000 
25,467,000 
53,304,000 
10,919,000 
14,911,000 
159,232: 000 
32,944,000 
321,772,000 
118,101,000 
$2,324,000 
265 , 928.000 
85,134,000 
55,796,000 
265,639, 000 
20,840,000 
57,145,000 
32,339,000 
90 631,000 
416,430,000 
25,080,000 
10,415,000 
108,571,000 
84569000 
40,873,000 
116,540,000 
13,509,000 


May 195 55 
Gallons 
69,644,000 


58,607, 000 
12,654,000 
17,140;000 
107/086 000 
92,545,000 
21,948,000 
262,164,000 
159,865,000 
114,271,000 
89;309,000 
68, 403,000 


27,653,000 
66,656,000 
103 ;837, 000 
216,107,000 
107,586,000 
53,175,000 
136,244,000 
23 561,000 
51,215,000 
10,579 ,000 
13/967, 000 
154,535,000 
27,623,000 


19 650,000 
51,930,000 
31,394,000 
85,970,000 
875,697, 000 
23/733 | 000 
10,286,000 
98, 494,000 
73,308,000 
41,250,000 
114,473,000 
18,597,000 


—-5 Months Ending With—~ 
May 1956 


Ga 
362, 
155, 
221 

2,110, 
240, 


269 , 5: 


60, 
84, 
656, 
481 
93, 
1,141 
688 
453, 
413, 
328, 


105, 
327, 
484 
960, 
444, 
257, 
634, 
103, 
221 
47, 
63, 
728 
141 
1,415, 
532, 
101, 
1,231, 
375, 
243, 
1,160, 


43° 
488, 
360, 
189, 
462, 

55, 


llons 


220,000 
875,000 


,422 ,000 


702,000 
056,000 
30,000 
655,000 
956,000 
866 ,000 


, 886 ,000 


003 ,000 


, 185,000 
,843 ,000 


308 ,000 
463 ,000 
204,000 


118,000 
173 ,000 


,628 ,000 


027,000 
687 ,000 
517,000 
985 ,000 
410,000 


, 849,000 


172,000 
730,000 


,669 , 000 
,266 ,000 


565,000 
743,000 
227,000 
663 ,000 
788 ,000 
882,000 
225,000 


103/000 
696 ,000 
376,000 
375,000 
178,000 
981,000 


May 1955 
Gallons 


829,609 , 000 


443/539 ,000 
86,545,000 
1,101; 485,000 
654,276,000 
443 ,064, 000 
400,981,000 
303 ,870,000 


54,403. 000 








4,932,366 ,000 4, 
159,109, 000 


+248 , 287,000 
+5.30% 


In addition there is the Federal Tax of Two cents (2¢) per gallon. 


684 ,079 ,000 
151,099,000 


21,769, 
143, 


+850, 


031,000 
217,000 


486 ,000 
+3 .38% 


20,918,545 ,000 
138 , 533,000 


*Consumption figures for California subsequent to December 1, 1955 are not entirely comparable with previous periods due to exclusion of Jet Fuel, the quan- 
tities of which are not available currently not prior to December 1, 1955. 
a) Not available at time of publication. 





Gasoline Prices for 54 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (housebrand) 


gasoline in 54 representative U. S. cities on Sept. 


1 compiled by 


National Petroleum News are shown below. Figures are in ¢ per 


gal.; 


(i) and (d) indicate increase or decrease as compared with 


Aug. 1. Tax column includes only motor fuel taxes levied as such. 
State and/or local sales taxes, where applicable to motor fuel, are 
included in service station (tax included) prices at points marked 


Service 
Station 
(incl. tax) 

d-30.43 
d-24.90 
28.90 
32.80 
i-28.90 
i-27.90 
i-29.90 
d-30.50# 
32.804 
26.90 
27.90 
d-28.90 
31.20 
30.90 
32.90 
31.90 
28.90 
32.80 
32.30# 
31.60 
d-27.90 
33.10# 


with # sign. 


Average U. S. 
Portland, Me. 
Manchester, N. H. 
Burlington, Vt. 
Boston, Mass. 
Providence, R. I. 
Hartford, Conn. 
Buffalo, N. Y. 
New York, N. Y. 
Newark, N. J. 
Philadelphia, Pa. 
Wilmington, Del. 
Baltimore, Md. 


Washingion, D. Cc. 
Charleston, W. Va. 


Norfolk, Va. 
Charlotte, N. C. 
Charleston, S. C. 
Atlanta, Ga. 
Jacksonville, Fla. 
Birmingham, Ala. 
Jackson, Miss. 
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Dir. T.W. 
(ex tax) 
d-16.30 
d-11.40 

16.40 
18.00 
i-15.60 
i-15.60 
i-15.60 
17.10 
16.50 
14.90 
14.60 
16.10 
15.70 
16.20 
16.30 
15.80 
14.40 
15.40 
17.10 
16.60 
15.90 
17.00 


Service 
Station 
(ex tax) 
d-21.56 
d-14.90 
20.90 
24.30 
i-20.90 
i-20.90 
i-20.90 
d-23.30 
25.00 
19.90 
18.90 
d-20.90 


ye 20 


21.90 
23.90 
22.90 
18.90 
22.80 
22.10 
21.60 
d-16.90 
22.00 


Tax 
(incl. 3¢ 
federal) 
8.79 
10.00 
8.00 
8.50 
8.00 
7.00 
9.00 
7.00 
7.00 
7.00 
9.00 
8.00 
9.00 
9.00 
9.00 
9.00 
10.00 
10.00 
9.50 
10.00 
11.00* 
10.00 


Memphis, Tenn. 
Louisville, Ky. . 
Cleveland, Ohio 
Cincinnati, Ohio 
Indianapolis, Ind. 
Chicago, Ill. 
Detroit, Mich. 
Milwaukee, Wisc. 
Twin Cities, Minn. 
Fargo, N. D. . 
Huron, S. D. 
Omaha, Neb. , 
Des Moines, Ia. ... 
St. Louis, Mo. 
Wichita, Kans. 
Tulsa, Okla. 

Little Rock, Ark. 
New Orleans, La. . 
Dallas, Tex. 
Houston, Tex. 
Albuquerque, N. M. 
Denver, Colo. ... 
Cheyenne, Wyo. 


Great Falls, Mont. : 


Boise, Idaho 


Salt Lake City, Utah . 


Reno, Nev. 

Phoenix, Ariz. 

Los Angeles, Calif. 
San Francisco, Calif. 
Portland, Ore. 
Seattle, Wash. 
Spokane, Wash. 


*Includes 1¢ city tax. 


16.10 
i-16.70 
16.80 
16.80 
16.90 
17.30 
17.30 
17.80 
d-13.40 
16.60 
17.70 
16.50 
d-9.90 
d-15.60 
15.40 
16.20 
16.10 
15.20 
i-15.30 
15.20 
17.90 
14.50 
15.65 
19.00 
19.20 
17.70 
19.30 
18.10 
16.40 
16.90 
17.40 
17.50 
19.70 


21.90 
d-17.90 
21.40 
21.40 
21.90 
23.20 
23.30 
i-23.90 
d-17.90 
21.90 
23.30 
21.90 
d-13.90 
d-20.80 
20.90 
21.40 
21.40 
22.50 
i-19.90 
20.70 
i-24.50 
19.90 
18.90 
26.00 
d-23.50 
i-23.60 
25.50 
21.90 
19.90 
d-22.60 
d-22.90 
22.40 
d-25.40 


**Includes 0.5¢ city tax. 


31.90 
d-27.90 
29.40 
29.40 
28.90 
32.00# 
33.20# 
i-32.90 
d-25.90 
30.90 
31.30 
30.90 
d-22.90 
d-27.80 
28.90 
30.90 
30.90 
32.50 
i-27.90 
28.70 
i-34.00 
28.90 
27.90 
36.00 
d-32.50 
i-31.60 
34.50 
29.90 
28.90 
d-31.60 
d-31.90 
31.90 
d-34.90 
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TOTAL 0 a Us GALS 


THE ORIGINAL 
TELEVIEW DESIGN 


BRIGHTEST DIAL 
ILLUMINATION 


CLEAN, MODERN 
STYLING 


BOLTED FRAME 
ON HEAVY 
STAMPED BASE 


RESILIENT PUMP 
AND MOTOR 
MOUNTINGS 


DRESSER PIPE 
COUPLINGS 


EASY 
MAINTENANCE 
ACCESSIBILITY 


HIGH-VACUUM 
ENGINEERED 
PUMP UNIT 


VIBRATION- 
DAMPENING 
CONSTRUCTION 
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Back home in Terrytown, Neb., a community he built, 
Carpenter was quick to capitalize on his new fame 


The ‘unbelievable’ story of . 


Oil man Terry Carpenter was besieged by the press after 
he tried to nominate Joe Smith at the GOP convention 





The Man Who 


NATIONWIDE FAME came to “Terrible Terry” Car- 
penter when he threw the Republican convention into 
an uproar by trying to nominate Joe Smith for vice 
president. 

But in his home state of Nebraska—and several 
nearby states—Terry McGovern Carpenter has been 
known for some 20 years as owner of the Terrible 
Terry service stations and central figure in a success 
story that involves his rise from operator of a single 
station to a millionaire with a wide assortment of 
enterprises. 

Carpenter’s principal interests are the oil business 
and politics. 

“TI like politics,’ he says, “for relaxation.” 

His unorthodox tactics in the political field earned 
him his nickname. He was dubbed “Terrible Terry” 
by the Omaha World Herald during his 1936 cam- 
paign against Sen. George Norris. 

The same unorthodoxy contributed to his success 
in oil marketing. Carpenter opened his first service 
station in the early 1930’s after an unsuccessful fling 
at selling cars. The station—at Scottsbluff, Neb.— 
offered gasoline at cut rates. 

Outcome of this venture: Carpenter was going 
broke. But before closing the station he ran an ad in 
the local newspaper—an open letter to the towns- 
people. He explained that he was going out of busi- 
ness and he invited the citizenry to chip in if they 
thought his station worth saving. It worked. Enough 
money came in to keep Carpenter above water, and 
he later was able to repay all the contributors. 

Mad Merchandising—That was by no means the 
last unconventional move for Terrible Terry. 

The surprising things he did to sell gasoline had 
people talking for miles around. Farmers came from 
50 miles away to patronize his stations. They bought 
500-1,000 gal. at a time, rumbling back home over 
country roads in trucks loaded with gasoline. 

Soon Carpenter was selling 100,000-150,000 gal. 
a month. 
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“Terrible Terry” is as unorthodox 
in business as he is in politics 


He opened a bottling plant, which 
enabled him to cut costs on the soft 
drinks he sold. He set up a creamery 
next to the station, and farmers sold 
cream to the creamery and then bought 
ice cream made there—at cut rates. 
They also stocked up on gasoline. 

Carpenter opened a supermarket 
and liquor store nearby—another en- 
terprise that attracted customers. 

He began to build a string of sta- 
tions through Nebraska, Wyoming, 
South Dakota, and Colorado, where 
he pioneered cut-rate stations. There 
were 30 stations in all, and all were 
cut-rate—-3¢-8¢ under competitors. 

They were “partly self-serve”; if the 
attendants were busy a customer could 
help himself. They offered no service 
or accessories, for Carpenter was con- 
centrating on gasoline sales. He con- 
centrated hard enough to make his 
Denver station outdistance the city’s 
other stations, hitting sales of 8,000 
gal. per day. 

As an owner of cut-rate independent 
stations, Carpenter was having a hard 
time persuading producers to sell. to 
him, so he decided to go into the re- 
fining business. He built a batch plant 
at Scottsbluff and later converted it to 
a 1,500 b/d cracking plant. With in- 
creased production, Carpenter had to 
open more retail outlets. Then he 
proceeded to take over control of an- 
other phase of his operation by start- 
ing his own truck transport business. 

News of the Terrible Terry stations 
spread farther as word-of-mouth and 
newspaper advertising carried his name 









He made $500,000 selling his first chain of stations; now he has another chain 








Tre RRIE 


Price, octane, nickname are plugged at his cut-rate stations. To improve his 
business, Carpenter built a refinery, creamery, liquor store, supermarket 












Tried to Nominate Joe Smith 


through his marketing area. The head- 
lines that resulted from his colorful 
political activities helped, too. 

The Terrible Terry chain was flour- 
ishing when Carpenter sold it, along 
with the cracking plant, in 1941. He 
declines to name the sale price, but 
says he netted $500,000 after taxes. 
The buyer: Consumers Co-op of 
Kansas City. 

A Shot at Leisure—Carpenter, in 
his early *40s, had decided to take it 
easy. “I had security; why should I 
keep knocking myself out?” Then the 
war came and he joined the Air Corps 
as a captain. When he stepped back 
into civilian clothes he experimented 
with a life of leisure. But he soon 
decided it was not for him. “To loaf 
you have to be born that way—you 
can’t achieve it.” So he started a new 
chain of Terrible Terry stations, all 
selling under his own private brand as 
before. He now has four: two in 
Cheyenne, one in Scottsbluff and one 
in Alliance, Neb. Each sells 60,000- 
100,000 gal. a month. And he has no 
expansion plans in mind right now. 

Once again, supply is a problem. 

“Independents are their own worst 
enemy because they shop around 
among producers, being swayed by 
temporary advantages,” according to 
Carpenter. 

Hats in the Ring—lIn politics, Ter- 
rible Terry is a maverick. He started 
as a Democrat, winning a seat in the 
U. S. House of Representatives in 
1933 on the Democratic ticket. 

“I felt like a glorified office boy,” 
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he said. “Democrats had such a 
majority they didn’t care if we showed 
up or not.” 

In 1936, he says, President Roose- 
velt urged him not to run against 
Norris. “He told me I couldn’t win 
I told him some people thought the 
same thing about him.” 

Carpenter lost to Norris as pre- 
dicted. Later he was defeated in the 
race for governor, but won a seat in 
the state legislature. 

In 1952 he turned Republican. “I 
needed a change,” he explains. He 
served as a delegate-at-large to the 
Republican convention. From a Taft 
state, he supported Eisenhewer. 

He came to the 1956 convention in 
San Francisco prepared not to support 
Eisenhower, but cast his vote with the 
rest as the landslide for Ike pro- 
gressed. Explaining his switch away 
from Eisenhower—whom he admires 
—Carpenter observes drily: “A man 
should be willing to give his life for 
his country, but asking him to do it 
for his party is too much.” 

Enter Joe Smith—In a typical un- 
derstatement, Carpenter says, “My 
delegation was not in sympathy with 
me when I decided to see whether the 
convention was really open.” 

But after his famous “Joe Smith” 
statement the reaction was so oOver- 
powering that the delegation began to 
feel more kindly toward him. Some 
200 telegrams poured in the first day, 
some of them from Joe Smiths ac- 
cepting the nomination. Only about 
10% of the messages were critical, and 
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those rebuked Carpenter for not going 
through with Joe Smith’s nomination. 

Carpenter originally planned to 
nominate Secretary of Interior Fred 
Seaton for vice president, and had 
advised Seaton of the fact. When Con- 
vention Chairman Martin said he had 
a letter from someone who didn’t 
want his name placed before the con- 
vention, Carpenter knew it must be 
from Seaton, so he said he would 
nominate “Joe Smith,” the first name 
that came to his mind. 

Will the Joe Smith action end his 
Republican affiliation? “I can remain 
in the Republican party as long as I 
want,” he says. “Of course, that doesn’t 
mean I'll be welcome.” 

The white-haired, florid Carpenter 
was a dapper figure at the convention 


—a monochrome in browns from his 
slubbed jacket and gabardine slacks 
down to his alligator shoes. His man- 
ner is much like his actions—out- 
spoken, uncompromising, with a dry, 
unsmiling sense of humor. Only his 
sharp blue eyes, peering out from be- 
hind heavy tortoise-shell glasses, hint 
that Terrible Terry is laughing at his 
own escapades. 

All Business—Carpenter has the air 
of a man who doesn’t care what any- 
one thinks about him. He has strong 
convictions and a direct way of ex- 
pressing them. There’s not a trace of 
exhibitionism or a desire to ingratiate. 
And he’s a hard worker; his work day 
starts at 8 a.m. and ends at 11 p.m. 
His avid interest in politics and busi- 
ness excludes any desire for hobbies. 


j : >. a — 


Business often interferes, but marketer Margaret Hane still finds plenty of time to spend 
with her attractive daughters, Grace (left) and Barbara 


The Girl Who Sold Her Pony 


THE NEW ATTENDANT at a big black 
and white Magnum service station in 
Los Angeles greeted his first customer 
of the day. “Fill ’er up?” he said to 
the lady in the black car. 

“No,” said the lady. “I'd like to see 
the manager.” 

Soon after she left, the bewildered 
attendant stood before the manager of 
the station, who told him (1) there is 
a proper way to greet customers and 
he hadn’t used it (2) the lady was 
Margaret B. Hane, owner and operator 
of Magnum Oil Co. 

When Margaret Hane, gracious and 
charming mother of three daughters, 
took over her late husband’s job of 
running Magnum Oil Co., she already 
had an oil career behind her. She had 
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been at various times, bookkeeper, 
manager, stockholder, customer and 
competitor of her husband’s enterprises 
throughout his 2l-year career as one 
of Los Angeles’ most colorful mar- 
keters. (Story on page 115.) 

To her competitors and her em- 
ployes she is “the lady.” One of her 
station managers says, “She’s the best 
person to work for I’ve ever seen. 
She’s strict about some things, but I’ve 
never seen her turn down a reasonable 
request. She’s always pleasant to deal 
with. I guess you’d just call her a 
lady.” A competitor who sees Magnum 
price signs in his sleep has only com- 
pliments for her business acumen and 
her personal charm. 

The lady is as sharp a marketer as 


Carpenter, now 56, and his wife 
Hazeldeane have two sons—Michael 
16, and Gary, 22, who is sudying busi- 
ness at the University of Colorado. 

Among Carpenter’s other business 
ventures is a residential development 
near Scottsbluff, built by Terry Car- 
penter, Inc. Population is about 300. 
It’s a complete community, down to 
services and shopping facilities, all 
owned lock, stock and barrel by the 
Carpenter company, but leased to 
other businessmen. It’s called Terry- 
town, and has become famous as the 
home of mythical candidate Joe Smith 
—a “politician” who will long be re- 
membered for providing some excit- 
ing moments in an unexciting conven- 
tion, and as a symbol of Terrible 
Terry’s independence. # 


Occasional helper Barbara, who’s 16, 
would be an asset for any business 


any in the business. An independent 
buyer, she is tied to suppliers by no 
commitments. 

Fishing for business—“It’s hard to 
describe how I do business with sup- 
pliers,” she says. “In the first place 
most of the men in top positions with 
the oil companies today are men I] 
knew when they were just starting out. 
They all went fishing and hunting with 
my husband Frank and I still go to 
lunch with their wives. We're good 
friends.” 

As head of one of the larger in- 
dependent chains in Los Angeles, Mrs. 
Hane takes on a multitude of respon- 
sibilities. But when she is asked just 
what she does, “I call myself a truck 
dispatcher,” she says. “It makes my 
daughters absolutely furious.” 

Few people were as uniquely unpre- 
pared for the rough and ready gasoline 
market of the ’30s as Margaret was 
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when she met Frank Hane, then a 
college boy earning his way by operat- 
ing a service station partnership with 
his brother. 

Mrs. Hane was born in Georgia; her 
father was a Bates and her mother a 
Merriwether. Both families trace their 
lineage back to the Restoration period 
in England. 

She was educated in private schools. 
“I attended several colleges,” she re- 
calls. “I really didn’t think of college 
as a place to get an education, but 
more as a way to get a Cook’s Tour. 
When I told Daddy I wanted to go to 
Southern Cal, he said if I jumped 
around anymore, I’d have to pay my 
own way. So I sold my pony and came 
to California.” 

A family of writers—While at USC, 
Mrs. Hane began free-lance writing to 
pay her college bills. “It seems like 
there was always someone in the 
family who was a writer and it just 
came naturally to me. I had written for 
the Atlanta Journal when I was 
thirteen. I was really surprised to 
learn what people would pay for. I 
wrote stories, scenarios, radio scripts, 
anything they would pay me for.” 

The penchant for writing did have 
basis in family heritage. One of Mrs. 
Hane’s cousins, Elizabeth Merriwether, 
rose to journalistic fame writing under 
the pen name Dorothy Dix. 

In 1931, her last year of work for 
a degree in journalism, she met and 
secretly married Frank Hane. She con- 
tinued at USC for another year, and 
earned a Master’s degree in interna- 
tional relations. 

The Hane’s first child, Margie, was 
born in 1933. From the beginning, 
little Margie became a part of the 
gasoline business. Frank was then run- 
ning a chain of six stations in partner- 
ships with his brother. “We used to 
put Margie in an oil carton and put 
her up on the shelf to nap,” Mrs. 
Hane recalls. 

“As a matter of fact, I was riding 
an oil truck the night Margie came. 
We’d been down to a little teakettle 
refinery to get a load of casinghead 
run. Harry Rothschild (now a prom- 
inent Los Angeles oil man) was driv- 
ing the truck and I can see his face 
to this day. Thirty minutes after he 
let me off the truck, Margie was here.” 

Later, Margie served as guard when 
Mrs. Hane made the rounds of the 
stations to pick up the day’s receipts. 
“Sometimes I'd have to carry a lot of 
money, and I’d tuck it in the baby’s 
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**Sometimes I’d have to carry a lot of money, and I’'d 
tuck it in the baby’s pants in case I was robbed.” 


pants in case I was robbed.” When 
Margie grew out of the rubber pants 
stage, Brinks performed the service in 
a more prosaic manner. 

At one time, Frank considered get- 
ting out of the oil business. He left 
Los Angeles for his home state of 
North Carolina to look for a business 
opportunity there. While he was gone, 
Mrs. Hane operated a single truck in 
the brokerage business. 

Margie’s baby buggy—‘“The unions 
were organizing the drivers then,” she 
says. “They were stopping the trucks 
and dumping the loads if the drivers 
weren’t union. I’d take Margie and 
ride on our truck so they wouldn't 
bother us. Finally things just got too 
desperate. I had our drivers join up 
and then I’d get them together and 
take them to union meetings.” 

When Frank returned, he suggested 
that Mrs. Hane and Margie retire so 
that the baby could devote some time 
to proper growing up. Margie ap- 
parently agreed. She is now married 
and the mother of two children. But 
Mrs. Hane soon found her way back 
into the oil business. She entered a 
partnership in two stations with Benny 
Schurch, a former employe of her 
husband. 

The two bought their supply from 
Frank, who had founded the Eagle Oil 
and Refining Co. with several part- 
ners. (The firm was sold to Sunset Oil 
Co. in 1947). It was 2 convenient, but 
often trying business arrangement. 

“Sometimes I'd hear him talking to 
one of his drivers over the phone at 
home,” Mrs, Hane says, “and I’d find 
out he was giving someone a better 
deal than he was giving me. We'd 
have an awful row.” 

Schurch was one of the first to be 
called for service in World War II. 
Mrs. Hane kept the stations open 
throughout the war, often pumping 
gasoline herself when help was hard 
to find. After the war, she sold the 
business and stayed away from oil 
until her husband died in 1952. 

Barbara, the second Hane daughter, 
was born in 1940. The youngest child, 
Grace, arrived in 1945. The Hanes 
also raised a niece as a member of 
their full household. 

No romance—Trim and fortyish 
and the grandmother of two, Mrs. 
Hane still looks a little like the young 
girl who sold her pony to come to 
California. She wears her curly hair 
short and goes hatless. She dresses for 
business in simple frocks. She smiling- 
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ly denies any romantic interest at the 
moment. 

Mornings are spent in the office and 
in contacting station managers. In the 
afternoon, she combines business with 
trips to dancing class or horseback 
riding for her daughters. Even though 
she tries to take off <t least two week- 
ends a month, she keeps an adding 
machine beside the phone in her home 
“to do truck scheduling and still get 
away for church.” 

Evenings are usually spent at home 
with her daughters. But Mrs. Hane 
does find time for her professional and 
social sororities—Phi Beta Phi and 
Theta Sigma Phi (journalism). She’s 
currently planning a Christmas trip to 
Mexico with her daughters. Next year, 
she hopes to go to Japan to visit her 
niece. 

Barbara is the second Hane daughter 
to show an interest in the business. 
“She used to loathe and despise gaso- 
line. But she just turned sixteen and 
got a driver’s license. I bought her a 
little jalopy and she then learned a 
very interesting thing—it burns gaso- 
line. Now she wants to come to work. 
She helps out in the station and runs 
errands.” 

Different vocations—But Barbara 
says she has no vocational urge to 
enter the business. Now a senior at a 
Los Angeles private high school, she 
is torn between being a singer, a 
journalist, or a social worker. Grace 
has a more definite aim. The eleven- 
year-old wants to be an airline hostess. 

The girls complain good-naturedly 
about their mother’s business. “I don’t 
know,” says Grace. “It seems like 
everytime we try to do something, 
a truck breaks down or something.” 

The Hanes have lived for twenty 
years in a comfortable two-story home. 
In the back yard, a swimming pool 
serves as an entertainment center for 
both children and adults. A full-time 
housekeeper prepares meals and takes 
the burden of housework off Mrs. 
Hane. 

Margaret could readily sell her busi- 
ness and relax in the comfort of her 
home and family. But the thought is 
not appealing. “I like the work,” she 
says. “I have lots of friends in the busi- 
ness. I really enjoy every minute of it. 
My daughters tell me I don’t spend 
enough time at home, but we do a lot 
of things together.” 

Her one regret is that none of her 
daughters, or her niece who was raised 
in the family, has shown any serious 
interest in carrying on the business. 

“They tell me that if their husbands 
even look at a gas station, they'll shoot 
them,” says Mrs. Hane wistfully. @ 
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Gibbs: Fresh ideas and a full house 


His Nibs, Mr. Gibbs 


HENRY Gisss, Tidewater Oil Co. job- 
ber in Saugus, Mass., maintains he can 
hardly keep up with the industry, 
despite his successful expansion (see 
p98). “Hell,” he says, “I’ve been in 
this business 30 years and know less 
than when I started.” 

His competitors, eying his 30-mil- 
lion gallonage, may doubt that. And 
Gibbs certainly backs up his sales ef- 
fort with ideas that are fresh. Opera- 
tional aids like the Electrofile and two- 
way radio, management incentives like 
sliding-scale rentals for dealers, bus- 
iness philosophy like an emphasis on 
the quick decision—Gibbs has plenty 
of them. And an extensive estate-plan- 
ning program puts him up with an im- 
‘portant current trend for small busi- 
nessmen. 

One element in his success may be 
an ability to concentrate. Gibbs’ office 
has been compared to a railroad sta- 
tion for the amount of human traffic 
that goes through it, but Gibbs goes 
right on working. His attorney com- 
ments, “How he can concentrate is 
beyond me, but he does.” 

Business is usually on Gibbs’ mind 
out of the office as well as in. It’s not 
surprising that his friends and _ his 
customers are often the same people. 
He’s an aggressive thinker and talker; 
on first impression, he seems to be the 
kind of man you’d expect to smoke 
plenty of cigarettes. Instead, a pipe 
is his constant companion. The pipe 
may go with an ability to relax under- 
neath while there are still pressures on 
the surface. 

Gibbs works closely with his brother 
Paul. Together they own Gibbs Oil, 
which Henry runs, and a Ford agency, 
which Paul runs. They also own a 
drive-in movie, a tire agency, a realty 


214 


company and a small petroleum trans- 
port company. Paul Gibbs was recently 
installed as president of the Saugus Ro- 
tary Club by Henry, who was president 
in 1952-1953 and was one of its found- 
ers. 

Henry is a director of the Saugus 
Trust Co. and also beiongs to the 
Shriners, the Elks, and the Kernwood 
Country Club. The club recently made 
use of the knowledge Gibbs gained in 
his station building when it appointed 
him chairman of its building commit- 
tee. Now Kernwood has a smart new 
clubhouse, and Gibbs gets an extra 
satisfaction during his frequent golf 
games. 

The club and his new house in the 
Boston suburb of Phillips Beach take 
up most of Gibbs’ leisure time, though 
he’s beginning to like traveling (Ber- 
muda last spring, perhaps Europe this 
fall). Gibbs has a large family to travel 
with, however. He has three sons— 
Joel, 20, Richard, 16, and Jon, 4, 
whose mother died in childbirth. When 
Gibbs remarried he acquired three 
stepchildren as well, so his new house 
is a full one. 


Heinz: A little old jobber, Plus 


Carolina Builder 


“IF ANY PRESIDENT lets Bill Heinz 
get away, he’ll be run right out of 
South Carolina. Boy, I sure know it’s 
not going to be me.” 

The speaker was W. G. (Bill) Wil- 
lard, Jr., president of the South 
Carolina Oil Jobbers Assn., addressing 
the annual summer meeting. The 
members had just heard Bill Heinz 
say inferentially that he was going to 
start making preparations for a pos- 
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sible successor as secretary-treasurer 
of the small but influential association. 
(See page 176) 

The Long Pull—For 13 years 
Heinz has been secretary-treasurer on 
a part-time basis, at the same time 
conducting his 500,000-gal. a year 
jobbership in Columbia, S. C. Almost 
everyone attached to him the same 
permanence in the association that 
they did to Fort Sumter, in the near- 
by bay, as part of the Charleston water- 
front. 

Heinz didn’t say he was stepping 
down. But at 65 he is thinking about 
providing for succession both in the 
secretaryship and in his business. Be- 
fore he relinquishes his association 
job, he plans to build it up into a full- 
time position—either for himself or 
someone else—and to quicken the 
tempo of association activities. The 
first objective is within sight, for the 
members raised their dues to provide 
a larger operating budget. 

“I’m not looking for a permanent 
job,” Heinz told them. “I’m trying to 
build up the association and turn it 
over to someone else. We are the only 
association except one that doesn’t 
have a full-time secretary and office. 
We can’t stand still. We have got to go 
ahead or go down.” 

“If you want to stand still, you can 
get you another boy.” 

Son of the South—So Heinz is busy 
with future plans after nearly four 
decades in the oil industry. Casual, 
friendly and unhurried, he is a cot- 
ton-pure Southerner who sampled 
Yankeeland and took a pay cut to get 
back to Dixie. 

Born William Louis Heinz in Atlan- 
ta, Georgia on Jan. 18, 1891, he 
earned a bachelor of science degree 
in mechanical engineering at Georgia 
Tech (*11) after going through the 
Atlanta public schools. A Phi Sigma 
Kappa fraternity brother told Heinz 
about a mechanical engineering posi- 
tion with the New York Central in 
New York. He was hired and had to 
pay his own way to New York to take 
the $64-a-month job, which he held 
for five and a half years, leaving it 
to work for American Brake Shoe and 
Foundry Co. 

In 1919 Heinz took a job with the 
export department of The Texas Co. 
after 22 months in France with the 
railway engineers during World War 
I. As he was about to embark for 
South Africa, Texaco’s chief lubrica- 
tion engineer offered Heinz twice as 
much to stay in the domestic depart- 
ment. He worked in New York and 
Youngstown as a Texaco lube rep- 
resentative. In 1923 he went to Atlan- 
ta as a lube engineer, at $75 less a 
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month. Eventually he became chief 
lubrication engineer for the four-state 
Atlanta district. 

1933 was the year Heinz discovered 
Columbia and left Texaco. He went 
to Pure Oil to help install a lube divi- 
sion and spent six months “looking for 
a place to light.” In Columbia Heinz 
became a commission agent for Pure 
Oil, then went to a jobber operation in 
1939. Meanwhile, he had become 
active in the new jobber association. 
In 1943 when he was serving as presi- 
dent, Pure put Columbia on a direct 
operation. Heinz then organized an 
unbranded jobbership called Central 
Oil Co., buying product from Republic 
Oil and Refining Co., which is still 
his supplier. At the same time he 
began his tenure as secretary-treasurer. 

Spreading Out—Heinz, who refers 
to himself as “just a little old jobber,” 
explains that he has been moving 
away from gasoline sales and getting 
more into fuel oil, now serving be- 
tween 300 and 400 accounts. He has 
a truck driver, a plant manager and 
a part-time salesman who sells Quaker 
State motor oils, for which Heinz has 
a four-county franchise. 

Tact and Georgian politeness have 
given Heinz a facility for handling 
controversial issues and for negotiating 
among national jobber officials. In 
groups, Heinz is the picture of placid- 
ness as he pulls on a cigar, peers 
through his round, blue eyes and 
speaks with a quiet drawl. 

Active in community affairs, Heinz 
is past president of the Kiwanis Club, 
a former vice president of the Cham- 
ber of Commerce and director for 
two terms (“They tried to get me to 
take the presidency, but I wouldn't. 
I was at the end of my rope on those 
free jobs”), elder of the First Presby- 
terian Church, treasurer of the Pres- 
byterian Home for the Aged,. chair- 
man of the Camp and Hospital Coun- 
cil of Central South Carolina and a 
director of Coastal Terminals, Inc. 

Bill’s three children are grown: W. 
L. Jr. is an Atlanta insurance man. 
Mary lives in netrby Camden, S. C. 
with her husband, and John is taking 
graduate work in electronics at M.I.T. 
He lives with his wife Julia in a two- 
story, white brick colonial at 842 
Kilbourne Rd. in the Heathwood sec- 
tion of Columbia. The most distin- 
guished neighbor is James F. Byrnes 
(onetime Secretary of State, associate 
justice of the U. S. Supreme Court 
and state governor) who lives three 
blocks away. 

Bill substituted gardening for golf 
as a hobby (“Someone stole my clubs, 
so I gave it up”). His delight is a 
moon flower plant which flowers brief- 
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ly once a year. But ke complains that 
he doesn’t have enough time to take 
gardening seriously. 

On passing Neighbor Byrnes’ house, 
one day in late summer, Heinz ob- 
served, “Hmm. His grass needs cut- 
ting too. I don’t feel so bad about my 
yard now.” # 


Norton: Get ’em on your side 


‘Just a Gas Pumper’ 


A HAPPY EX-DEALER to keep dealers 
happy—that’s Wally Norton, training 
manager of Frontier Refining Co. 
(see p97). He’s 6 ft 4 in tall, weighs 
250 pounds, and his enthusiasm for his 
service training job is as impressive as 
his build. “Big, friendly and helpful” 
is one Frontier official’s description of 
the man. 

Norton says of himself, “I’m just a 
gas pumper from Greeley, Colo.,” but 
he’s put his knowledge of the service 
station business to good use as train- 
ing manager. It’s a big help in getting 
“on the inside” with station dealers 
and attendants. Norton says, “I make 
every effort to get them on my side 
as quickly as possible. I certainly 
wouldn’t accomplish much if I let the 
feeling exist that I’m a big shot the 
company sent out to teach them how 
to run a service station.” 

Norton was born 44 years ago in 
DeWitt, Neb. (population: under 500). 
He went to school there, then to 
Doane College, the University of 
Nebraska and Colorado A&M. An 
active athlete, Norton was a basket- 
ball letterman at Nebraska. 

Norton started right in selling when 
he left college, but it was a far cry 
from selling gasoline—his line was 
vegetable seeds, working out of Chi- 
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Automatic Inflation 
Speeds Service, 
Adds to Tire Life 


Station Operators Save Time 


Airing tires can be done in a few seconds 
—even in the dark—with the new 
NELSON Equamatic tire inflator. Oper- 
ator merely dials desired pressure, the 
NELSON shuts itself off when dialed 
pressure is reached —no gauge watching, 
no valving-off. 


Customers Like Service 


Each pair or set of tires aired at same 
dial setting get exactly equal pressures. 
Customers like the speedy service, the 
greater driving comfort, safety, and longer 
tire life. 


Rugged—Low Upkeep 
Thick-walled pressure-cast case protects 
working parts against damage from bang- 
ing and dropping on concrete. Can be re- 
calibrated right on airline—no cartridges 
to buy, no time lost returning to factory. 


Meets Every Need 


Universal model has 10 to 110 Ib. dial 
range. Passenger tire model has 15 to 
45 Ib. dial range with open position for 
higher pressures. Each available with 
“Handi-Chuck” (illustrated), standard 
single chuck or dual chucks (also with 
Nelson Safety Grip-Chuck for tire repair 
departments). 


Low First Cost 
Passenger model shown costs only 
$14.95, less liberal allowance for old 
gauge. Connects to airline—no installa- 
tion cost. See your jobber or write us now 
for free literature. 
10 


BarmorivE 


PRODUCTS INCORPORATED 


440 PERALTA AVENUE 
SAN LEANDRO, CALIFORNIA 
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cago. When World War II came along, 
he enlisted in the army as a private, 
emerged a major in 1945 after serving 
two years overseas under Gen. George 
S. Patton, Jr. 

After the war, Norton worked for 
four years as an automobile sales 
manager in Greeley, Colo., then de- 
cided to go in business for himself 
and bought a two-bay Frontier station 
there. The station was closed when 
he bought it and had never done more 
than 12,000 gal. a month. Norton built 
the monthly gallonage to 25,000 by 
“practicing the things I preach, like 
courtesy, helpfulness, willingness to 
check tires, wash windshields, and so 
on.” 


He sold the station in 1954 to take 
over a Frontier truck stop and bulk 
plant near Greeley, on a salary plus 
commission basis. But he kept after 
Frontier to put some of his ideas to 
use, and finally was told ten months 
ago to tackle the job of dealer contacts 
and training. He did, and it stayed 
tackled—as would anything hit hard 
by a big man who likes the tackling 
job. Ld 

e 


Briefs... 


William B. Patterson, formerly as- 
sistant division manager in Charlotte, 
N. C., has been promoted to assistant 








\ in faster, smoother 


station service! 


THE FOOL-PROOF POPPET IN 


VALVES 


The fast, efficient fuel handling your customers 
demand is possible only with the aid of per- 


manager of wholesale sales by the 
American Oil Co. 


Taylor 


Archibald R. Taylor has been chosen 
to head the newly established reseller 
division of Esso Standard Oil Co. S. T. 
Wyckoff moves up in Esso’s TBA and 
specialties division to replace Taylor. 

W. D. Craig has been appointed 
manager of the asphalt sales division. 
He succeeds F. R. Field, who will 
serve as asphalt consultant preparatory 
to retirement. A. R. Curtis, who has 
been administrative assistant in asphalt 
sales, has been appointed assistant divi- 
sion manager. 


e 

R. H. Muellerleile has been ap- 
pointed manager of LP-gas sales for 
Cities Service Oil Co. (Del.). Replac- 
ing him as manager of LP-gas sales in 
the Kansas City marketing region is 
Leland Board. 

M. H. Glazer, LP-gas sales man- 
ager in Chicago, becomes marketing 
staff assistant to the general sales 
manager, and V. W. Johnson becomes 
manager of the Grand Forks market- 
ing division. 


e 
Ray L. Felts has been named man- 
ager of refined oil sales for Anchor 
Petroleum Co., Tulsa. He continues 
as office manager of the firm. Dean 
L. Moffett, formerly asphalt sales en- 
gineer, has been named manager of 


fectly functioning valves. The gamble is gone 
when you go to TOKHEIM Valves with the 
fool-proof poppet—twice-tested at the factory 
against leakage—use-tested and proved in many 
thousands of installations. The quick-acting, 
light-tension (5 oz.) spring is absolutely 
trouble-free. Seat is rounded to prevent valve 
sticking, dirt collecting. Built-in screen elim- 
inates suction stub strainer. All working parts 
are cadmium-plated. And hook permits easy 
removal of poppet from body for easy inspec- 
tion and service. Check your valve require- 
ments against this versatile line. Call your 
Tokheim representative for full information. 


road asphalt sales. 


* 

Ralph E. Jones, former Tidewater 
distributor at Hancock, Maryland, has 
switched over to the distribution of 
American Oil Co. products. His ter- 
ritory includes Morgan, Hampshire 
and Berkeley Counties in West Vir- 
ginia, and Allegany and Washington 
Counties in Maryland. 


Vertical Check Valves Angle Check Valves 
in 14%”, 2. in 1%", 2”. 


o 
Kerr-McGee Oil Industries, Inc. has 
announced the reorganization of its 
Deep Rock Oil Co. marketing division. 
James J. Kelly, vice president in 
charge of marketing, and W. M. Mur- 
ray, vice president in charge of general 
sales, now share product sales respon- 
sibility. Kelly was formerly vice presi- 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 Wabash Ave. SINCE 190 Fort Wayne 1, Ind. 
Factory Branch: 1309 Howard Street, San Francisco 3, Calif. 
In Canada: Tokheim-Reeder, 205 Yonge Street, Toronto, Ont. 
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Foot Valves In 1” 
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and NPN sells TBA 


With every tick of the clock, motorists buy ap- 
proximately $95.00 worth of tires, batteries and 
accessories from the oil industry. That amounts 
to $5700 a minute, $8,208,000 a day, three 
billion dollars worth a year! 


As each second ticks, another tire is sold. 
Every two seconds, it’s a new battery. Since you 
started to read this ad, 200 motorists have 
bought other accessories, too, at their neighbor- 
hood service stations. 


Can you hear those cash registers chiming a 
chorus of sales? Whose tires, whose batteries, 
whose accessories are being sold—YOURS? 
Are you getting your share of this oil company 
TBA* business? Know how to get it? Where to 
start? Whom to see? 


*TBA is the oil industry's designation for tires, batteries and accessories. 


There is a particularly effective method of 
soliciting this business; an inside track to the oil 
jobbers and major oil company marketing men 
who decide what TBA items shall be sold. It’s 
advertising in National Petroleum News. 


National Petroleum News reaches market- 
ing management men in oil jobber organizations 
and major oil companies—the men who direct 
the packaging, storage, transportation and sales 
of petroleum products, PLUS the purchase and 
resale of tires, batteries and accessories. 


If you want TBA business, the first logical 
step is an advertising campaign in National 
Petroleum News. 


en 
hy at I 0 n al THE McGRAW-HILL MAGAZINE OF OIL MARKETING 
@ Established 1909 * Published monthly 
[det rol eum All-paid audited circulation 
Kiews 
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NPN Factbook published as a 13th issue in May 


330 West 42nd Street, New York 36, N.Y. LOngacre 4-3000 





dent in charge of bulk sales and 
Murray vice president in charge of 
direct sales. 

J. G. Campbell, formerly vice presi- 
dent in charge of branded sales, has 
been transferred to a new assignment 
on special projects. 

R. B. Heuring, manager of jobber 
sales, formerly under Campbell, has 
been transferred to Kelly’s department 
in the same capacity. Also assisting 
Kelly are Ralph J. Gaden, manager of 
supply and distribution, and C. W. 
(Bud) Dyniewicz, head of the newly 


formed station services department in 
charge of company-owned stations. 

Other appointments include: W. W. 
Rice, manager of fuel sales, C. C. 
Batchelor, manager of pipe line sales, 
and Jack Mitchell, manager of asphalt 
sales. 

Under the reorganization, Kelly’s 
department is in charge of sales of 
branded gasolines, lubricating oils and 
burning oils; bulk sales of pipe line 
gasoline and burning oils; and asphalts, 
fuels and residual products. Murray’s 
department handles sales of waxes, 
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petrolatum, absorption oils, solvents, 
napthas, lubricating oils, petroleum 
resins, refinery-produced propane and 
butane, and certain sales of gasoline 
and other products. 


e 

L. L. (Buddy) Echols, Jr. won’t be 
able to get into the family jobbership 
at Greenville, S. C., until he completes 
a two-year hitch of military service, 
which he is just starting. His mother, 
Mrs. Martha Echols, continues to man- 
age the business which she took over 
when her husband died. 


e 
T. A. Harrell, T. A. Harrell Petro- 
leum Co., has recently opened new 
offices and warehouse on the main 
highway north of Kingsville, Tex. 
e 
Franz P. Neumann has been ap- 
pointed manager of the supply and 
distribution department of the El 
Dorado Refining Co. He formerly was 
assistant traffic manager. 


* 

Robert B. Gillies has been named 
manager of merchandising for the 
Houston division of Gulf Oil Corp. 
Gillies was formerly district manager 
in Midland, Texas. 

© 

Recent reorganization of the market- 
ing department of the British Amer- 
ican Oil Co., Ltd., has produced a 
number of new appointments. J. L. 
Lenker, vice president, is responsible 
for B-A marketing operations in 
Canada. A. E. Osborough, general 
manager of marketing, is responsible 
for all sales and operations. Assisting 
him are the heads of six newly estab- 
lished service departments: G. W. Gar- 
ton, director of direct retail and job- 
ber sales; L. R. Woolsey, director of 
direct sales; W. A. Brown, director of 
farm and home heating sales; R. J. 
Alm, director of advertising; Fulton 
Robinson, director of marketing re- 
search and costs; and J. R. Dawson, 
director of product costs and pricing. 

6 

James A. Stochl, assistant division 
manager at Sioux Falls for the Cham- 
plin Refining Co., hay been promoted 
to assistant manager of general office 
sales, in charge of a new sales office 
Champlin is opening in Des Moines. 

e 

Boyd Lawrence Embrey has been 
named manager of market research for 
Lion Oil Co., and Inghram Grayson, 
recently retired, has been succeeded as 
manager of asphalt sales by Robert E. 
Witt, formerly assistant manager. 

e 

F. W. Burton, president of the Texas 
Petroleum Marketers Assn., headed 
the committee that recently organized 
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the Texas Tourist Foundation to at- 
tract tourists to Texas. Committee 
membership included Ben C. Belt, 
former Gulf Oil Corp. vice president, 
and Madison Farnsworth, Gulf divi- 
sion manager. 

e 


H. B. Sheets has been named as- 
sistant division manager in charge of 
sales activities in northern Utah and 
southern Idaho for Phillips Petroleum 
Co. He formerly was division real 
estate representative at Salt Lake. 

e 


Larry Kiefer, of Indianapolis, plans 
to extend his rapidly growing business 
into Florida. He is head of the A. F. 
Kiefer Service Station Co. 

e 

George Wyllie is scheduled to retire 
this month after fifty years of service 
with Standard Oil Co. of California. 
Wyllie started his career as a messenger 
for D. G. Scofield then president, and 
is now working in the western divi- 
sion’s wholesale sales department. 

e 

W. J. (Bill) Willard, Jr., Amoco 
jobber, is enlarging the office space 
and doubling the warehouse capacity 
of his Willard Oil Co., Spartanburg, 
S. C. now that he is getting into the 
oil burner business extensively. 

+ 
Maurice B. Par- 
melee has been 
elected secretary- 

treasurer and a 

member of the 

board of directors 
of Sun Oil Co., 

Ltd. John C. Ag- 

new, president, 

was elected as- 
sistant secretary- 
treasurer. Frank 

R. Markley re- 
signed as a member of the board but 
will continue as vice president. 

Fred H. Kaye succeeds Parmelee 
as office manager for the Philadelphia 
general sales department of the parent 
Sun Oil Co. Kaye was formerly office 
manager for the Ohio Valley region. 

Another Sun appointment names 
John D. Storch office manager for the 
Middle Atlantic region sales office with 
Norman A. Rowley succeeding Storch 
as office manager of the Philadelphia 
sales district. 


Parmelee 


H. S. M. Burns, president of Shell 
Oil Co., is the recipient of two recent 
honors. He has been appointed nation- 
al chairman of the 1957 American 
Red Cross Campaign for Members 
and Funds and has been awarded an 
Honorary Doctor of Laws degree at 
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Aberdeen (Scotland) University, his 
alma mater. 

Selwyn Eddy, P. C. Thomas and 
J. L. Wadlow, Shell’s general sales 
managers for the West Coast, Midwest 
and East Coast, have been named vice 
presidents. 

Lawrence C. Hull has been named 
to the newly created position of as- 
sistant sales manager of Shell’s Los 
Angeles marketing division. Hull 
formerly was with the public relations 
ene 
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John Leel, Jr., commission distribu- 
tor of Signal Oil Co. products in East 
Portland, Ore., has designed a fire 
control system for his plant loading 
rack with special fog-head nozzles 
located directly over the truck loading 
position. An inventive fellow, he also 
devised a power reel unit to wind up 
the long hose on a heating oil delivery 
truck some years ago. 


e 
Harry S. Phillips, Great Lakes Dis- 
trict representative of the Oil Industry 


| 
} 
| 
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| Here’ s the Complete Security 
Every Service Station Needs 


In one compact armored steel casing, 
this modern equipment combines a 
Money Chest and a Record Safe. 

The Money Chest (upper section) is 
encased in steel-clad reinforced con- 
crete that discourages any attempt to carry off the equipment. It qualifies for Mercantile 
Safe Class “E’ Burglary-Resistive Insurance, also meets requirements for the Money 
& Securities Broad Form Policy. Its Relocking Device affords an extra 10% discount 
in addition to the regular Class ‘“E” discount. 

The Record Safe (lower section) provides dependable fire protection for books and 
all valuable papers. Its ““T-20” Tamper Resistant Door affords a 20% discount from 
the standard premium on Mercantile ‘‘B” Safe classification. 

For full details, call your local H.H.M. dealer listed in the Yellow 
Pages of your telephone directory, or write to the factory. 


&  HERRING- HALL> MARVIN SAFE CO. 
gon AAR MARVIN Sarg Hamilton, Ohio 


ath 
S £ Wo 


| Branches in: New York, Chicago, Boston, Detroit, San Francisco, St. Louis, Dallas, 


«sare ** Houston, Atlanta, Philadelphia, Minneapolis, Washington, Denver, Kansas City 
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Information Committee, has joined the 
OIIC Middle Atlantic District staff in 
Philadelphia. Robert E. Harris, OIIC 
Minnesota-Dakotas District representa- 
tive, replaces Phillips. Stuart G. Baird, 
Jr., joins OLLC to replace Harris. 
= 

Appointed to the board of directors 
of the Nebraska Oil Jobbers Assn. 
are: Clarence Magers, North Platt; 
Paul Master, Ainsworth, and L. L. 
Roy Snyder. They were named to fill 
vacancies caused by the death of Karl 
Swanson, Gothenburg, and the re- 
















signations of Art Johnson, Blair, and 
E. K. Turner, Grand Island. 


a 
Gerald Phippen, owner of the New 
Sharon Oil Co., New Sharon, Iowa, 
has been getting compliments on the 
success of the Rose Festival he directed 
as mayor of the town. 


* 

E. J. Reynolds, recently retired Mis- 
sissippi division manager for Standard 
Oil Co. (Kentucky), has been suc- 
ceeded by Jack Throckmorton. S. C. 
Meisburg, recently retired assistant di- 


vision manager and manager of the 
lubricating department, has been suc- 
ceeded by Stephen H. Leech. 

* 

Tom Brangan, Jr., Davenport Oil 
Co., San Antonio, Tex., has been do- 
ing nicely with the recently built 
service station on his warehouse prop- 
erties. Brangan is a Phillips jobber. 














































COMPLETE SERVICE STATION 
LIGHTING EQUIPMENT 


@ All Weather Horizontal “’T” Lights 
@ High Intensity R.S. Fluorescent Flood Lights 
@ Auxiliary Flourescent and Incandescent Lights 
for Outdoor and Indoor Application 


New Thinner Design “T” Lights are engineered 
for still greater strength, more graceful 
smoother appearance and greater efficiency. 
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Ransford Kelly 





James A. Ransford has been pro- 
moted to manager of wholesale sales 
of Tidewater Oil Co.’s western market- 
ing division and J. Earle Gray has 
been appointed assistant general man- 
ager of Tidewater’s western division. 

R. K. Kelly, manager of Tidewater’s 
eastern division marine department has 
been named to head the division’s new- 
ly organized transportation depart- 
ment, encompassing the marine, pipe 
line and traffic departments as well as 
trucking, bulk terminal planning and 
inventory control units. 


e 

J. H. Brown and R. W. Davison 
have been appointed Texaco mer- 
chandising salesmen in Atlanta and 
Houston, respectively. W. J. Makins 
moves from merchandising salesman 
at El Paso to industrial salesman at 
Houston. 
* 

Reese H. Taylor was elected chair- 
man of the board of Union Oil Co. 
of California. W. L. Stewart, Jr., 
formerly senior vice president, was 
elected vice chairman and A. C. Rubel, 
formerly vice president in charge of 
exploration and _ production, was 
elected president succeeding Taylor. 

F. L. Hartley, director of research, 
was elected a vice president of the 
company. 


e 
C. G. Bass, Santee Oil Co. (Shell 
jobber), Kingstree, S. C., has a station 
expansion program going that he 
hopes will boost his present 300,000 
gal. monthly volume to 350,000 gal. 


e 
J. M. Boyd has been appointed ex- 
ecutive assistant to the marketing vice 
president of Shell Oil Co., Ltd. He will 





be succeeded as manager of the head 
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office marketing operation by H. L. 
Hinchcliffe, formerly distribution man- 
ager of the head office. Shell Ltd. has 
also announced the appointment of 
C. F. Williams as sales manager of 
the central division. 

e 

Carl Mallicoat and Charles M. Craig 
have been appointed Union Oil Co. 
consignees at the new wholesale-retail 
unit at Wickenburg, Arizona, and 
David W. Fosse consignee at Cali- 
patria, Calif. 

Another Union Oil consignee, this 
one in Anchorage, Alaska, has been 
elected to membership in the Young 
Presidents’ Organization. He is Max 
B. Kirkpatrick. To qualify, a member 
must have become a president of a 
corporation grossing at least $1-mil- 
lion a year before he is 39. 

ad 

G. W. Butler, manager of Esso 
Standard Oil Co.’s marketing develop- 
ment division, has been elected chair- 
man of the New Jersey Petroleum 
Industries Committee. R. C. Buckley, 
Hartol Petroleum Corp., was re-elected 
vice chairman. 

e 

Lyman G. Hertzler, Hertzler Oil 
Service, Inc., of Carlisle, Pa., former 
Atlantic Refining Co. distributor, . has 
switched over to American Oil Co. 

e 

For teetotalers, Leroy Schneider, 
Roanoke, Va., jobber, has invented a 
drink he calls the Boy Scout: “it’s an 
Old Fashioned without the liquor.” 

«* 

Lloyd R. Hawley, president of the 
Big West Oil Co. of Montana, died in 
Spokane on Aug. 21 at the age of 51. 
Hawley entered the oil business direct- 
ly after completing his education, join- 
ing his father, the late W. S. Hawley, 
a founder of the firm, at Big West. 

e 

Kingsley B. Niven, recently retired 
manager of Texas Oil Co., S. A, 
Mexico City affiliate of Texaco, has 
been succeeded by Walter G. Welsch, 
assistant manager. Having been with 
Texaco 35 years, all in Mexico, Niven 
plans to continue living there. 


Deaths... 


James Anderson, 79, formerly di- 
rector and vice president of Humble 
Oil and Refining Co., died July 29 
after a long illness. Anderson was 
elected vice president of Humble in 
1921 and retired in 1942 as treasurer. 

o 

Elmer A. Hubbard, district man- 
ager at Buffalo for Esso Standard Oil 
Co., died August 6 at Buffalo General 





Hospital. Born and raised in Buffalo, 
he joined Esso in 1928. Four years 
later he became district manager at 
Syracuse, where he served for 12 years 
before returning to Buffalo. He was 
chosen top district manager for 1955 
in Esso’s New York division and was 
honored at a marketing conference in 
New York last February. 


s 
Y. A. Koskinen, 50, sales and ad- 
vertising co-ordinator of Ashland Oi) 
and Refining Co., died suddenly at his 
home August 26. Before joining Ash- 
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land five years ago, Koskinen was with 
R. T. Brandt Agency. Prior to that 
he was advertising manager of Na- 
TIONAL PETROLEUM NEws. 


- 

Charles Hodgers, 48, owner of 
Hodgers Oil Co., a Signal Oil Co. 
distributorship in Napa, Calif., died 
suddenly August 2. Hodgers had been 
in the petroleum industry since 1933 
and in 1955 was president of the 
California Petroleum Marketers Coun- 
cil. He is survived by his widow and 
four children. 





FOR THE 
TANK TRUCK 


looking for pumps that will give 


@ fast. positive self-priming 


@ low speed, long life 


@ rugged. 2-moving-part construction 


@ revolvable casing for handy port location 


@ integral thrust bearing 
@ either extra long packing box 


or mechanical seal 


@ safety valve on pump head 


@ complete capacity range of 35 to 


300 gallons per minute 


INSTALL VIKING 
TRUCK MOUNTING 


PUMPS 


_ For complete information, ask 
for catalog Section Gr today. 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. 


in Canada, it’s "ROTO-KING” pumps 


See our catalog in Sweets 
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COMING MEETINGS 


OCTOBFR 1956 


Petroleum Marketers Assn. of Texas, 
annual meeting, Gunther Hotel, San 
Antonio, Oct. 7-9. 

Virginia Petroleum Jobbers  Assn., 
Roanoke Hotel, Roanoke, Oct. 8. 

American Society of Lubrication En- 
gineers, annual meeting, Chalfonte- 
Haddon Hall, Atlantic City, Oct. 8-10. 

Virginia Oil Men’s Assn., semi-annual 
meeting, Roanoke Hotel, Roanoke, 
Oct. 9. 

Society of Automotive Engineers, national 
transportation meeting, Hotel New 
Yorker, New York City, Oct. 10-12. 

Arkansas Independent Oil Marketers 
Assn., annual meeting, Hotel LaFayet- 
te, Littlke Rock, Oct. 11. 


Tennessee Oil Men’s Assn., annual meet- 
ing, Noel Hotel, Nashville, Oct. 14-16. 

North Carolina Oil Jobbers Assn., an- 
nual meeting, The Carolina Hotel, 
Pinehurst, Oct. 14-17. 

Alabama Petroleum Jobbers Assn., and 
Mississippi Oil Jobbers Assn., joint an- 
nual meeting, Buena Vista Hotel, 
Biloxi, Oct. 15-17. 

Oklahoma Oil Jobbers Assn., semi-annual 
reeting, Western Hills Lodge, Se- 
quoyah State Park, Lake Fort Gibson, 
Oct. 17-18. 

Indiana Independent Petroleum Assn., 
annual business meeting, Severin Hotel, 
Indianapolis, Oct. 17-18. 

Canadian Petroleum Assn., Alberta Divi- 
sion, annual meeting, Palliser Hotel, 
Calgary, Alberta, Oct. 18. 





FAST FUELOIL DELIVERY 


Fig. 189-F 


Fig. 189-G 


Fig. 231-A 





delivery and sure tight closing action. 


ness after the nozzles are closed. 


problem. 





the Morrison fuel oil hose nozzles. 


Morrison fuel oil hose nozzles are noted for their speed of 


Light, convenient, and easy to manipulate, these Morrison 
self-closing nozzles are popular with fuel oil delivery men. 
The drivers like the smooth action and the clean cut tight- 


A variety of these nozzles is made to meet every delivery 


Fuel oil deliveries are made simpler, safer, and faster with 


Fig. 224 
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West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charles- 
ton, Oct. 18. 

Western Petroleum Refiners Assn., Rufus 
Garret Hotel, El Dorado, Ark., Oct. 
18-19. 

Empire State Petroleum Assn., Hotel 
Concord, Lake Kiamesha, Monticello, 
Oct. 21-24. 

Texas Oil Jobbers Assn., financial man- 
agement institute, Plaza Hotel, San 
Antonio, Oct. 21-24. 

Pennsylvania Petroleum Assn., jobber 
management institute, Pennsylvania 
State University, State College, Oct. 
22-23. 

National Lubricating Grease Institute, an- 
nual meeting, Edgewater Beach Hotel, 
Chicago, Oct. 22-24. 

Nebraska Petroleum Marketers, annual 
meeting, Fontenelle Hotel, Omaha, Oct. 
23-24. 

Gasoline Pump Manufacturers Assn., The 
Seaview Country Club, Absecon, N. J., 
Oct. 24-26. 

Independent Petroleum Assn. of America, 
annual meeting, Statler-Hilton Hotel. 
Dallas, Oct. 29-30. 

Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Oct. 30. 


NOVEMBER 1956 


Society of Automotive Engineers, na- 
tional diesel engine meeting, The Drake 
Hotel, Chicago, Nov. 1-2. 

Assn. of American Battery Manufactur- 
ers, fall meeting, Edgewater Beach 
Hotel, Chicago, Nov. 2-3. 

Society of Automotive Engineers, national 
fuels and lubricants meeting, Mayo 
Hotel, Tulsa, Nov. 8-9. 

National Oil Jobbers Council, annual 
meeting, Palmer House, Chicago. Nov. 
8-10. 

American Petroleum Institute, 36th an- 
nual meeting, Conrad Hilton & Palmer 
House, Chicago, Nov. 12-15. 

American Petroleum Credit Assn., annual 
meeting, Sheraton Hotel, Chicago, Nov. 
19-21, 


DECEMBER 1956 


Louisiana Oil Marketers Assn., Roosevelt 
Hotel, New Orleans, Dec. 2. 

The Oil Industry TBA Group, annual 
meeting, Chase Hotel, St. Louis, Dec. 
3-4, 

Packaging Institute, Petroleum Packaging 
Committee, Hotel DeSoto, Savannah, 
Dec. 4-5. 

Oil Industry Information Committee, 
Biltmore Hotel, New York City, Dec. 
6-7. 

Interstate Oil Compact Commission, an- 
nual meeting, Allis Hotel, Wichita. 
Kan., Dec. 6-8. 

Canadian Petroleum Assn., annual meet- 
ing, Palliser Hotel, Calgary, Alberta, 
(no date at publication). 
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CLASSIFIED 


INFORMATION: 








DISPLAYED RATE 


BOX NUMBERS count one additional line in bd advertising rate is $14.50 per inch for 
undisplayed ads. quip t and B Opportunity advertis- 
DISCOUNT o 10% if full payment is made ing appearing on other than a contract basis 
in advance for four consecutive insertions o Contract rates quoted t. 

AN ADVERTISING INCH is measured % inch wean hima 

vertically on one column, 3 columns—30 inches 
—to a page. 


UNDISPLAYED RATE 
$1.50 a line. Minimum 3 lines. To figure ad- 
vance payment count 5 average words as @ 
line. (See { on Box Numbers.) 
POSITION WANTED. Undisplayed rate is one 
half of above rate, payable in advance, 
PROPOSALS, $1.50 cents a line an insertion, 


Send NEW ADVERTISEMENTS to Classifies Advertising Division, NATIONAL PETROLEUM NEWS, P.O, Box 12, New York 36, N.Y. 
SECTION CLOSES October 10th for November 





Employment opportunities — $15.65 per inch 
subject to Agency Commission. 














We have been asked to sell for an independent 
oil company no longer in business the follow- 
ing items, all brand new and factory fresh. 
Cash f.0.b. Nashville. Will package for safe 
shipment. 


REPLIES (Box No.): Address to office nearest you 
c/o this cones, Classified Ad 7 Dw. 
EW YORK: P.O. Box 12 ¢ 
CHICAGO: 520 N. Michigan’ a (11) 
SAN FRANCISCO: 68 Post St. (4) 


LEC MEA Tass 


For Sale 


OIL EXECUTIVE 


We are looking for a retired major oil executive 

who wants to stay close to the industry or an 
tative who wants to devote full YOUR ORIGINAL 

time to one line. Must have close ene = = 

with major oil marketing executives at home an . : . 

district office level. Should be familiar with their 5S ae Sele een See 

equipment buying habits aad preferences. The compartment, key lock, outside 

right man can write his own deal as a sales door compartment, lock inside 

director and top echelon contact man for our door. 14 x 14, 45.00 


5000 BBL Bolted steel tank clean. 39 Dia 24’ electrical equipment company. s . ; 

high 10 gauge WT approx 4000 lbs $3000.00 fob | oes Model 450 Oi! Drain 

your truck or rail car F V Oliver Jr Box 472 P 2997 National Petroleum News ans 5.00 5.85 
Steel Map Racks, 9 Compart- 


Palatka Fla. 

520 N. Michigan Ave., Chicago 11, Ill. ments 2.00 3.00 
Husky Lifetime Creepers 4.00 4.87 
Metal Island Ticket Cabinets 4.00 5.00 
American Glass Soap Dispensers 4.75 5.25 
Beautycan Chrome Step-On Cans 7.00 7.9 
1-Gal. 10” Galvanized Funnels 95 1.30 
Erie Wringer Mop Buckets 5.00 6.00 
Chrome Restroom Towel Cabinets 3.00 4.00 
Huffman Oil Bottle Sets 2.50 3.42 
Apsco Pencil Sharpeners 1.50 1.80 
Battery Jugs 2.95 3.40 
Grey Metal Desks 44 x 30 55.00 65.00 


Randolph CO» 6 Ib. Fire Extin- 
guishers 20.00 24.20 


Metal A-Frame Signs 14.00 16.50 


Underwood Manual Adding 
Machines 


American Tire & Recapping Co. 


5317 Charlotte Avenue 
Nashville, Tennessee 


Phone CYpress 7-6536 
































For Sale, Bulk Plant. 87,000 gallons storage with 
modern Warehouse and Office. Ideally located in 
Painesville, Ohio, a thriving, industrial Ohio City. 
Sales franchise available with the nusdhese - FIELD SUPERVISOR 
Plant. Write or Wire Joseph L. Foos, 4389 Neville 
Road, Cleveland 21, Ohio. as ———— in y+ station caperenien sane 
Considerable traveling ‘required. Work interesting and 
excellent opportunity for man who applies himself. 
Some college training preferred, age 30-36. Salary 
$4200.00 per year to start. Reply 

P-2739 National Petroleum News 

520 N. Michigan Ave., Chicago |, tll. 














Tank Trailers Used 1-5000 gallon, 6 compartment 
Fruehauf Tandem, rear bucket box, rear discharge, 
20” tires, air brakes, perfect. 1-6150 gallon, 1951 
Trailmobile 3 compartment. Other tanks available. 
Bruce E. Hackett Co., 1400 Kansas Avenue, K.C., 
Kansas. MAyfair 1-2363. 








SALESMEN 
Big Upset in Our Industry! 


New law compels consumer te buy equipment by fixed 
date. Our firm handling this type equipment for 30 
years. Well known in field. Terrific potential and earn- 
ings for capabe canvassers & closers. Unusual com- 
mission arrangement. 

CAMEO COAL & FUEL CO. 


3921 — 14th Ave., Brooklyn 18, N. Y. 


STEEL TANKS 


WANTED . 60’ dia. — 635,000 gals. 
Anything within reason that is wanted in the field : 50’ — 533.300 
served by National Petroleum News can be quickly 28" — 90.000 
located through bringing it to the attention of 18 — 55.000 
thousands of women whose interest is assured — 5,500 
because this is the business paper they read. 10’ 5,400 


THESE TANKS ARE LIKE NEW 
IDEAL FOR LIQUIDS OR GRAIN STORAGE 
LOCATED IN PHILADELPHIA 


H. LOEB & SON 


4643 Lancaster Avenue 
Philadelphia 31, Penna. 








Bulk Oil Plants— Propane Gas Plants— Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd, Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 


115.00 128.07 






































STEEL STORAGE TANKS 


Railroad Tank Car Tanks 


6,500 to 12, Gal. Cap. 
Coiled and Non-Coiled 
a eh 
eavier — oe r 
Other Tanks Too 
Also — C ie Tonk Cars 
8,000 and 10,000 Gal. Cap 
Your Inquiries Solicited 


MARSHALL RAILWAY 
EQUIPMENT CORPORATION 


50 Church Street 
Phone: COrtiandt 7-8090 
New York 7, N. Y. 


For Lease-Long Term 


Service station selling Independent 


Products. Has large warehouse, 
large display room, two hydraulic 
lifts, automatic car wash, 8 re- 
mote control pumps, 20,000 gal- 
lons underground storage. Located 
on heavily traveled thoroughfare in 
S. E. Florida. 


Inquire P. O. Box 557 
Fort Lauderdale, Fla. 








FOR SALE 


New DELAVAL Multiple Clarifier, Model 
84 (BA-51), complete with 3 h.p. motor on 
portable stand. Never used. Cost $3610.00; 
will sell for $3200.00. 

Practically New GOSLIN-BIRMINGHAM 
No. 37 Vallez Rotating Leaf Pressure Filter; 
Monel Dressed, complete with motor. Used 
ten days on 1,000 bbls. paraffine wax. Cost 
new $6243.00; will sell for $5500.00. 














FOR SALE 


STEEL TRAILER FOR SALE 


i—Quart Canning Line; Speed up to 125 cans per 


4200 gallon, 3 compartment, single axle, Standard Steel 
trailer with a 1954 Ford, F 750 tractor. Both in excel- 
lent car with air brakes, good tires and newly 
paint 


Scott Oil Company 








Clinton, Indiana «+ Phone 80 





KALAMAZOO PARAFFINE COMPANY 
1809 Reed Street 
Kalamazoo, Michigan 





minute. Feod Machinery Corporation 6-pocket filler. 
Continental Can CR Closing Machine. Equipment 
now In operation. Good Condition. 
Gordon Lubricating Company 
P. 0. Box 313, MeKees Rocks, Pennsylvania 
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ad OM by 
THE 
PUMPS 
IN 

THE 
TANKS 


Since Tokheim introduced the first wholly submersible 
pump and motor unit in 1948, this method of remote 
control pumping has become the standard of many 
companies for both new construction and remodeling. 
Tokheim’s Central Service System proves that the one 
certain way of dispensing today’s highly volatile fuels, 
under all conditions, is to put the pumps in the tanks! 


OKHEIM 


For dependable handling 


of modern fuels... 


At left—new extrac- 
tor-type manifold 
requires no pit. 


Tokheim has been building 
remote control pumping 
systems since 1921. It was 
the first to develop a 
submerged-in-tank pump 
and motor unit. 


Vapor lock is eliminated. Pumping efficiency is im- 
proved. Installation costs are often reduced and there 
is a new freedom in station planning. Decide now to 
get the whole remarkable story of Tokheim submerged- 
in-tank pumping. Call your Tokheim representative, 
or write directly to the factory for descriptive new 
bulletin No. 347. Do it today! 


CENTRAL SERVICE SYSTEM 


first in submersible pumping 





TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
FORT WAYNE 1 SINCE 1901 INDIANA 


Subsidiaries: Tokheim N. V., Leiden, Holland —GenPro Inc., Shelbyville, Ind. 
Factory Branch: 1309 Howard Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 





INCREASE YOUR CHANGEOVER PROFITS; 


STOCK UP: NOW: ON SUN OILS AND GREASES 


The Fall changeover season is just around the 
corner. And it can spell P-R-O-F-I-T. 


Today there are more cars on the road than 
ever before. This can mean more business for you. 
Be ready to meet the constantly increasing poten- 
tial of Fall. Stock up now with an adequate supply 
of Sun’s winter oils and greases. 


ee esate meee RRM SRSA 88 


HU bbard 2-7765 
CHICAGO HA rrison 7-2562 
CINCINNATI GA rfield 3930 
CLEVELAND ....VU Ican 3-6100 


BOSTON 
DETROIT 


MONTREAL 


ABCA A ARUBA ee eee tee tn ee rs 


DARUAD 6 o:sicicisiccciea PRospect 1611 
WO odward i-7240 
JACKSONVILLE. ... EX brook 8-5715 
WIIlbank 2131 


Lubricating oils and greases, finished SAE oils, 
blending stocks or grease bases...whatever your 
wholesale needs may be, the man from Sun can 
help you fill them. 


Stock up now for the profitable Fall changeover 
period. Fer complete information, call your Sun 
representative or Wholesale Manager today. 


NEW YORK CITY. LE xington 2-9200 
PHILADELPHIA... .KIngsley 6-1600 
PITTSBURGH GRant 1-1645 
TORONTO GLadstone 3581 


DOORN si eR ASR 


GENERAL WHOLESALE DEPARTMENT 


SUN OIL COMPANY, PHILADELPHIA 3, PA. 


IN CANADA: SUN OIL COMPANY, LTD., TORONTO AND MONTREAL 





